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Abstract 

The purpose of this work is to look into digital business modeling and to give a practical 

example of launching a service in the online marketplace sector. To that end, a business 

model framework named VISOR was taken under investigation to test whether it is suitable to 

build a particular e-business case upon. The VISOR framework incorporates common aspects 

of business modeling, but also the digital perspective, such as interface and IT architecture. 

In general, the authors deemed VISOR an applicable model, although found it slightly 

shallow and lacking explanations regarding its descriptors. In order to mitigate this issue, the 

authors elaborated on the different parts of the framework taking advantage of their study 

program material as well as other contemporary theoretical background. Hence, improving 

the model could also be seen as one the main outcomes of this work. While working stepwise 

through their business idea by means of the VISOR framework, the authors further identified 

the need for adding a marketing part to the work as they found it detrimental to understand 

the target segment and how to reach it. Finally, specific online marketplace challenges that 

apply to the case company were outlined as every industry has its own characteristics that 

general business model canvases don’t address. The case example itself is an e-business 

targeted towards students and interns that face the common difficulties of moving to new and 

unfamiliar locations and finding everything they need to settle there, such as housing, 

furniture, bicycles, information about activities, and so forth. Consequently, the authors took 

advantage of current digital possibilities and the modularized business environment that 

allows mashing up existing solutions into new offerings. Coming from the fact that the service 

itself has not reached commercialization yet, the authors acknowledge that much of this case 

example’s real outcome remains hypothetical until the project is launched. Nevertheless, the 

authors believe that it could hold valuable insights in setting up new online ventures for 

future entrepreneurs. Most importantly, the motivation for this work came from a 

constructivist standpoint of learning by doing and this thesis provided a valuable experience 

to end the studies with a hands-on project of creating a digital startup, which in that sense 

proved useful and relevant. 
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INTRODUCTION 

1.1 Background 

In recent years, entrepreneurship has evolved rapidly in the digital sphere and many industries 

are affected by the possibilities that it offers. The latest advancements in the ICTs, such as 

Internet and mobile technologies, have allowed companies to bundle together already existing 

solutions setting them free from building resourceful capabilities themselves. Consequently, a 

new breed of startups has emerged that are able to enter the market faster and be agile in 

changing their offerings or business parts. Moreover, this has led to extensive 

interdependencies, meaning that value is now created in networks and firms have to consider 

their actions as being part of an ecosystem. This is an important implication to decision-

making, as managers have to benefit to the overall health of the ecosystem as well as trying to 

capture value from a bigger playing field. Interestingly, these ecosystems are not set in stone 

but rather open to constant convergence and divergence of industries adding another layer of 

complexity.  

In addition to the operational business modeling, the strategic aspects of how to reach the 

customer are changing as well. Digital devices have become pervasive among the customers 

and have triggered a shift in business practices from data management to communications. 

Digital means have allowed companies to use novel tools and channels in order to provide 

more targeted and fine-tuned value propositions to their customers. Consequently, a holistic 

understanding of setting up and managing a company is changing since modern entrepreneurs 

need to understand the aforementioned dynamics and be open to adjust their activities 

according to the environment they are operating in. However, many conventional business 

study programs and business models don’t address the ecosystem standpoint and the digital 

aspects of a company, such as the choice of IT structures, mobile apps, application 

programming interfaces etc. that have become crucial in designing the present’s new ventures. 

Coming from the aforementioned, launching an e-business based on frameworks is still 

relatively unmarked territory. Considering the constant flux that the rapid technological 

advancements are undergoing, it would be optimistic to say that the literature on this topic is 

closing towards unified and proven methods. Nevertheless, the authors of this work feel the 

urge to investigate this topic through a practical example of addressing these issues and 

shaping a potential e-business. The chosen venture is a one-stop-solution targeting young 
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academics such as students and interns that experience common problems of finding all the 

necessities connected to study-related relocation processes. The venture in creation offers a 

city-specific platform with various categories to solve these issues. The goal is to create an 

online marketplace where value items reaching from books and bicycles to apartments and 

even jobs can be traded. Affiliate marketing through eBay and Amazon is used as additional 

tool to expand the abundance of choice while driving up revenues and overcoming the 

chicken-and-egg problem that is a common concern for marketplaces. Although there are 

many existing e-businesses that target one or two of these categories, marketing research and 

personal experience showed a clear need for this service and positive feedback for the idea. 

In the following chapters, the reader will get to know the digital business model framework 

called VISOR, accompanied with current marketing practices and industry challenges. The 

authors hope that it will provide some useful insights for future entrepreneurs on the many 

aspects that must be taken into consideration when creating a fruitful e-business. 

 

1.2 Research question 

The purpose of this work is to deliver a solution that facilitates relocation processes and other 

common daily needs of young academics. In this context, the appropriateness of the VISOR 

business model framework for launching an exemplary firm in the online marketplace sector 

will be analyzed and complemented where necessary. Afterwards, current industry challenges 

that specifically apply to the business proposal offered within the course of this work will be 

identified and solutions how to overcome them will be proposed. To that end, the authors 

established the following main research question and three thereof evolving sub-research 

questions: 

• Main RQ: How can today’s digital shift be leveraged to deliver an online marketplace 

for young academics’ relocation processes and resulting follow-up needs? 

o RQ1: Is the VISOR framework a suitable guideline for rolling out this e-

business or is there room for improvements? 

o RQ2: How can changing marketing practices be leveraged to reach this young 

academic target segment? 

o RQ3: What challenges and caveats can be identified when setting up the 

proposed “study-scope” solution and how can they potentially be overcome? 



	 	 6	

Consequently, the work is divided into two main sections, where the first section constitutes 

the theoretical background and the second section addresses the analysis part where theory is 

put into practice. The theory is based on the Management of Innovation and Business 

Development program at the Copenhagen Business School as well as other literature on 

business-modeling, online marketplaces and changing marketing practices. One of the main 

subjects of interest is outlining the VISOR framework that addresses the different parts of a 

digital business model. The practical part is a case study of applying these theories to build a 

business venture and assess how they work out on the case company. More specifically, the 

methodology will be outlined in the following section. 

