THE
BUSINESS
OF

PLATFORMS

Stra tégy

in the Age of
Digital Competition,

Innovation, and Power

Michael A. Cusumano
Annabelle Gawer

David B. Yoffie

SSSSSSSS

An Imprint of HarperCollinsPublishers



CONTENTS

PREFACE AND ACKNOWLEDGMENTS

CHAPTER 1: PLATFORM THINKING:
Introduction

CHAPTER 2: WINNER TAKE ALL OR MOST:
More Than Network Effects

CHAPTER 3: STRATEGY AND BUSINESS MODELS:
Innovation, Transaction, or Hybrid

CHAPTER 4: COMMON MISTAKES:
Mispricing, Mistrust, Mistiming—and Hubris

CHAPTER 5: OLD DOGS AND NEW TRICKS:
Build, Buy, or Belong to a Platform

CHAPTER 6: DOUBLE-EDGED SWORDS:
Harness Platform Power, but Don’t Abuse It

CHAPTER 7: LOOKING FORWARD:
Platforms and the Future

DATA APPENDIX

APPENDIX TABLE 1-1: PLATFORM COMPANIES IN
THE DATA ANALYSIS, 1995-2015

APPENDIX TABLE 4-1: FAILED PLATFORMS: OVERALL DURATION
APPENDIX TABLE 4~2: DURATION BY FAILED PLATFORM TYPE

NOTES
INDEX

Vi

29

63

105

139

173

21

239

240
242
243

245
283



	Inhaltsverzeichnis
	[Seite 1]
	[Seite 2]


