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Abstract - Digitalization of business is the most tangible consequence of the
globalization of the economy today. Digital platforms are changing the economics
of doing international business, reducing the cost of cross-border collaboration and
transactions. They create markets and user communities on a global scale, providing
enterprises with a huge base of potential customers and effective ways to
communicate with them. The functioning of digital platforms accelerates and
reduces the cost of production and exchange processes, eliminates unnecessary
intermediary links from them, and dramatically increases the efficiency of markets
and labor productivity. In the work, a business analysis of platform companies was
conducted from the perspective of studying the features of the main elements of
business models. The article presents the results of a comparison of traditional and
platform business models with the identification of advantages and disadvantages.
Examples of various types of platforms are provided. The features and distinctive
features of platform business models with the identification of the specifics of the
main components in relation to the basic template of the Osterwalder-Pigneur
business model are revealed.
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[. INTRODUCTION

Recently, the term “business model” has often been used by many researchers to
describe the organization’s process of creating value (Guo, Zhao, Tang [1]; Amit,
Zott [2]; Chesbrough [3-5] and others), and the way income generation Stewart,
Zhao [6]; Drucker [7]. A business model, on the one hand, helps to understand the
logic of ways of creating value that is unique to a company, primarily for customers,
and on the other hand, explains the process of extracting and appropriating business
income from a company.

The use of the business model in the research of organizations according to R. Amit
and C. Zott [2] allows, firstly, to use a new, non-traditional level of analysis (in
addition to industry, organization, network, etc.). Despite the fact that the business
model refers to a particular company, the boundaries of the business model extend
much wider and include networks, interaction with stakeholders, relationships with
customers, suppliers, etc. Secondly, through the study of business models, you can



try not only to answer the question of what companies produce to satisfy the needs
of a particular market but also how they do it. Third, many researchers, in particular,
Teece [8]; Amit, Zott [2] analyze operational activities when considering a business
model that helps to understand the logic of building and operating a business, its
architecture that reflects strategic decisions. Fourthly, the focus of business model
research is shifted from the consideration of the process of assigning value to the
process of creating value, with the main emphasis being placed on the latter, not
ignoring the first, which is shown in the study by Santos, 2012 [9]. Thus, a business
model is a new unit of business analysis. A business model can be seen as a system
that consists of components, the relationships between them and the dynamic
processes inside (Afuah and Tucci [10]); the focus is on activity; the main focus is
value.

Among the researchers who developed the structure (templates, canvas) of strategic
models as business models of startup projects for the development of organizations
at different times, we can name the following: A. Brandenburger, & B. Nalebuff
[11], B Durnota & P. Augton [ 12], B. Doll [13], I. Ezendu [14], R. Kolodziej [15],
H. Chesbrough [4,5], K. Christensen, & M. Raynor [16], J. Magretta [17 ], E.
Maurya [18], M. Mayo, & G. Brown [19], A. Osterwalder [20], A. Osterwalder, I.
Pigneur & Ch. Tussi [21], M. Robotham [22], R. Fitzpatrick [23], L. Fielt [24], R.
Ford [25], T. Hulme [26], etc.

New approaches to the typology and configuration of business models are described
in the works of N. Masiuk [27-28]. Despite this diversity, the template of the
Osterwalder-Pinier business model is generally recognized, which in this study,
when analyzing digital platforms, is accepted as the base [21].

The advent of digital platforms has greatly influenced the structure and content of
business models. Digital platforms are the most important economic and social
phenomenon of our time, which have put themselves at the service of Uber, Airbnb,
Amazon, Alibaba, PayPal, eBay and other most dynamically growing brands.
Platforms are new business models that use technology to bring people,
organizations, and resources together into an interactive ecosystem. At present, old,
inefficient business models in a number of industries (banking, telecom, insurance,
logistics) are being replaced by new models that meet the needs of modern
consumers. So, with the advent of mobile devices and the development of mobile
applications, the so-called "platform" business models are gaining more and more
popularity.

A digital platform is a fully technology-based business model that generates profits
through the exchange between two or more independent groups of participants. In
the basic configuration, the platforms bring manufacturers and end consumers
directly, who get the opportunity to interact without intermediaries.



II. MATERIALS AND METHODS

There are various approaches to classifying and comparing different business
models. However, for the purposes of a comparative analysis of business models in
the modern economy, some authors propose to previously divide them into
traditional (“pipeline”) and platform (ecosystems) [29]. This study focuses on
platform business models. As the main research method, a method for analyzing
platform business models was adopted, highlighting the specifics of the main
components.

