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Abstract

In today’s world, many digitally enabled start-ups are budding all over the globe
because of the fast enhancement in digital technologies. For the establishment of
new business, it is necessary to adopt a proper business model which needs
to define the way in which the company will provide values and the ways in which
the customers can pay for their services. This paper aims to study the various
business models being used in today’s marketplace and to provide a better
understanding for these business models by having an insight on the attributes.
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Introduction
Digital platforms are connected businesses that enable commercial interfaces between

at least two different assemblies—with one normally being suppliers and the other con-

sumers (Lestan et al., 2017, Shrutika, 2018, Mishra & Tripathi, 2019, 2020b). It is use-

ful for digital expertise, technologies and devices in current openings for enterprise

leaders and frontrunners to change of mind their business to generate enhanced un-

derstandings for clients, workers, and ecosystem associates to lower costs (Porat, 2008,

Hein et al., 2019). When businesses act to take benefits of these breaks through digital

revolution, they take on two prime events: building a digital platform and building a

new operating model (Nambisan et al., 2019). The sketchy digital platform ecosystem

can be elaborated as below (Hein et al., 2019, Nambisan et al., 2019) (Fig. 1).

In other words, a digital platform is a web cantered platform for offering content

(things like Facebook, Twitter, Blogs, Websites, and sometimes SMS). This is in con-

trast to an analogue platform (like billboards, direct mail, telemarketing, events and

word of mouth). A promotion is the messaging that you would use platforms to com-

municate. This could sponsor a manufactured goods or facility and could interconnect

it over both digital and analogue platforms. Digital platforms are a new generation of

customer/employee/partner-focused, internal and external platforms that need to
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measure elastically and compromise a range of entry touchpoint. It consists of (Nambi-

san et al., 2019, Mishra, 2019, Mishra & Tripathi, 2019, 2020b):

� Upkeep one to billions of customers

� Empower worldwide, distributed enormous and lesser establishments

� Associate billions of devices and sensors and connected internet of things (IoT) devices

� Participate and integrate with the business models and processes of growing

number of associates, suppliers and even competitors and participants. The

following diagram shows the players in a platform ecosystem and its internal and

external functions (Parker et al., 2016, 2018) (Fig. 2).

The players connect, integrate, inspire, stimulate with catalytic approach put to work

and upkeep society, businesses, governments and engagements in cogent and progres-

sive manner.

They have a boundless number of software products inside, which in turn have mil-

lions of features that can be merchandises of sorts, and they hinge on progressively on

data that is liquid, directly available and is used to get-up-and-go insights, whereabouts

and consequences (Parker et al., 2016).

Mutually, these happenings must occur simultaneously and that present a pitfall: a

business is incomplete in how far it can go in fluctuating its operational model unless

the digital platform flourishes. Impending this consequence erroneously causes many

digital platform revolution enterprises to fail. Success with a digital platform does not

need to be contingent on the technologies encompassing the platform execution. Suc-

cess depends on users accepting the platform. To cognize how the escalation of plat-

forms is renovating competition. We need to survey how platforms differ from the

conventional “pipeline” businesses that have conquered business for years in the state-

of-the-art business technology (Parker et al., 2016, 2018). Pipeline businesses produce

value by monitoring a linear series of events—the classic value-chain model. Inputs at

one end of the chain (say, resources from brokers) go through a sequence of steps that

transmute them into an output that is substance more: the finished product. We can il-

lustrate it through Apple’s handset business. Apple’s handset business is essentially a

Fig. 1 Digital Platform Ecosystem
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pipeline but combine it with the App store. The flea market associates with App devel-

opers and iPhone owners, and we have got a platform (Parker et al., 2018).

There has been a sharp rise in start-ups building software-based platforms (SBP) for

industries that once seemed unaffected by digitization (Nieborg, et al. 2018). An im-

portant feature of this digital platform (DP) is that their reach is much further than the

fields of communication and information, and they do so by making the transportation

and hospitality industries better (Abdelkafi, 2013, Ardolino et al., 2018).

For example, OYO Rooms is a start-up found in 2013 by Ritesh Agarwal. It provides

a service like online booking of budget hotels to customers based on their needs (Alt

et al. 2018). Since then, it has grown all over India by raising funds from big investors

such as Softbank Group, Light Speed Venture Partners (LSVP) and many more (Spieth

et al. 2014, Autio et al., 2018).