 

1.3 Methodology 

„Study what interests you and is of value to you, study in the different ways in which you 

deem appropriate, and use the results in ways that can bring about positive consequences 

within your value system“ (Tashakkori & Teddlie 1998, p.30). 

The following section introduces the authors’ choice of methods and strategies to collect, 

analyze and present the information in order to answer the research question. The chosen 

research framework from Saunders et al. (2009), commonly known as the “Research Onion” 

helps to give an overview of different options and explain the chosen path. The methodology 

subsections represent the layers of the framework that are numbered for easier understanding:  

 

Figure 1: The “Research Onion”. (Source: Saunders et al. 2009, p.138) 
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1.4 Philosophy of Science 

The research philosophy depicts the way the authors see the world around them and how they 

explain it. The authors of this work relate the most to pragmatism (ring 1) as the chosen line 

of philosophy. Pragmatism can be described by the quote that is brought out in the beginning 

of the previous section – it gives free hands as long as the research question stays in the 

forefront. It does not pose many formalities or distinct rules on ontology, epistemology, or 

axiology that is further explained in the following table: 
 

Pragmatist research philosophy in management research 

Ontology: the researcher’s 

view of the nature of reality or 

being 

External, multiple view chosen to best enable the answering 

of the research question 

Epistemology: the 

researcher’s view regarding 

what constitutes acceptable 

knowledge 

Either or both observable phenomena and subjective 

meanings can provide acceptable knowledge dependent upon 

the research question. Focus on practical applied research, 

integrating different perspectives to help interpret the data 

Axiology: the researcher’s 

view of the role of values in 

research 

Values play a large role in interpreting results, the researcher 

adopting both objective and subjective points of view 

Data collection techniques 

most often used 

Mixed or multiple method designs, quantitative and 

qualitative 

Table 1: Pragmatist management research philosophy. (Source: Saunders et al 2009, p.119) 

 

Continuing with the next layer (2), there are two main research approaches, deductive and 

inductive. Deduction starts with an expected pattern or theory-line that is tested against 

observations, whereas induction starts with observations and tries to find a theory or pattern 

(Babbie, 2010, p.52). As the authors build a startup based on existing theoretical background, 

then the chosen approach draws on the deduction. Consequently, the first section of this work 
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is theoretical, the second is the practical part based on the theory, and finally followed by a 

conclusion. 

 

1.5 Research Design 

Research design is a general plan to answer the research questions and it incorporates the next 

three layers: strategies (3), choices (4), and time horizons (5). Again, it is important to outline 

that a strategy’s label is not a detrimental factor, but whether it will give answers to particular 

research question(s) and meet the objectives (Saunders et al., p.141). Hence, the researchers 

need to evaluate what would best suit their case. 

The authors decided to opt for an exploratory research as creating a startup is prone to 

frequent changes and corrections. One of the strategies to that end is a case study, which is 

common for an exploratory study. A single holistic case analysis was seen as a suitable choice 

by the authors for several reasons. Firstly, creating even one startup from scratch takes a 

considerable amount of time and effort. Secondly, analyzing business models needs attention 

from all angles and considering the limited space for this thesis, one case seemed as the 

optimal choice. Thirdly, the authors see the thesis as a constructivist learning to end their 

studies – they can see a high practical outcome for what a case study suits subjectively better 

than other research strategies. 

The fourth layer addresses the choice of data collecting methods. Although commonly 

divided by quantitative (numeric) and qualitative (non-numeric) methods, then it can also be 

seen as a mono method or a multiple method. Multiple method refers to using more than one 

technique and data set and are recommended for variety – they can be used for different 

purposes in the study as well are a source for unanticipated outcomes (Ibid. p.153-154). 

Furthermore, case studies usually involve various data collection techniques to get a rich 

understanding of the case and context (Ibid. p.146). 

Finally, time horizons (5) divide into cross-sectional and longitudinal. Cross-sectional studies 

take place at a particular time whereas longitudinal are designed to measure the change and 

development over a longer time frame (Ibid. p.155). In this work, a cross-sectional approach 

is carried out during a half a year, which is according to the authors still a very short time to 

be taken as a longitudinal study. 
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1.6 Data Collection 

The last layer (6) involves data collection and data analysis in more detail. As mentioned 

before, it is commonly beneficial for case studies to choose multiple methods, as well as 

include both primary and secondary data. Consequently, the authors use both quantitative and 

qualitative information to explore the potential and different aspects of their business idea. 

Primary data was collected (a) using interviews and focus groups for qualitative, and (b) a 

questionnaire for quantitative data. This data collection was in general targeted towards 

German young people as the primary target segment. Secondary data is gathered from various 

sources of academic literature and researches that deemed relevant to the authors and their 

study program. 

Interviews 

Interviews on Copenhagen Business School’s campus were the first step to identify the 

potential need for a new service. 24 out of 30 people reasoned that they would be interested in 

using a more unified solution to find the necessities for students and the like. These semi-

structured dialogues gave the authors a reason to pursue the idea further and get more specific 

information about the expectations. 

Focus groups 

Two focus groups were carried out among young German academics. The authors searched 

for target market confirmation and group synergies that interviews don’t allow. Both focus 

groups were formed of five people from different backgrounds and gender. The common 

factors were the student status and previous experience regarding living in different places. 

Questionnaires 

The authors carried out an online questionnaire with 200 respondents. Its purpose was to 

quantify the information from interviews and focus groups, and to provide new insights. 

Firstly, the questionnaire included questions that identified potential customers’ experience 

and habits in moving to a new place and finding the necessities, such as jobs, furniture, 

accommodation, etc. The second section focused on the case company and its expectations, 

whereas the third part of the questionnaire provided insights about the target population’s 

demographics. Additionally, open-ended questions were added to find novel ideas and 

recommendations. The questionnaire and its results can be seen in the appendix.		