III. RESULTS

Recently emerging platform business models create value for customers through
the use of digital technologies that allow various economic actors to interact in real-
time using electronic digital communication channels that ensure equal access for
all participants to information and its reliability. Thus, opportunities for abuse of
monopoly position, unfair competition are sharply reduced, and confidence is
returning to the economy.

The economy has not yet developed an established definition of a digital platform,
although many authors offer their own definitions. According to the authors of this
article, the most successful definition of a digital platform is as follows: “A digital
platform is a system of algorithmic mutually beneficial relationships of a significant
number of independent participants in an economic sector (or field of activity)
carried out in a single information environment, leading to a reduction in transaction
costs due to the use of the package digital technologies for working with data and
changes in the system of division of labor ”[30].

The concept of a digital platform includes both the technological design itself and
the platform business model and ecosystem [31]. The platform as a business model
1s a model of providing, through a technology platform, direct interaction and
transactions between entities using new methods and forms of interaction, value
creation, and pricing. This distinguishes the platform from traders and classic
intermediaries, where there is no direct interaction between parties interested in
each other, as well as from vertically integrated companies that unite one side of
the market within a single ownership structure.

Digital platforms have actually led to the formation of new business entities -
platform companies that become sources of market power, form new strategic
alternatives for business development, new sources of competitive advantages and
value-added, provide a transition from value chains to partner networks
(collaborations), form an environment for the co-evolution of markets and
companies that together form a platform economy.



J.P. Morgan [32] defines a platform economy as an economic activity using an
online intermediary that provides a platform through which independent workers or
sellers can provide a particular product or service to customers and determines that
all platforms have four things in common: connect employees or sellers directly to
customers - allow people to work when they want; sellers receive payment
immediately after completing work or providing goods; Payment goes through the
platform. They also provide an opportunity for various companies to share
information and thus significantly improve cooperation and create innovative
products and solutions [33].

Compared with traditional business models, platform ones have a number of
advantages, although they are also not without drawbacks (Table 1).

Table 1 - Comparative characteristics of traditional and platform business models

Type of business model Advantages Disadvantages
Traditional Low barriers to entry into the | Communication with a client
Business Model business through an intermediary (call

center, agent, etc.)
Territorial  and  country

restrictions
Low speed of business
processes
Platform Business Direct customer | High barriers to entry into the
Model interaction business (the cost of creating a

Lack of country and | platform)
territorial restrictions

High speed of business
processes and transactions

An ecosystem or a platform business model is a multifunctional environment in
which a user can perform all of the many (ideally all) functions he needs on the
ecosystem profile, possible in cyberspace (calculations, project management,
storage and retrieval of information, communication, organizer, etc.). Such an
integrated service allows customers to save time and effort, to become more
efficient. All ecosystems can be conditionally divided into transactional and
innovative. Transactional ecosystems provide transactions (interactions) between
ecosystem participants who would have difficulty finding each other without it
(Uber, Alibaba, Airbnb, Google search, Amazon Marketplace, eBay, Waze, etc.). In
contrast, innovative ecosystems are those in which a large number of developers
located in distributed spaces in different parts of the world develop new applications/
services/products for the ecosystem (iPhone, Android, Windows, etc.).

The basis of the analysis of platform business models was the template of the classic
business model of Alexander Osterwalder (Alexander Osterwalder) - Yves Pigneur
[21], which today is accepted by most studies as being universal or basic [34] (Figure



1). Its advantage is the original graphic solution (architecture), namely the matrix
template, which the authors called the canvas of the business model (Business Model
Canvas).

The Osterwalder - Pigneur model consists of nine main blocks (components). We
will present them in the order adopted by the authors [21]: Target groups of
consumers (Customer segments), Value proposition (Value proposition), Channels
of promotion (Channels), Technology of customer relations (Customer relationship),
Revenue streams (Revenue streams), Key resources (Key resources), Key processes,
Key partnerships, Cost structure.

Key Customer
Activities Relationship
Key Value Customer
Partnership Proposition Segments
Key
Resources Channels
Cost Structure ’ ‘ Revenue Streams

Figure 1:The outline of the business model of Alexander Osterwalder and Yves
Pigneur

The analysis of platform business models with the identification of the specifics of
the main components showed that the components “Value Proposition” and
“Revenue Streams” undergo the greatest transformation. The main differences are
the intangible assets or preferences that the platform provides. Let us consider each
of the 9 components of the standard template of the Osterwalder-Pigneur business
model in relation to the platform business model.