It raised series round of funding of $24 million from Light speed Venture Partners,

Sequoia Capital, Green oaks Capital and DSG Consumer Partners (DSGCP) (Smith

et al. 2001, Barwise et al., 2018).

In late 2017, OYO launched OYO Home, an Airbnb-like marketplace for short-term

managed rentals (https://www.techcircle.in, 2019, Sinha et al., 2015). OYO Home has

presence in more than 10 leisure destinations of India including Goa, Shimla, Pondi-

cherry, Udaipur, Kerala, (all in India) etc. In April 2018, OYO launched its first inter-

national OYO Home in Dubai (de Oliveira et al., 2019).

In year 2019, Google generated about $25 billion in revenue. The vast majority of

that revenue, well over 95%, originate from advertising via its search engine and its

AdSense program, which places ads on billions of websites.

A firm can differentiate from its competitions even if it provides same or similar ser-

vices in the marketplace if it has a good and unique business model (Chesbrough et al.,

2002, Cawley et al., 2007, Bucherer et al., 2011, Speranza et al., 2018). For example,

Paytm is a company that provides online payment system and digital wallet to its cus-

tomers but before Paytm came into the market, there were companies which already

existed such as Mobikwik and Freecharge, and they were providing customers with

digital wallets and even then, Paytm outperformed its competition and took over the

marketplace (de Reuver et al., 2018). Also, success of a start-up does not completely

Fig. 2 The Players in a Platform Ecosystem
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depend on the efficiency of a business model; for a start-up to succeed, it must have a

proper and practical solution to the existing problem (Circenis et al., 2009, Büyüközkan

et al., 2018).

A business model is a company’s strategy for making earnings and profits (Agostinho

et al., 2016, Allee, 2000, Vikas, 2012b). It classifies the products or facilities the business

will sell, the bull’s eye market (Antikainen & Valkokari, 2016, Ordanini et al., 2004, Li,

2018, Weinhardt et al., 2009b, Shrutika, 2018). It should be identified and the expenses

it anticipates. A new business in enlargement has to have a business model, if only in

order to fascinate investment, help it recruit faculty and encourage organization and

workforce. Conventional businesses have to re-examine and bring up-to-date their

business strategies regularly, or they will be unsuccessful to get ahead developments

and challenges in advance. Stakeholders need to analyse and evaluate the business plans

of corporations that concentrate on them (Azodolmolky et al., 2013, Santhanam, 2014,

Täuscher & Chafac, 2016, Täuscher & Laudien, 2017, Mishra & Tripathi, 2020b). Al-

though there is no acquired definition of business model, it can be defined in various

ways depending upon the attributes that are being considered while defining it; how-

ever, it should be kept in mind that its definition should consider company’s internal

and external attributes and should layover the ways in which the company will be pro-

viding services and values while converting those values into profit (Burgess et al.,

2018). “The business model has been referred to as a statement, a description, are pres-

entation, an architecture, a conceptual tool or model, a structural template, a method, a

framework, a pattern, and a set” (Büyüközkan et al., 2018).

Literature review
With the advent of the new economy, business models (BM) have become an increas-

ingly popular unit of analysis to explain differences in firms’ success (Cearley et al.,

2012, Büyüközkan et al., 2018). However, digital business model (DBM) differs from

business model on the basis that it can provide a two-way revenue model for both the

customers and the sellers, so we need to lay emphasis on both sides (Bocken et al.,

2014). A good digital business model should make sure that the seller as well as the

buyer gets benefited (Evans et al., 2009, Yin et al., 2018).

With the evolution of technology and data, business model, it is not only the area

that experienced transformation while other areas which experienced transformation

are business strategy, workforce, customer interaction and business operations, and

these areas are dependent on each other for their growth and success (Gawer et al.,

2007, 2014, Werth et al., 2018).

According to authors A. Osterwalder and Y. Pigneur (Osterwalder, et al., 2002, 2004,

2005, 2010, 2011, Wu et al., 2015), in their book “Business Model Generation: A Hand-

book for Visionaries, Game Changers, and Challengers, Hoboken, New Jersey: John Wi-

ley & Sons, Inc”, a business model can be described by nine building blocks which

further wraps the four main segments of business: customers, offer, infrastructure and

financial viability (Timmers et al., 1998, Clark et al., 2012, Xu et al., 2018, Wirtz et al.,

2010). To understand how the rise of platforms is transforming competition, we need

to examine how platforms differ from the conventional “pipeline” businesses that have

dominated industry for decades. Pipeline businesses create value by controlling a linear

series of activities—the classic value-chain model (Luby et al., 2006). Inputs at one end
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of the chain (say, materials from suppliers) undergo a series of steps that transform

them into an output that is worth more: the finished product. Apple’s handset business

is essentially a pipeline but combine it with the App Store, the marketplace that con-

nects app developers and iPhone owners, it becomes a digital platform (Table 1).