	 	 10	

PART ONE: THEORETICAL FRAMEWORK 
	
This chapter introduces the different concepts of business model theory, market analysis 

measures and marketing concepts in terms of their current state, background, and 

characteristics. The purpose is to provide a context to the theoretical framework merging 

literature and theories on the abovementioned concepts, which will be presented in the 

following chapter. Literature revised in this work has been chosen according to the authors’ 

study program, their mentors’ recommendations, historical timeline, relevance and authors’ 

renommee. 

 

2. The Nature Of Innovation 

“Technologies and services rapidly become obsolete in the digital sphere. Therefore, constant 

innovation is not just advantage, it is a necessity to even play the game”(El Sawy and Pereira 

2013, p.2). 

The purpose of this chapter is to outline the importance of innovation and to demonstrate why 

it is necessary to keep up with changing environments and the competitive landscape. To that 

end, the authors bring forward the inception of defining innovation, followed by more precise 

classifications to familiarize the reader with possibilities how to innovate. Before bringing 

forward a clear understanding of what the term “innovation” really means, it would be 

appropriate to introduce the famous quote of Joseph Schumpeter about creative destruction, 

the driver and outcome of innovation: 
 

“The fundamental impulse that sets and keeps the capitalist engine in motion comes from the 

new consumers’ goods, the new methods of production or transportation, the new markets, 

the new forms of industrial organization that [...] illustrate the same process of industrial 

mutation [...] that incessantly revolutionizes the economic structure from within, incessantly 

destroying the old one, incessantly creating a new one. This process of Creative Destruction 

is the essential fact about capitalism.” 

Joseph Schumpeter 1942 
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But what exactly does innovation mean? Plenty definitions of innovation were stated by 

different authors over the years, but due to its interchangeably intended message, the 

increasing use of the term in today’s business jargon seems to be losing ground. Hence, the 

first aim would be to create a common ground for what innovation really is and what the 

authors of this work mean when using the expression. Generally, the literature on innovation 

can be clustered into definitions and typologies. Therefore, the authors will start by 

elaborating and clarifying definitions of the term “innovation” and afterwards shift the 

expository focus to the different typologies of the expression. When talking about the 

different typologies of innovation, we will focus on the two dimensions that are most 

commonly used and proposed in the hypercube of innovation by Afuah & Bahram (1995, 

p.53). These two dimensions will include radical vs. incremental innovation and architectural 

vs. component innovation. “Radical” and “incremental” hereby refer to the degree or 

magnitude of the innovation itself while “architectural” and “component” refer to the 

application range and setting of a certain innovation. Degree and application range thereby by 

no means are exclusive, nor are they exhaustive and could possibly even occur in 

combination. 

When referring to innovation, the author Trott (2012, p.15) simply has set up the equation 

“Innovation = theoretical conception + technical invention + commercial exploitation”. The 

Business Council of Australia (2006, p.6) holds a similar view by stating that innovation 

“involves the commercial application of old or new knowledge to create value and wealth. 

Innovation involves using knowledge to find new ways to create and bring about change for 

the better”. Baregheh, Rowley and Sambrook (2009, p.1334) are a little more specific and 

define innovation as “the multi-stage process whereby organizations transform ideas into 

new/improved products, service or processes, in order to advance, compete and differentiate 

themselves successfully in their marketplace.” 

The authors Crossan & Apaydin (2010, p.1155) similarly state that innovation is the 

“production or adoption, assimilation, and exploitation of a value-added novelty in economic 

and social spheres; renewal and enlargement of products, services, and markets; development 

of new methods of production; and establishment of new management systems. It is both a 

process and an outcome.” The economist Joseph Schumpeter, who has drawn attention to the 

importance of innovation long time ago, defined five types of innovation already in the 1910s. 

These were, (i) introduction of a new product or a qualitative change in an existing product, 
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(ii) process innovation new to an industry, (iii) opening of a new market, (iv) development of 

new sources of supply for raw materials or other inputs and (v) changes in the industrial 

organization  (OECD, 1997, p.28). He further distinguishes between different surroundings 

and circumstances under which innovation can occur. Based on these findings, it could be 

observed that innovation can appear in various forms, but has one clear direction on which all 

of the aforementioned authors agree. Therefore the authors of this work themselves consider 

the term “innovation” as the materialized positive change in products, services, processes, 

organizations, and/ or markets that allows the commercial exploitation of value-adding 

novelties.   

After having clarified that innovation can also appear in processes, business models, or entire 

organizations and is in no way limited to products and services only (Schumpeter, 1911; 

Crossan & Apaydin, 2010, p.1155; Baregheh et al., 2009, p.1334), it will now be continued 

with further innovation typologies the authors feel to be essential. As mentioned in the 

beginning of this section, one of the primary dimensions among which innovation can be 

measured is the difference in magnitude a certain innovation carries, meaning the degree of 

the innovation, varying from incremental to radical. The used typologies will be explained in 

the following part. 

 

Radical Innovation 

The radicalness as part of this expression persists of the combination of newness and degree 

of differentness in comparison to previous products, services, organizations, processes, and/or 

markets. The most radical innovations would show disruptive breakthrough potential while 

being new to the world and exceptionally different from the existing solutions (Schilling, 

2013, p. 50). 

Radical innovations typically differ in their technological or application knowledge 

requirements that are necessary for its exploitation, rendering existing knowledge obsolete 

and are therefore said to be competence-destroying. From the economic competitiveness point 

of view, an innovation as function of its replacing extent and capability is then seen as radical, 

if it results in a product that is so superior that existing solutions are rendered noncompetitive 

(Afuah, 2003, p.15). 
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Thereby it needs to be said that the radicalness of any innovation is relative, depending on the 

observer and may change over time as the underlying knowledge base becomes more 

common (Schilling, 2013, p. 51). 

Incremental Innovation 

An innovation that is referred to as “incremental” might not be particularly new or 

exceptional, but still yield value-adding novelties. Incremental innovation is the most 

common form of innovation and bares relatively minor changes or adjustments from existing 

solutions that are then materialized in positive change (Schilling, 2013, p. 51). Hence, the 

extent of newness and differentiation to prior solutions is less concise compared to more 

radical degrees of innovation. 

