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Branding Offerings

People Locations

https://roq.ad/



General challenges in ad-tech
• Privacy concerns and differences in privacy legislation across countries 
• Increasing numbers of patents in the industry
• Consumers continuously purchasing new devices and selling or disposing 

of old devices
• Availability and quality of deterministic data in different countries
• A large number of actors and middlemen in ad-tech advertising 
• Increasing competition 
• Larger, established companies, acquiring smaller start-ups
• Older competitors having first-mover advantage and access to larger 

repositories of data 



Specific challenges for roq.ad

• Estimation techniques
• Intellectual property protection
• Anticipating and responding to competitive actions
• Integrating and managing the international teams as a small firm 

• Socialization
• Technical Competence
• Communications
• Entrepreneurial Orientation
• Geographic Distance
• Time Zone
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Misfit between theory and roq.ad case?

• People – skilled data scientists

• Locations – availability of people who know data science

• Offerings – built on data for clients in specific locations

• Branding – data accuracy is the yardstick

Mahadevan (2000) 1548 50 0

Amit / Zott (2001) 7457 95 10

Dubosson-Torvay et al. (2002) 839 89 0

Baden-Fuller / Haefliger (2013) 930 155 0

10774 389 10



(Re)Decomposing the Case

What are people doing…

…in different locations…

…to build offerings…

…supporting a brand of accuracy?

Computational 
problems

Scale

Data

Ethics



Key points

• The ad-tech industry: competition and entrepreneurship

• Early models of e-value creation have strengths: strategy and 
transformation in an entrepreneurial venture’s core business model

• But they need to go further to incorporate the specific capabilities needed 
to profit from data science, solving computational problems accurately, 
exploiting scale, ethical decision making

• Don’t forget internationalization!
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