As Apple exhibits, partnerships need not be only a pipeline or a platform; they can

be both. While sufficiently pure pipeline productions are still highly modest, when plat-

forms enter the same marketplace, the platforms effectively continuously landslide.

That is why pipeline titans such as Walmart, Nike, John Deere, and GE are all cross-

country to incorporate platforms into their business models (Watanabe et al., 2018).

Furthermore, in a study on role of the business model, Chesbrough and Rosenbloom

elated a more detailed definition of business model as (Chesbrough et al., 2002, Yoo

et al., 2010, 2012, Sabatier et al., 2012):

The functions of a business model are to:

– articulate the value proposition, that is, the value created for users by the offering

based on the technology;

– identify a market segment, that is, the users to whom the technology is useful and for

what purpose;

– define the structure of the value chain within the firm required to create and

distribute the offering;

– estimate the cost structure and profit potential of producing the offering, given the

value proposition and value chain structure chosen;

– describe the position of the firm within the value network linking suppliers and

customers, including identification of potential complements’ and competitors;

– formulate the competitive strategy by which the innovating firm will gain and hold

advantage over rivals.

Table 1 The nine building blocks

Block Description

Customer
segments

This building block is the core of any business model because if there is no satisfaction in
customers, then no firm/company can survive in the market for long.

Value preposition This building block states the services and the values provided by the company to its
customers. These services solve customer’s problems and provide satisfaction to them.

Channels This building block deals with the ways in which a company reach out to its customers
about its value prepositions and also enables the customers to communicate with the
company.

Customer
relationships

This building block describes the type of relationship that a firm wants to build with its
each customer segment. Relationship can be personal or automated.

Revenue Streams This building block states the amount a firm generates from its customers by selling its
goods and services, and this is what that keeps a firm alive and running.

Key resources This building block states the important assets that are required to provide value
prepositions to customer, to create new values and to earn revenues.

Key activities This building block lists the various activities like maintaining customer relationships or
earning revenues. A firm needs to perform in order to do well in marketplace.

Key partnerships This building block describes the needs for which a firm has to make partners and what
type or partnerships it needs to get into for a particular need. Good partnerships reduce
risks and enables growth.

Cost structure This building block states the costs that incurs in performing various important and key
tasks to make a business model work. This helps in keeping track of firm’s financial
resources.
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This definition points out the important blocks of a business model on which it

should focus and suggests a proper way of interacting with them so that the business

model can function efficiently which leads to a sustainable way of doing business (Azo-

dolmolky et al., 2013, Balodi et al., 2014, Coase, 1937, de Vasconcelos Gomes et al.,

2018). The priority of these attributes may vary in different businesses according to

their needs and the condition of the marketplace, so there is no compulsion on treating

them in a same manner in every other business as some attributes may require much

more focus than other attributes in a particular business (Grewal et al., 2018, Hamari

et al., 2016, Baldegger et al., 2016, Bason, 2018, Mishra & Tripathi, 2019, 2020b).

Various frameworks have been laid down by different authors which further help in

development of business models as required by the business, these frameworks describe

relationship of important components and also give an insight on how they can be

beneficial to our business, and there is no single perfect framework defined for all busi-

ness types so its choice can vary from business to business (Kurt et al., 2017, Baporikar,

2015, Benlian, 2018). These frameworks can help to utilise the business model to its

maximum potential. Some of these existing frameworks are Business cycle framework,

Innovation radar etc. (Li et al., (2018), Lockamy III et al., (2011, 2012), Berman et al.,

(2012), Antikainen, et al., (2016)).

Business cycle framework (BCF)

Author Teece gave this framework in his journal article “Business models, business

strategy and innovation” (Teece et al., 2010). This framework focuses of important

components of a business model in a cyclic manner (Tian et al., 2011). It is rather a

step-by-step guide to develop a business model, starting from selection and identifica-

tion of value preposition then to determine the customers who will get benefit from

and segmenting the market accordingly which has to be targeted (Tidd et al., 2018).

