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Create platforms to unleash
Digital Darwinism
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Market facing
platforms are
accelerating and
driving disruption
across all industries
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Value pools are
changing, winners
are taking all and
many incumbents
risk survival,
especially in B2C
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Defining a platform
strategy is no
longer an option —
it’s an imperative
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What is a market-facing
platform business?
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Alibaba.com
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A market-facing

‘platform business model’

creates value by facilitating exchanges
between two or more interdependent
groups, usually customers & suppliers
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These platforms create
communities &
markets with network
effects that allow
users to interact and
transact
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Market facing platforms
harness and create large,
scalable networks of
users and resources on
demand
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Platform
penetration
IS
accelerating
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Estimated market
value of global
platform economy in
2018

7 years
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Average time for
top digital platforms
to reach revenue of
$1B/year
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Share of global
economic activity that
could be driven by
digital business
models in 2025

6 years
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Average time for the

same digital platforms to

scale revenue from $1B
to $10B/year

70%
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Share of unicorn
startups ($1B
valuation or more) that
are platform
companies



ilﬁiﬁﬁEUIE

The rules

of the

game are
changing
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Value pools are
getting disrupted
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Winners take all
(or most)
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Traditional
advantage is
not enough
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How to define a
platform strategy
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What is the value creation strategy?

. IIREBEZEBEZVNEITR?

What is needed to deliver that value and
what are the key components required?
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Which participants are needed
to deliver the value?

. FEBR A B BN o R A EEAR?

How should interactions among the
platform participants be structured?

. ZBENMURZERE (B: lElm=)?
How should the value be captured
(e.g., monetization)?
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Identity
the roles
and value
creation
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Define the role to
play in their industry
value chain
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Identify how the
platform will create
value for different
players (e.g.,
suppliers, users /
buyers, and
partners)
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Clarify the role of
the stakeholders on
the platform

Think 2019 / Thriving in a Platform Era / May 22, 2019 / © 2019 IBM Corporation

Uberdy¥E&
MEEIEEE

How Uber’s platform
creates value

22 FE: BEEZ
a Superior
experience and
lower cost for
customers

IS RRSNIA
Access to demand
and additional
income for drivers
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Fees, revenue
streams for Uber
and partners
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— User can search for effort and receives service for their

. item of interest — Platform provides favorable prices purchase
D efl n e W h at low-price guarantee

— Users can transact
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Decide if going
mostly alone
or with partners
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Define “build, buy,
partner” strategy and
determine degree of
openness and risk
sharing
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Orchestration options:
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Bring together multiple
partners to enable the
platform

. FEESWmE
Be the single owner and
orchestrator of the
platform

881 B =& 2h Key Considerations

— BEJ Capabilities required

— &% Investment needed

— B Risk capacity

— EMEEPIKE#E AR Go-to-market speed

and critical mass
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Choose

the most
suitable

platform

model
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Sales / services

— Onetomany

— Transaction focus

Examples:

33 Dropbox
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Market Facing Platform Archetypes

Marketplace

— Many to many

— Transaction focus
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ebay
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— Many to many

— Interaction focus
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Finally,
develop
the value
capture
model

Monetization model

Examples:

Direct

33 Dropbox

Subscription or
commission based

Indirect

s
Ad-based, client GO %

data, other benefits
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Typical challenges
when building platforms
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Market leadership

HIEF = E
Focus and customization
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Technology and partnerships
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Platform value and adoption
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Cash to build platform




EHNFeaRE2aB b B ERAD A
Platform leadership requires
a structured strategy definition approach

1. Understand 2. Envision 3. Design
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Platforms will create
winners and losers In
the digital world
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Players that are not
devising a clear
platform strategy
risk being
outcompeted or
openly disrupted

<

What is

your
platform
strategy?
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Failed platforms consistently exhibit pitfalls in stakeholder value proposition, inadequate
focus, reaching critical mass and

panoptix®

BY JOHNSON CONTROLS

Failure to engage
developers

Limited number of developers

and did not create a feedback

loop leading to engagement
erosion

#8 covisint

Failure to share the
surplus

Extracted value for auto
companies, and left little for
the part manufactures, thus

destroying ecosystem

Google
health

Failure to launch the
right side

Failed to balance
prioritization of users over
providers reducing
partner engagement

digg
Failure to optimize
openness

Allowed any user to post.
Openness led to lack of trust
and quality, marginalizing
value prop

@- PREDIX

Failure to identify the
value proposition

Meant for third-party
developers was only used
internally or by paid partners
due to improper value
communication

Source: HBS, HBR, industry analysis, IBM analysis
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Failure to put critical
mass ahead of money

Focus on platform
monetization over user
adoption, led to failure driven
by short term immediacy

4§ myspace

Failure to maintain tech
development

Legacy social network
platform, was slow to adopt
and invest in emerging
technology spaces

A
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Failure of imagination

Lost the maps battle when it
failed to pivot its focus from
physical assets to digital
maps, thus failing to jump the
digital chasm