When speaking of incremental innovation, the knowledge required to offer a new solution 

builds on existing knowledge while eventually still allowing prior solutions to stay 

competitive and is therefore known as competence-enhancing (Afuah, 2003, p.15). Clayton 

Christensen’s “The Innovator’s Dilemma” draws attention to the danger of falling into the 

trap of creating incremental improvements only. Incrementally refining existing solutions for 

existing customers while neglecting more disruptive solutions that eventually would yield 

more sustainable sources of growth is there referred to as sustaining innovation. 

After having outlined the difference between radical and incremental innovation, below the 

difference of the next innovation dimension, being architectural vs. component (or modular) 

innovation (Afuah & Bahram, 1995, p.53) will be addressed. 

 

Architectural Innovation 

An architectural innovation refers to any innovation that changes the overall design of a 

system or the way its individual components interact with each other (Schilling, 2013, p. 52). 

Henderson & Clark (1990, p.10) define architectural innovation as innovations that change 

the way in which the solution-creating components are linked together while leaving the core 

design concepts untouched. If a firm initiates or adopts an architectural innovation, this 

process typically requires architectural knowledge about the way the individual components 

are linked with each other to reconfigure the whole system. When making use of architectural 

innovation, the applying firm must understand how the component attributes interact and 
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consequently how changes in certain system features might call for the need to change other 

design features of the system as well (Schilling, 2013, p.53). 

 

Component Innovation 

An innovation that is put to use in one or more components of a system while not 

significantly affecting the overall system configuration is called component or modular 

innovation (Schilling, 2013, p.52). In other words, it can be spoken of component innovation 

if core concepts of the existent solution were overturned while the linkages between the 

individual concepts remain unchanged (Afuah & Bahram, 1995, p.52). This means that as 

with incremental innovation, component (or modular) innovation doesn’t require a complete 

new architectural overall design even though different components may have significantly 

been changed. 

Finalizing the different innovation typologies, it needs to be said that although the above-

described scenarios are an enlightening key way of differentiation, these dimensions are not 

independent, nor do they offer a straightforward system that allows narrow and definite 

categorizations of innovation. Each of the above-described dimensions shares relationships 

and interdependencies with others (Schilling, 2013, p.53). Most importantly, the authors want 

to emphasize the importance of creating something novel and being aware of the different 

possibilities to do so, hence the overview of different types of innovation. 
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3. Digital Business Models & Business Ecosystems 

When a quite broad topic such as business models is considered, the authors’ initial priority 

resided in giving a precise connotation to the concept. Although the expression “business 

model” has been part of the business jargon for quite a few years, similarly to the innovation 

term, a universally accepted and standardized definition has not yet emerged. This should not 

come as a surprise since business models do tend to be quite overreaching and diverse. This 

work will focus on business modeling in particular and strategy aspects will rather be 

neglected. 

The above-mentioned lack of consensus in regard to a universally accepted definition has 

certainly not stopped authors from trying to give their own interpretation of the concept. Here 

some of the most notable descriptions present in the literature will be outlined. As a starting 

point, a generally accepted view on the matter shall be considered, saying that in the majority 

of cases the value of an idea or technology is highly dependent on the underlying business 

model. There is usually no inherent value in the technology per se. Instead, the value is 

determined by the business model that is used to bring the technology to market 

(Vanhaverbeke & Chesbrough, 2014, p.52). Other authors such as Morris et al. tend to take a 

slightly different approach when defining business models. For them, the term business model 

refers to “…a company’s interrelated set of decision variables in the areas of venture strategy, 

architecture, and economics that are addressed to create sustainable competitive advantage in 

defined markets” (Morris et al., 2003, p.727). The given definition approaches the matter 

from a competitive advantage perspective, a trait that not all authors share since for example 

in the logic of Casadesus-Masanael & Ricart (2010, p.195) a business model describes “the 

way a firm operates and creates value for its stakeholders, or simply said - the logic of a 

firm”. 

Amit and Zott (2001, p.500) claim that no single entrepreneurship or strategic management 

theory can fully disclose the value creation potential of the nowadays highly interconnected 

organizations. They therefore conceive a business model as the concept that allows value 

creation by designing transactions between a focal firm and its external stakeholders such as 

partners, vendors, and customers. 

While the above-illustrated perspectives on business model concepts provide a general 

understanding of the term “business model”, the authors of this work feel that the impact of 
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today’s digitization on the business world is not being paid the necessary attention among 

these authors. As the digital era is not only proceeding in human everyday life but also in the 

field of business models, firm capabilities themselves show increasing modularity, easier 

connectivity, and are more convenient to share. While formal alliances and joint ventures 

were necessary to make two firm’s technologies compatible with one another in prior 

decades, application programming interfaces (API’s) and broadband fiber optics nowadays 

enable low budget and low effort combinations of digital services (Schlagwein & Schoder 

2011, p.9). Digital business ecosystems allow a profound synthesis across boundaries, 

yielding innovative offerings and new solutions for value capturing opportunities. Therefore 

the e-business world will bring forward new kinds of business models while also being likely 

to reinvent already proven models. 

Al-Debei et al. (2008, p.8) have put more emphasis on incorporating the above-described 

digital impact in their perception of a business model. They define a proper business model as 

“an abstract representation of an organization, be it conceptual, textual, and/or graphical, of 

all core interrelated architectural, co-operational, and financial arrangements designed and 

developed by an organization presently and in the future, as well as all core products and/or 

services the organization offers, or will offer, based on these arrangements that are needed to 

achieve its strategic goals and objectives.” 

Afuah and Tucci (2001, p.4) suggest that a business model “can be conceptualized as a 

system that is made up of components, linkages between the components, and dynamics.” 

They define the components as customer value, customer segments, scope of products and 

services, pricing, revenue sources, connected activities, implementation, capabilities, and 

sustainability. 