Further analysing the revenue streams which are available and develop the procedures

to use these available resources in a cost-conscious way, hence developing a mechanism

to capture the value from the entire process (Weinhardt et al., 2009a, Watanabe et al.,

2016, 2018). However, this framework does not include channeling of products to the

markets efficiently, and neither it included focusing on making partners for the expan-

sion of business in the marketplace (Ordanini et al, 2004, Spiess-Knafl et al., 2015, Zott

et al., 2011, Skog et al., 2018, Shrutika, 2018) (Fig. 3).

The innovation radar (IR)

This innovation radar framework was given by Sawhney, Walcott and Arroniz in “The

12 Different Ways for Companies to Innovate”. This framework lists various compo-

nents which are important in innovation of sustainable business model, and this frame-

work provides a efficient solution to four basic questions like “WHAT services/

products are being offered to the customers?”, “WHO will get the benefit of these

sevices/products?”, “HOW the company will be making profits by providing these ser-

vices?” and “WHERE these services/products needs to be delivered?” whose answers

will give some insights in developing the business models. This framework consists of

12 dimensions (O’Reilly, 2011, Ghazawneh et al., 2013, Standing and Mattsson, 2018)

which are described briefly in the table below (Fig. 4).
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In spite of studying various components and frameworks of a business model and

also after reading and observing the marketplace carefully, there are some risks for

which a business should always be prepared to face it anytime as they are not in one’s

control, and these market risks as stated by Porter in journal “The Five Competitive

Forces that Shape Strategy” are caused by five competitive forces (Porter, 2008, Reyn-

olds, 2011, Sutherland et al., 2018, Pisano et al., 2015, Goerzig et al., 2018). These com-

petitive forces can be a threat to the existing business but also, it can raise the quality

of value preposition offered to customers at better prices. Also, customers will have

Fig. 3 Business cycle framework. Source (Tian et al., 2011)

Fig. 4 Innovation radar. Source (Solis et al., 2014, Speranza, 2018)
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more options to choose from; hence, we can say that it can be beneficial for the cus-

tomers too. The five competitive forces stated by Porter (Porter, 2008, Richter et al.,

2017, Silva et al., 2018, Kingsnorth, 2019) can be described as:

1. Threats of new entrants: Whenever a new competitor enters in a market, it brings

worthy potential to gain market shares which eventually affects the prices, which

also has the potential to disturb a well-established customer base which will affect

the revenue flow.

2. Power of suppliers: A powerful supplier can be a threat to a company or a

customer if it is hugely dependent on the supplies which can be anything like

labours, raw materials and car components. In this case, the supplier can easily

manipulate the prices of supplies according to its needs.

3. Power of buyers: This threat is just opposite of the powerful supplier’s threat as in

this if leverage lies with the buyer, then he can negotiate for more service for

relatively lesser price, which puts a company back on foot and may have to make

the deal for lesser profit.

4. Threats of substitutes: A new and better solution for an existing problem can be a

threat to the old solution as the company is providing, it may soon go out of

service if it does not improvise or innovate its solution.

5. Existing competitors: There is a constant sense of rivalry among existing

competitors as they compete for market share by advertising, by offering discounts,

by doing promotions and organising events which in turn are activities which

require a lot of funds, hence should be planned accordingly.

The effects of these five forces can be minimized on a business if that business has a

well-established business model (Frison and Kirchberger, 2000, Jain et al., 2012 Enkel

et al., 2013, Santhanam et al., 2014, Kleis Nielsen et al., 2018, Joshi et al., 2018, Del Vec-

chio et al., 2018, Faraj et al., 2018,) (Fig. 5). Lüttgens and Diener (2016) studied the

Fig. 5 Five forces of competition. Source (Baldegger et al., 2016)
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Porter’s five forces and were able to identify the trends, and they gave five steps to

counteract the business pressure from these five forces in their journal “Business Model

Patterns Used as a tool for creating (New) innovative business models, Journal of Busi-

ness Models” (Del Vecchio et al., 2018, Gimpel et al., 2018). These five steps given by

Lüttgens and Diener (2016) can be described as below:

1. First, identification of those forces should be done which pose the high risk to the

business model, then start looking for various solutions available and pick the best one.

2. Such business patterns should be chosen from the list of business model

innovation which can best handle and counteract the pressure from the identified

porter’s force.

