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Abstract

The purpose of this research paper was to present the development of innovation
strategies and new knowledge about creating new products, services, or business models.
According to various strategy concepts of the learning process, understanding and reaching the
target group audience testing in order to improve the results obtained taking into account the form
of business and the possibility of conducting business seamlessly from the study of theoretical
concepts. A review of various literatures related to innovation found that if students had developed
the concept of knowledge development in innovation, they had knowledge and understanding of
the implementation of the steps of the model developed according to the concept they wanted to
present to the target group. or to support future technology. deep access to the target audience
about products, services, and any business models that do not meet the target audience's
needs. Because it must be tested and revised to meet the requirements until it is perfect and most
appropriate. Therefore, this research article focuses on developing innovation strategies and
knowledge with a new process known as the i-CAB Model in order to develop new products,
services, or business models. According to the developed process concept, it must be used to
improve the results in order to be an important model for students and those involved. Until it
results in a company that can be applied and used as a model for future business and concept

development.
Keywords: Thought Process; Creating Innovations; Business Model; i-CAB Model
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