Michael Rappa (2004) is also approaching business models from potentially digital 

perspective while anticipating a more narrow focus on revenue models in particular. Rappa 

has divided business models into nine different categories amongst which combinations and a 

variety of implementation possibilities are conceivable. It needs to be mentioned though, that 

the forthcoming described taxonomy of business models is not meant to be exhaustive or 

definite. The authors of this work chose to incorporate Rappa’s suggested possibilities for 

revenue generation in the digital space as only a component of a business model rather than a 

complete business model approach. 
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The nine basic possibilities for revenue generation in digital business models Michael Rappa 

(2004) proposes are the following: 

 

Brokerage Model 

Brokers are market makers that connect buyers and sellers. They facilitate the evolving 

transactions and play a frequent role in B2B, B2C, and C2C markets. Commonly a broker 

charges a fee or commission for each processed transaction. The distribution of these fees 

among buyers and sellers can vary but should be carefully taken into consideration. 

 

Advertising Model 

The web advertising model is an extension of the traditional media broadcast model where the 

broadcasting website provides content and services combined with advertising messages in 

the form of banner ads. The broadcaster may be creating this content himself or operate as a 

distributor of content that is created elsewhere. 

 

Information Intermediary Model 

Collected data about consumers and their consumption habits is valuable since this 

information can be analyzed and used for targeted marketing campaigns. At the same time, 

collected data about producers and their products is useful to consumers as well when they are 

considering a certain purchase. Hence, some firms function as information intermediaries that 

assist buyers and sellers to better understand a given market. 

 

Merchant Model 

Wholesalers and retailers of goods and services typically apply a merchant model. These sales 

may either be made based on list prices or through auctioning. 
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Manufacturer (Direct) Model 

The manufacturer or “direct model” enables a manufacturer to directly reach consumers via 

the Internet and thereby shorten the distribution channel. This model can be based on 

efficiency, improved customer service, and/or a better understanding of customer preferences. 

 

Affiliate Model 

The affiliate model provides purchase opportunities wherever applicable in the World Wide 

Web. This is enabled by offering financial incentives to affiliated partner sites and providing 

purchase-point click-throughs to its partner merchants while usually receiving a percentage of 

the generated revenue. If an affiliate does not generate sales, it represents no cost to the 

merchant since this is a performance-based model. 

 

Community Model 

The community model is based on user loyalty and revenue usually originates from the sale of 

ancillary products and services, contextual advertising, subscriptions for premium services, 

and voluntary contributions. Users typically have a high investment in time and passion that 

enables the viability of such communities. 

Subscription Model 

In the subscription model, users are charged with a periodic fee – daily, monthly or annual – 

to subscribe to a service. Here it is not uncommon for websites to combine free content with 

“premium” content that can only be accessed by paying users. Typically these subscription 

fees are incurred irrespective of actual usage rates. 

 

Utility Model 

The utility model, also known as “on-demand” model is based on a “pay as you go” approach 

where metered services are dependent on actual usage rates. 
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Although suggesting misalignments in terms of definition, many recognized authors do agree 

on the fact that a sustainable business model requires internal and external consistency. 

“Internal” here is related to a coherent configuration of key activities within the firm and 

“external” is concerned with the appropriateness of the configuration in regard to the firm’s 

external environment (Morris et al., 2003, p.732; Zott & Amit, 2007, p.19). 

Therefore the authors of this work want to outline the importance of a coherent coordination 

between a firm’s internal key activities that are represented within a firm’s business model 

and the appropriateness of the firm’s external strategy given external environmental 

conditions. As soon as environmental conditions are subject to change, a firm’s business 

model might therefore as well require adaption (Morris et al. 2003 p.732). 

Zott & Amit (2007, p.19) bring forward that the concepts of internal & external focus besides 

being distinct constructs that highly affect a company’s market value must be seen as 

complements rather than substitutes. These different elements then fit well if the marginal 

benefit of A simultaneously increases with the level of B, meaning if there are 

complementarities between them. These levels of A and B should then be optimally adjusted 

in order to achieve a local performance optimum (Milgrom and Roberts, 1995, p.205). 

The authors Zott & Amit (2007) show that a broader view of organizations that outstrips 

traditional firm boundaries can generate a better understanding of wealth and performance 

creation. 

While the above illustrated perspectives on business models provide useful approaches, a 

closer look reveals that current literature still contains a variety of different views regarding 

business models and authors seem to mean different things when writing about business 

models. Some researchers’ definitions seem to be only based on certain components while 

others are neglecting the digital aspects of today’s era, which leads to an incomplete 

perception of a business model. This suggests that the term “business model” and the course 

of actions a certain business model implies are still vague and require further 

conceptualization. 

One of the objectives of this work therefore is to advance the reader’s theoretical 

understanding of business model structures for digital enterprises. The quest for a 

contemporary, more complete and unified business model approach has shifted the authors’ 

attention towards the VISOR framework proposed by Omar El-Sawy and Francis Pereira in 
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2013. This framework seemingly aims at bringing together multiple business model elements 

and their underlying drivers while criticizing the in most current definitions underestimated 

digital component. 

Therefore, the authors of this work chose to utilize, analyze and evaluate the VISOR 

framework in the course of this project on a practical online business example they aim to 

launch while improving their understanding of current and future business models. El-Sawy 

and Pereira as creators of the VISOR framework further follow the approach that success 

depends on the entire business model ecosystem and an organization’s dynamic capabilities to 

navigate and complement one another rather than on defending a firm’s resource-based 

capabilities (El Sawy & Pereira, 2013, p.5). 

Considering a digital business ecosystem after El Sawy & Pereira implies a couple of changes 

compared to businesses being regarded as independent participants of a competition. First of 

all, the whole notion of value changes in a digitally intensive world. Second, in a digital 

business ecosystem, value is co-created, co-converted, and co-captured together with different 

other players such as customers, competitors, complementors, and communities (see figure 2). 

Third, a digital business ecosystem requires taking into account the rapid shift in trends, 

societal values, enterprise practices and capabilities as these all do co-evolve (El Sawy & 

Pereira, 2013, p.4). 