3. Select different business patterns and make different combinations of business

models from available patterns and do brainstorming session to identify the best

combination.

4. Do more research on business model patterns if necessary, in order to find new

possibilities.

5. Analyse the model by using various business tools such as CANVAS (Oskam et al.,

2016, Romero et al., 2016, Schallmo et al., 2018) to see the pros and cons of the

new business model and implement accordingly.

Business models of digital platforms
FREE as a business model (FBM)

This business model is also known as a freemium/subscription model. This model was

proposed by Osterwalder and Pigneur (2010), and they described this model as a busi-

ness model in which one customer segment can continuously enjoy the benefit from

cost-free services. The most important concept of this model is to provide free of cost

value preposition to the customers, and this concept of providing something for free

leads to the generation huge demands as compared to something even offered at nom-

inal cost (Tsai et al., 2006, Feng et al., 2009, Dierksmeier et al., 2018).

As described by them, one of the ways of revenue generation in this business

model is possible because of companies which adopt this model earn profit by

showing advertisements to the customers using their free services; also, they pro-

vide an option to their customers to purchase the premium version of that service

which they stop getting ads as well as they get additional services which are not

available in the free version, by paying a required amount which again generates

revenue. For example, Spotify is a free music streaming service which allows their

users to stream from vast number of songs anytime, and they can even create a

playlist of their favourite songs and share them with their friends too, and it made

Spotify very popular specially among millennials, but this free streaming of songs

gets interrupted when advertisements automatically start playing while changing

the songs, but users can buy subscription for premium on daily/monthly/half-

yearly/yearly basis; by paying the required amount, they become the premium

member and enjoy the add-ons like they can download any song and listen them

offline, they do not get to see advertisements anymore and they get three times

better sound quality, so these add-ons lure more customers to buy premium and
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hence, they generate revenue (Cennamo et al., 2013, Hall et al., 2001, Lindgardt

et al., 2009, Lee et al., 2018).

Many start-ups are emerging these days with free as their business model so that they

can attract large number of customers to create great demand of their value preposition.

Also, this model helps them to take over the existing competitors present in the market-

place. Furthermore, this model can be categorised in three patterns as stated in Tables 2

and 3.

Pay-per-use business model (PBM)

As the name suggests, in this business model, the customer must pay each for each

time they use the services. In this article “Apply pay-per-use business models to your

industry”, author Uenlue (Robitzsch et al., 2014, Lüttgens et al., 2016, Plantil et al.,

2018) wrote that pay-per-use model was only limited to few industries like phones and

electricity; however, it has been observed that this business model is being adopted

widely by many industries such as transport and software (Radanliev et al., 2018, Holm

et al., 2018). One of the reason that this model is being widely used and is an efficient

model is that it can be combined with subscription model to create more revenue, for

example, there are many mobile talk-time package offers for customers to choose from

like 1000 min plus 3 GB data per month (Doz et al., 2010, Kumar et al., 2013, 2018).

Customers get benefits from this model as they only had to pay for what they use,

and there is no additional expenses where as companies get benefits from this models

if they have well estimated the expenditure-per-use and have fixed price-per-use while

keeping the track of the profit-per-use (Hwang et al., 2008, Øiestad et al., 2014, Kane

et al., 2015, Boltan et al., 2018, Meeker et al., 2018).

Table 2 Dimensions of innovation radar. Source (Vikas, 2012a, Täuscher, 2016, 2017, 2018, Ghezzi
et al., 2018, Van Dijck et al., 2018)

Dimension Description Examples

Offerings Product or services that is developed and offered. Gillette, Apple Ipod

Platform Use common components or building blocks. General Motors, Disney

Solutions Create integrated and customized offerings to solve
customer issues.

UPS logistics

Customers Find unmet customers’ needs and new customer segments. Green Mountain Energy

Customer
experience

Make the customer interaction entirely new at all touch
points.

Washington Mutual Occasio retail
banking concept

Value
capture

Reinnovate the way company earns revenues. Google paid search

Processes Redesign the core operations taking place in the company
to make it more efficient.

General Electric Design for Six
Sigma

Organisation Organise the firm in a new form and function. Cisco partner-centric networked
virtual organization

Supply
chain

Numerous methods are available for delivering the
products/services, a unique one should be thought of.

General Motors Celta use of
integrated supply and online sales

Presence Create new and different ways in which offerings and
promotions can be used by cutomers.

