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 Platform can be defined as a new business model that uses digital technologies to link organizations, people and resources in a collaborative environment. It redefines value prepositions for consumers, redesigning their market demand, thus enabling the creation and exchange of values. Platform business models refer to the governance, content and structure of activities between the local firms and their operation associates. It focuses on the activities involved between the times that raw materials are procured and the final product that satisfies the consumer's needs (Täuscher and Laudien, 2018).
 Platform started as a digital business that made it possible for companies and organizations to offer their services and products. Later it developed and now acts as a value formation orchestrator facilitating collaboration between diverse market players. Four main types of users mainly characterize the Platform. These are; the owners who are in charge of developing and ensuring its proper function and critical partners who include organizations involved in its activities. Further, the peer producers who contribute to platform activities and offer improved value ensure additional revenue and peer, consumers benefit and get value from the use of the Platform. Platform providers define platform components rules that users follow and deal with demand, supply, and external sides. To create value, the Platform often develops new features. It adds, forms partnerships with other organizations, analyze and manage data to ensure service development and offer product accretion and offerings, among other activities. These activities attract customers and enable Platform to compete favourably in the market. The operation cost of platforms often varies since each platform functions differently. Platform distribution channels are usually cheaper than other organizations (Mishra and Tripathi, 2020).
A few types of platform business models include Uber, Google, YouTube, Alibaba, Airbnb, and eBay among others. Platforms Business Models often vary from Traditional Linear Businesses in various ways. Among them include; while Linear Businesses develop, manufacture and sell products and services, Platforms connect different sides of the market. Also, Platforms usually creates value by facilitating transaction whereas linear businesses create value using their product features that deliver consumer needs. Besides, Platforms often don't take ownership of products while linear businesses control the activities along their value chain. However, one similarity between traditional linear business and platform business model is that they are usually inclined towards their consumer satisfaction with their products.
Chinese Online Group Buying (OGB) is an example of a Platform pioneered by Groupon in 2009 in the US. The Platform brings together local traders and online consumers by offering products or services with high discounts whenever a consumer buys the same product or services within a limited time (Liu and Ji, 2018). This business approach enabled it to attract and maintain customers while competing favourably in the market. The business worked with many groups of transaction partners and deals with many challenges faced by platform providers. It has acted as a role model for many platform businesses; all companies that later entered the market chose to copy its model.
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