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ABSTRACT

A Case Study for the Business Model methodology

establishment : Focused on Platform Service Company

Yeo, Cheol—kee

Major in Management Consulting

Dept. of Knowledge Service & Consulting
Graduate School of Knowledge Service
Consulting

Hansung University

Recently, cause of long sustained recession and high unemployment, many
people are trying to be entrepreneur. For that, the importance of the business
model is increasing, but so many starting entrepreneur are confused about making

own business model.

Several business model establishing methodology has been developed. Among those,
Osterwalders business canvas tool is mostly used for entrepreneur.

The Study focused on applying ‘Business Model Canvas’ in real cases. To show
case more clear, ‘CVCA(Customer Value Chain Analysis) visualizing tool has been

additionally used.
In case analysis, house sharing company ‘Airbnb’, and car sharing company ‘So

Car’ were used. These platform business company is little different with other

companies that generally known. The main concept about platform business is that,
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platform business company positions between two markets and it generates markets

to exchange product or service and create value in both markets.

The results imply that ‘Business Model Canvas’ and CVCA was appropriate for
showing cases in clear. Each 9 Blocks showed exact factor of how and why these
two companies success in market. The limitation of this study was only two
companies were in cases and it was hard to generalize the result. In future

research, scope of study need to be extended.

Keywords: Business Model, Business Plan, Management Strategy, Revenue

Model, the establishment of a business management
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