Starbucks music CD sales in coffee
stores

Networking Use new networking methodologies to intergrate offerings. Otis Remote Elevator Monitoring
service

Brand Use a brand as a leverage into new domains. Yahoo! as a lifestyle brand.
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Challenges faced in this model are (Boudreau et al., 2010, 2015):

1. Unpredictable use and revenue: It is difficult to predict the need of the customers

as they use the service only when they feel like, which in turn makes it difficult to

calculate the revenue.

2. Frequent users may give negative response: This model will not be suitable for

frequent user of the service/product offered if their repetitive billing amount is

more than the one-time cost of the whole service/product.

3. Ability to meet the demands: It is important that a company should provide its

products/services to its customers whenever the demand is made without failing.

This business model can be a very good opportunity for new start-ups and small

companies to attract new customer segments and capture the marketplace from lower

end (Bossert et al., 2016).

Google Business Model (GBM)

Google uses a promotion business model, where enterprises take part of an ad network

called AdWords. In short, they can bid and attempt on keywords (such as “insurance”

and “pen drive”) to sell their products and services (Jarvis, 2011).

Google generated about $25 billion in revenue in year 2019 using his business model.

The vast majority of that revenue, well over 95%, originate from advertising via its search

engine and its AdSense program, which places ads on billions of websites (Vise, 2007,

Google Business, 2020, Mishra and Tripathi, 2020a).

The contemporary pre-dominant business model for commercial search engines is

advertising (Alpdemir, 2003). This can also be eminent that Google has become tanta-

mount with web search (Watanabe et al., 2018).

The other side of Google’s tremendously efficacious business plan is innovation (Fer-

reira et al., 2013). This is established in the products, consumers and services that Goo-

gle integrates into its brand. Let us survey the technology behind the product and trade

(Orton et al., 1990, Parker et al., 2018).

Google technology (GT)

Google’s search technology is dependent upon computer algorithms to regulate search

sitting.

Table 3 Patterns of free business model (Brynjolfsson, 2010, Hofmann et al., 2010, Chaffey et al.,
2015, Agostinho, 2016, Laudon et al., 2016, Lamberton et al., 2016)

Pattern Description Payment type

Advertisement-
based

This is basically a multi-sided platform-based pattern; in this, the firm
earn revenue by showing ads and by the payment done by users to
stop getting ads which totally depends on the user.

Can be one time or
repetitive or both.

Freemium This is basically a pattern in which a firm offers a basic free service
to its users with an option to purchase premium services.

Can be one time or
repetitive or both.

Bait and hook This is a pattern in which a value preposition is provided for free or
at a nominal cost for a certain period and when that initial period
gets over, customers tend to make further purchases to continue
the service.

It is mostly repetitive in
nature.
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The technology that Google uses to underpin its data centres are of extreme signifi-

cance in certifying Google has the scale, speed and efficiency to serve its promptly bud-

ding number of users (Weber, 2008). Google also uses two advertising amenities to

gain substantial income: AdWords (places applicable ads together with Google’s search

results) and AdSense. Google’s context-driven flyers are on third-party websites

(Weber, 2008, Metallo et al., 2018).

Google AdSense

Google believes relevant advertising can be as useful as search results or other forms of

content (Google Business, 2020, Mishra and Tripathi, 2020a, Metallo et al., 2018). To

this end, Google has developed the AdSense program to enhance the user’s experience

to a website. While utilising the technologies behind Google Search, AdSense uses key-

words to precisely target results so advertising content is delivered based on page con-

tent. Google believes advertisers, publishers and information seekers all profit as a

result (Google Business, 2020, Metallo et al., 2018).

Google AdWords

In amalgamation with AdSense, Google developed the “AdWords [program] for adver-

tisers who need to influence a competent viewers as professionally as prospective”

(Google Business, 2020, Mishra and Tripathi, 2020a).

The PageRank and Hypertext-Matching Analysis seems to function to yield the best

potential competitions for a user’s search request. AdWords and AdSense supply

content-appropriate advertising centred on the publisher’s content. This effectively pro-

duces an association between content producers and advertising producers, spawning

sense of grid economy, value and outcome (Watanabe et al., 2018).

Customers have needs and nice-to-haves and traditional business models fulfil these

for their customers. Google offers its customer’s needs, wants and nice-to-haves for

free. In return, whether knowingly or not, users create data whilst using Google amen-

ities and yields which produces statistics and information that is recorded in the Google

Search Engine; advertisement is then made-to-order based on the content delivered

(Afuah, 2014).