 

Figure 2: Value map of digital business ecosystem. (Source: El Sawy & Pereira, 2013, p.7) 
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Since such ecosystems that according to El Sawy & Pereira evolve at an ever-accelerating 

pace and are driven by intense competition and rapidly improving technological capabilities 

implicate that the fates of all players are intertwined, competitors should think about working 

together in “coopetition” to create common grounds to then further build on. 

The illustrated digital business ecosystem and the described velocity in exchange that comes 

with it bears a number of implications for today’s and especially tomorrow’s business 

environment. According to El Sawy & Pereira (2013, p.2), it will mean that competitive 

advantage is short-lived and strategies are unstable, whether reaped by first-mover advantage, 

advantageous positioning, or exclusive capabilities. Therefore, digital business model designs 

can only make sense in the context of the ecosystem’s dynamics. This implies that alternative 

business model designs are required that match particular environments and best contribute to 

the creation, conversion and capture of value since digital business models and its ecosystem 

dynamics are remarkably interdependent (El Sawy & Pereira, 2013, p.28). 

The next section will provide a theoretical overview of the individual components of the 

VISOR framework as proposed by El-Sawy and Pereira before the framework will be put into 

practice on a case example in the analysis section of this work.    
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4. The VISOR Framework 

The VISOR Business Model Framework which was formulated by Omar El Sawy and Francis 

Pereira suggests five variables that sum up and categorize various business model components 

(see figure 3) a company should consider when assessing a project’s viability and bringing it 

to market: 

-       Value Proposition 

-       Interface 

-       Service Platform 

-       Organizing Model 

-       Revenue Model 
 

The framework aims at integrating different existing business model approaches as well as to 

address commonly unaddressed but crucial elements such as user experience and interface 

factors that seem relevant in the digital environment. Furthermore, the VISOR framework 

defines how a company should respond to latent or established customer/user needs in order 

to create and deliver greatest value while operating in a profitable and sustainable manner. 

According to the creators of this framework, successful business models should be able to 

align the various components of the VISOR model. This means delivering greatest value to its 

customers/users to maximize their willingness to pay while simultaneously minimizing 

service costs incurred for the organization (El Sawy & Pereira, 2013, p.25). 
 

 

Figure 3: Categorizing VISOR’s business model components.(Source: El Sawy & Pereira, 2013, p.24) 
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4.1 Value Proposition (1) 

The value proposition is the promise of value to be delivered and summarizes the benefits that 

explain why a prospect should turn to a particular company over another (Morris et al., 2005, 

p.730).  

A value proposition usually describes the bundle of products and/or services that serves a 

specific customer segment and can be either new and disruptive or similar to existing offers 

where features and attributes have simply been added (Osterwalder & Pigneur, 2010, p.22). It 

is a measure for the value creation that the products or services provide a customer/user with 

and explains what “job” an organization is actually doing for them. In other words, the value 

proposition explains what pain the company is solving and for whom the company is solving 

it (Blank, 2006, p.5). 

In order to provide a customer/user with the respective value, a company needs to know what 

they really appreciate. Hence, customer/user understanding is crucial to successfully serve a 

firm’s target group (Ries, 2011, p.86). 

The following table provided by El Sawy & Pereira summarizes the descriptors of the value 

proposition incorporated in the VISOR Framework: 
 

 
Table 2: Descriptors of the Value Proposition. (Source: El Sawy & Pereira, 2013, p.30) 
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Compelling. A compelling value proposition is the crucial cornerstone of any successful 

company since this is what determines the likelihood of consumption or acquisition in the 

first place (El Sawy & Pereira, 2013, p.30). Without value creation and delivery in the eyes of 

the customer/user, there is no reason for a prospect to become a company’s client at all and 

thus equally results in no created value for the company itself. Compelling value for the 

customer/user may be quantitative, qualitative or in the best case a combination of both 

(Osterwalder & Pigneur, 2010, p.23). 

Looking at value creation from the quantitative point of view, value may be captured in the 

form of price, cost reduction and/or speed of the service provision. Satisfying price sensitive 

customer/user segments’ needs by offering similar value at a lower price is a common and 

attractive method to gain advantage over competitors. Usually the low price strategy though 

bears conclusive input limitations for the rest of the business model since the price savings 

will have to originate from somewhere unless a firm has access to resources or capabilities 

that the rest of the market cannot match (Osterwalder & Pigneur, 2010, p.24). Resegmenting 

an existing market by means of a low-cost strategy – given being able to remain a profitable 

provider – can be rewarding though, since incumbent firms tend to resign from low-margin 

businesses and head up-market. Pursuing a niche resegmentation strategy is slightly different 

from the pure low-cost resegmentation. This strategy aims at convincing the rather small 

number of customers in a particular market segment that some new product characteristic 

provides sufficient purchasing incentive and is radical enough to alter an existing market 

(Blank, 2006, p.22). Enabling customers to reduce costs, e.g. by offering a Customer 

Relationship Management (CRM) tool or providing required products/services with above 

market-average speed are further good opportunities for value creation from a customer’s 

perspective (Osterwalder & Pigneur, 2010, p.25). 

Looking at the descriptor “compelling” from a qualitative perspective, value creation may 

appear in terms of design, customer experience, convenience/usability, customization, 

complementarity, status, risk reduction, newness, performance and/or accessibility 

(Osterwalder & Pigneur, 2010, p.22; El Sawy & Pereira, 2013, p.30). These individual 

sources of value will be analyzed in more detail in the according business model variable 

sections in the course of this work. 
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Cohort. The cohort descriptor addresses the question whether there is a sufficient number of 

potential customers/users in a particular segment who experience the problem the offered 

solution would be solving for them (Mullins & Komisar, 2009, p.6). However, finding the 

target market and potential customers is of detrimental importance that first requires a sound 

marketing research. Hence, the authors pay more attention to this topic in the segmentation, 

targeting, and positioning chapter later in this project. 