“Key Partners” - in the platform business model, this is all the many buyers,
manufacturers, suppliers, developers, etc. who have never seen each other but have
the ability to interact on the platform. A special role is played by the algorithmization



of the interaction of platform participants, as well as the significance of the number
of activity participants (scale) using the platform for interaction.

“Key Processes" - business processes occurring on the platform in an open digital
environment. A special feature here 1s network effects, as well as equal access to all
ecosystem participants to information.

“Key Resources” - there is a significant difference from traditional business models,
since in this case all participants of the platform use external resources - ideas,
information, customers, labor, etc. and can have very limited internal resources
(crowdsourcing). For example, Uber has practically no material values, and the staff
of this company employs only a few hundred people.

The “Value Proposition” in platform business models is not only the products and
services sold on this platform but also the combination of advantages that the
platform is ready to offer the consumer during the transaction, as well as after it.
This also includes the currency and form of payment with bank guarantees, which is
important for consumers.

“Customer Relationship” - are the interactions of a significant number of
independent participants in the ecosystem, the mutually beneficial relations of the
participants of the platform in accordance with the principle of “win-win”.

“Channels (of Promotion)” are networks, a single information environment,
electronic-digital communication channels, multi-channel marketing.

“Customer Segments (Target Consumer groups)" is the entire community of
ecosystem participants. In a classic business process, the company controls the
resources used. It helps to save. The platform, when managing the ecosystem,
controls the unused resources for the production of one product or service, but the
entire community.

“Revenue Streams” in platform models are provided by a variety of monetization
sources - its own advertising platform, subscription model, the provision of
additional privileges through integration with other systems, the provision of
technical support and the sale of training materials, etc. This also includes charging
a commission for using (transactions) the platform (eBay, Uber); payment for access
to information on the platform (Science Direct, electronic media); differentiated
access payment - the provision of benefits for certain categories of platform
participants, in cooperation with which other participants are interested, making the
full payment price (dating sites), etc.

“Cost Structure” is the cost of innovation, infrastructure modernization, and the
development of new business applications. Practice shows that the cost of



maintaining the platform is significantly lower than the cost of a traditional business,
ceteris paribus. However, as noted above, the creation of the platform itself is an
expensive pleasure, while the higher the uniqueness of the platform, the higher the
cost of creating it.

IV. DISCUSSION

The main factor contributing to the development of the digital economies of the
world is innovation [35]. At the same time, experts note that the most successful
innovations over the past few years were not technological. These were innovations
in the field of business models [36-37]. An example is Uber - the revolution was not
made by the platform itself, but by a new business model. As a result of this, a new
expression appeared - “economic uberization”, which refers not only to the platform
but it refers to the deep levels of transformation of the economy and society, which
relate to how supply and demand interact.

The main trend of the leading economies of the planet is a cloud-based business
method (“Cloud Firs”). Two key principles of the platform business - the service
format of the product (everything-as-a-service / all-as-service) and the flexible
payment format (pay-as-you-go / pay-on-the-go) - provide an unprecedented speed
of new products output to markets and promise a much richer, more positive and
productive experience for millions of consumers.

V. CONCLUSION

1. The platform is a simple-looking, but revolutionary concept that radically changes
business, the economy, and society as a whole.

2. Platforms are called the future of a market economy, examples of entrepreneurial
business, the forerunners of new forms of economic exchange. Now the platform is
called the virtual trading platform, and the totality of its users, and software,
hardware and network systems, a business model and a company that implements it.

3. Platforms are a new type of business model that uses technology to bring people,
organizations, and resources together in an interactive ecosystem, in which an
amazing amount of value is created, and distributed to users. Airbnb, Uber, Alibaba,
and Facebook are just four examples of revolutionary platforms. There are others:
Amazon, YouTube, eBay, Wikipedia, iPhone, Upwork, Twitter, KAYAK,
Instagram, Pinterest, and dozens of others. Each of them is unique and focused on a
specific industry and market. And each has harnessed the power of platforms to
transform its segment of the global economy. And in the future, many similar
transformations await us.



4. Platform business models give a new understanding of business openness, as well
as set a new vector of competition and give a new impetus to a change in corporate
strategy. Therefore, all traditional business leaders seek to incorporate digital
platforms into their traditional business models.
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