The most important for its business model is the billions and billions of websites that

make available Google with information and statistics for free. They permit or offer

Google to go through the information and statistics on their website and index it. De-

prived of this uncooked data, Google does not have a business (Baden-Fuller et al.,

2010, Bucherer et al., 2012).

Google’s complete business model rotates about one unpretentious concept—relevancy.

The more relevant and appropriate its products are, the more persons use them. More

users and consumers invite more advertisers (over 82% of Google’s 2019 revenue was re-

sultant through advertising). And the more money it makes, the more relevant it gets, and

the circle goes round and overweight again. The Google’s preoccupation with relevancy

fuels a so-called “flywheel effect” (Google Business, 2020, Mishra and Tripathi, 2020a).

The flywheel effect states to an honest cycle of improved relevancy. The value-added

functionality and usability of all Google merchandises service the tech colossal cultivate
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robust and smoother over time fascination with relevancy fuels what we call “the

flywheel effect”.

Let us discuss a quicker look at about key examples of relevancy in the interior

Google’s business model.

Google AdWords and quest advertising

Google is really a meritocracy and practices “Quality Score” to exuberant the direction

of connected and network connected advertisements based on relevancy. Ads that have

an advanced CTR (i.e., they are more clickable) are supposed to be more relevant to a

consumer’s search request and consequently remunerated with a higher ad rank at no

extra price tag.

YouTube, as the global ecosphere’s largest video distribution platform, practices rele-

vancy algorithms and quest to create tailor-made consumer involvements. While You-

Tube is free for community use, YouTube premium is a subscription-based facility with

over 30 million participants. In 2019, premium memberships accounted for over $20

billion of Google’s revenue.

Google Map (combined with Google’s attainment of Waze) resources the tech colossal

can accumulate data from billions of strategies to design the most efficient directions,

paths and routs. Google acquires from past excursions and outings to recommend the

most significant and appropriate end point for specific customers and users (Figs. 6 and 7).

Fig. 6 Google business model (Google Business, 2020)

Fig. 7 Inside Google’s business model
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A hidden revenue business model is a conformation for income and revenue group

that preserves consumers out of the balance so they do not pay for the amenity or

manufactured goods presented. For example, Google‘s consumers do not reward for

the search engine. As an alternative, the revenue streams come from advertising cur-

rency disbursed by commerce request on keywords (Gatautis, 2017).

Conclusion
In past two decades, various business frameworks have been developed, and many busi-

ness models have been innovated. This state-of-the-art analysis has explained many im-

portant attributes in Tables 1, 2 and 3 that are needed to define business model

effectively. Innovation of new technologies has changed the way of doing business over

the years, which has made the study on business models in digital marketplaces an im-

portant area of research as to do sustainable business in today’s digital marketplace.

New business model innovations are required with proper risk management; hence,

new frameworks are also needed for development of analysis of these models. We sug-

gest that the challenge of management two different and contradictory business models

concurrently can be outlined as an ambidexterity challenge. This implies that ideas and

conjectural thoughts from the ambidexterity writings can be used to discover issues ap-

plicable to the business model writings. We put on this idea to reconnoitre explicit

areas where the ambidexterity works could guide research on the contest of managing

business models simultaneously and classify more than a few insights that can guide

upcoming research on business model innovation.

A business may do well without any structure or model in the marketplace for a

while if the conditions are in its favour but as soon as it starts facing any competition

or any of those Porter’s five forces, then it may soon collapse if it does not have a

proper plan to counteract these competitive forces or it does not have a business model

which if the business has, then it can not only counteract against these forces but also

can run sustainably and efficiently for longer period of time.

In this way, digital marketplace keeps innovating, and the experimentation of new

business models can be observed; earlier, only industries like electricity and phone used

this model but now many companies like Amazon web services and pay-per-view tele-

vision industries are also using these models. Further, a very unique model which has

been reviewed is FREE as a business model which is a very popular business model in

the digital marketplace as many start-ups as well as many tech giants try to attract cus-

tomers with initial service which then may make these customers want for more for

which they have to pay. This remarkable change in way doing business led to

innovation of new business ideas and better models which can attain more efficiency

and sustainability. Google’s hyper-focus on relevancy will carry on to fuel the flywheel

outcome and reinforce the company’s label as one of the utmost cherished and effica-

cious companies on the globe due to his innovative business model.
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