Complementarity. When referring to complementarity, Pisano and Teece (2007, p.281) 

outline that every innovation requires complementary products. Technology must be 

embedded in a system to yield value to the end user and to create an “eco-system” around the 

core product or service. According to El Sawy & Pereira (2013, p.5), organizations should 

aim at cooperating with other organizations in a form of “coopetition” rather than solely 

playing against each other. It needs to be mentioned that complementarity in this case does 

not refer to complementary assets like marketing, logistics etc. which however as well can 

help to decrease the likelihood of reverse engineering though. 

Co-creatibility. The term “co-creatibility” articulates the extent to which users can add or 

alter features to a respective product or service. The demand for “co-creatibility” possibilities 

will vary among product segments since its necessity is highly dependent on the industry and 

market segment but can be a crucial source of value creation for the user (El Sawy & Pereira, 

2013, p.30). 

 

4.2 Interface (1) 

The interface variable defines the interaction between the customer/user and the service 

platform and is heavily accounting for the success of a product and/or service delivery (El 

Sawy & Pereira, 2013, p.30). The interface describes the user experience in terms of ease, 

convenience and usability and therefore should aim at generating an extraordinary and 

memorable experience for the user (Ibid, p.26; Sundbo & Flemming, 2013, p.184). According 

to the model provided by El Sawy & Pereira, the interface hereby includes both hardware and 

software and connects the qualitative and experiential nature of the aforementioned value 

proposition and the physical infrastructure that then ultimately delivers value to users and 

customers. New interface enablers that arose in the digital era such as mobile phones, smart 
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phone operating systems, social media, and now tablet PCs offer new possibilities to deliver 

value to the end-user and thereby steadily create new business model opportunities. 

The descriptors of the interface variable as part of the VISOR framework proposed by El 

Sawy & Pereira are summarized in the following table: 
 

 

Table 3: Descriptors of the Interface. (Source: El Sawy & Pereira, 2013, p.31) 

Functionality. The functionality of any given product or service that is about to be delivered 

is crucial for creating value in the eyes of the customer/user. Although design steadily rises in 

popularity, people across all disciplines of design still anticipate the famous American 

architects’ Louis Henry Sullivan’s credo as a badge of pride, saying that form (ever) follows 

function. Functionality hereby describes the range of the interactions of the interface as well 

as its ease of use by the end-user (El Sawy & Pereira, 2013, p.31). Products with enhanced 

and/or additional functionality and a widened product range through compatibility are likely 

to result in innovation and thus are valuable components of any company’s business model 

(Bannert & Tschirky, 2004, p.486). 

Form factor. In times where the playing fields for competitive advantage are increasingly 

becoming dense, design, interface aesthetics and usability arise more and more as competitive 

factors that according to Virginia Postrel can make the crucial difference. Especially in times 

where commoditization is increasingly present on various markets, putting the focus on the 

customer’s experience can highly enhance the value of a product or service and helps to 

prevent the aforementioned commoditization (Postrel, 2004, p.179). Brigitte Borja de Mozota 

states that design impacts consumer behavior as cognition through visual and imagery mental 
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figures, as emotion, as a message, as social symbolism and as relation that creates something 

more. 

Furthermore, positive user experiences can be long-lasting impressions that are desirable to 

reach in the customer’s mind by any sort of organization and are therefore crucial to 

anticipate and to strategically pursue (Boztepe, 2007, p.4). 

Fluidity. The fluidity descriptor is an important part of the interface variable of the business 

model composition that El Sawy & Pereira propose. Fluidity describes the extent to which 

customers/users are provided with flexibility, intimacy, personalization, and control and can 

be assessed by the ease and degree of customization possibilities a certain company’s product 

or service is offering. The concepts of mass customization and customer co-creation have 

gained importance in recent years as tailoring products and services to specific individual 

needs of smaller consumer segments still allows leveraging economies of scale and can 

display a source of competitive advantage (Osterwalder & Pigneur, 2010, p.23; Kristensen, 

2015, p.37). The establishment of a flexible product and especially product platform enables a 

variety of combinations of product configurations where an optimal balance between 

construction-simplicity and assembly-flexibility is desirable (Kristensen, 2015, p.46). People 

seemingly tend to prefer getting customized goods; hence this desire could efficiently be 

utilized in a company’s offerings if the nature of the product or service allows doing so. 

Forgiveness. Forgiveness, as part of the interface variable measures the product interfaces’ 

ability to automatically undo user errors that occur in the ordinary course of interacting with 

the product (El Sawy & Pereira, 2013, p.31). To successfully implement such forgiveness, it 

can be very helpful to integrate and observe users in the creational processes. This allows a 

more user-centered product/service focus and stimulates learning as well as further idea 

generation. It is crucial to get out of the building and spend a day in the customer’s life to see 

potential problems and feasible solutions through an end-users’ lens (E. Ries, 2011, p.90). 
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4.3 Service Platform (1) 

The VISOR framework defines the term Service platform as “an IT platform that enables, 

shapes, and supports the business processes and relationships that are needed to deliver the 

products and services, as well as to improve the value proposition” (El Sawy & Pereira, 

2013).  

Therefore, a technical platform, according to these authors, is describing the backbone 

architecture that allows compatible complements to use it and build on it, such as operating 

systems. Moreover, it gives the platform leader the possibility to control other firms’ 

collaborations or work with a certain technology, for example Google’s Android or Apple’s 

iOS platform (Ibid.) 

Coming from the aforementioned, it is important to choose the right technical architecture to 

one’s business model that would support the optimal value delivery coming from the 

available technology. 

The following table offers four descriptors to assess a business’ service platform: 
 

 
Table 4: Descriptors of the Service Platform. (Source: El Sawy & Pereira, 2013, p.32) 

 

Architecture. Eisenmann et al. (2006, p. 96) bring out the platform’s architecture as a design 

for products, services, and infrastructure that facilitates the interactions of network users. It is 

accompanied with a set of rules like protocols, rights and pricing terms that govern the 

transactions (Ibid.). In order to get an overview of the architecture, the company can outline 
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the typology of the hardware and software that enable the service (El Sawy & Pereira, 2013, 

p.32). 

