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At the end of this course, students will be able to

CO1:Understand the characteristics that define a platform market.

CO2:Apply the concept of network effects to state the differences between conventional and

platform business models.

CO3: Analyse the behaviour of users in theplatform environment and the process of value

creation.

COA4:Evaluate and analyse the pricing and expansion strategiestaken up by the platforms to

succeed in a platform market in line with the prevailing market structure.

CO5: Calculate the market power of platforms and identify the need for anti-trust

regulations.

CO6: Develop new ideas to work on the platform economy.
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Platform e What is a Platform? Emergence
| Economy: e Evolution of Platforms of Platform 5% 0.1 co1
Introduction | e Role of network effects Economy
e Types of Platforms
Basis- Level of
centralization; Level of )
. Overview of
Classification competition; Level of Platform
icipati 109 2 1, CO2
: of Platforms participation Business 0% 0 €01, ¢o
¢ Platform Models in Models
different industries
(including case studies)
e Three-level model of
efficiency - Value creation ,
. Platform’s
- Value delivery - Value .
competitive
Value capture position
1] ) e Launching a Platform: 20% 0.4 Co3
Creation . through
Chicken-and-Egg problem
network
¢ Value for Platform users
effects
(including case studies)
e Membership fees and
Usage fees
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“Subsidy” side —
differential pricing
Monopoly Platform vs.
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e Network Effects, Product
Variety, Govt. Policy and
Pricing Instruments

e Pricing and the Formation
of Users’ Expectations

(including case studies)




Growing a
Platform

¢ Divide-and-Conquer
Strategy, Seeding Strategy

e Coexistence with brick-
mortar shops

e Building Trust among
users

e Platform Expansion —

Strategies for
Expanding a
Platform

20%

0.4

CO2, CO4,
Co6

Platform Design —
Consolidation —
Behaviour- based pricing
— Targeting

(including case studies)

e Platform Governance,
Risks

e Anti-trust Regulations —
predatory pricing, anti-
competitive merger-
acquisition, cartels, etc.

Monitoring a
Platform

Regulating a

0,
Platform 4 15% 0.3 CO5

\

(including case studies)
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