In addition, the authors (Ibid. 2013, p.32) propose to look at industry standards to check 

whether they are commonly closed/proprietary, or open. The degree of openness can vary, 

e.g. level of access to information on interfaces to connect to the platform or utilize its 

capabilities, the type of governing rules, or cost of access like patent or licensing fees (Gawer, 

Cusumano 2014, p.420). Schilling (2010, p.197) offers a continuum of wholly open to wholly 

proprietary systems where the former describes a technology that is not protected by legal 

mechanisms (which could be based on e.g. open standards or being openly diffused), whereas 

the latter has effective IP mechanisms and is controlled by the company’s developers. A 

wholly open system offers few possibilities to gain rents from innovation and with the 

opposite case it can be difficult to establish a critical mass, which is why companies often use 

a variation of these strategies by positioning themselves somewhere in the middle of the 

continuum (Ibid.). Open systems and diffusion are often used to shake proprietary system 

industries and for a more rapid adoption through e.g. open standards and compatibility. From 

a technological point of view it is also a way to attract developers and speed up the 

development process, but it can also reduce costs as the company doesn’t have to rely only on 

its own resources. Although it might not be profitable in the short run as the focal company 

still has to create the open standards and market it as superior to others, in the long run the 

established user base and complementarities hopefully overweigh the initial investments. 

From a company’s point of view that builds on existing standards, it could be a cost-efficient 

way to enter the market or broaden their portfolio. 
 

Agnosticity. As brought out before, the current digital business world has become highly 

modularized and companies form ecosystems that rely on each other’s products and services. 

This descriptor relates to whether the platform is supporting different operating systems, 

which can be assessed by the type of technology environment or the need for external API’s 

(El Sawy & Pereira, 2013, p. 32). 

To familiarize the reader with the concepts in the table, an operating system can be described 

as a system program that enables communication between software and hardware and 

provides common services for computer programs (Stallings, 2005, p.5). Popular desktop 

operating system examples are Microsoft Windows, Linux, and Apple OS X. There are also 
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mobile operating systems that developers and e-businesses have to consider, such as Google 

Android and Apple iOS that have their own ecosystems. An agnostic platform would be 

interoperable across two or more of these operating systems. 

Application programming interfaces (API’s) are part of the operating system that define how 

one computer program interacts with another one and could also be regarded as a set of 

requests and responses between them (Webopedia 2016). E.g., when a developer makes an 

iOS application, it can use an iOS API to interact with the phone’s hardware, such as the 

camera or its positioning technology. Iyer and Subraniam (2015, p.1) describe API’s as means 

to exchange information or request online services from other organizations that allow 

companies to grow much faster than before. Another example is how companies use the 

Google Maps API to add this function automatically on their websites or service offering 

instead of creating it themselves. Moreover, they can be combined to create a whole new 

service and allows developers to bring the service to market faster than going there alone. 

API’s have become pervasive in today’s digital world enabling much of what is possible with 

today’s devices and even build businesses around them. Programmableweb.com (2016) 

enlists over 15.000 API’s that are possible to link with one’s business model. 

They allow to (Infusionsoft 2016; Iyer & Subraniam 2015, p.2-3): 

• Make money (most of eBay’s returns come through affiliate marketing), 

• save money (Amazon S3 Storage, they are making money of selling services, while 

people who use it are saving it), 

• build brands (Google Maps, people started building on it), 

• move to the cloud (salesforce.com, over 50% of their transactions through API’s), 

• integrate different API’s into more complex applications and services (such as Google 

maps combined with e-commerce to provide graphical location-based marketplace), 

• tap new markets (by allowing access to IBM’s cognitive-computing technology, the 

company is now offering services in medicine and other fields that can build on large 

volumes of data). 

Open interfaces attract complementors to its platform spurring further innovation, which is 

why they should be regarded as allies (Gawer and Cusumano 2014, p.421). All in all, if the 

platform leader wants to tap external innovation capabilities, it should build a sufficiently 

open or modular architecture to facilitate third-party innovation and share the IP of the 
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connectors and interfaces that reduce the costs to connect to the platform (Gawer and 

Cusumano 2014, p.429). Different authors and industry leaders (Iyer and Subraniam 2015, 

p.5; Mason & McKendrick 2016, p.2) state that all CEOs and industries need to rethink how 

API’s can contribute to a company’s growth. 

Acquisition. This descriptor relates to the previous paragraphs, as the management has to 

decide whether they will build their own technology infrastructure or use existing ones. In 

general, the acquisition lever gives the focal company the possibility to gain faster access to 

necessary resources (e.g. technology, talent, IP rights, market access, etc.) compared to the 

alternative of building them themselves. Building them on their own would mean that the 

company still has to make substantial investments and go down the learning curve faster than 

competitors in order to keep up with them. Today’s digital business ecosystem is complex and 

ideally builds on reciprocal services to enable the optimal delivery of products and services to 

the market. 

Access. According to El Sawy & Pereira (2013, p. 32) this descriptor defines the community 

that can access the service. A major characteristic regarding a platform is the network effect 

or network externalities that occur when the different sides are attracted to each other. A 

platform’s value to any user depends on the number of other users. This brings forward 

another difference from traditional businesses since great platforms have increasing returns to 

scale whereas in the traditional business it generally becomes harder to find another customer 

(Eisenmann et al. 2006). These effects can be same-sided/direct, e.g. when social media or 

online markets gain more traction when there are more users, or cross-sided/indirect, e.g. 

when advertisers get more interested when the amount of users increases (Eisenmann 2006). 

Gawer and Cusumano (2014, p.421) bring out that platforms connecting different 

organizations and networks tend to increase the level of innovation of complementary 

products and services, which in turn creates more value for the platform and its users through 

network effects. Consequently, it becomes harder for competitors to overthrow a successful 

platform as the complements act like an entry barrier (Ibid.). On the other hand, Boudreau 

(2012) brings out in his study that too many complementors might be discouraging for new 

ones as it can be too difficult to add value to the platform and to generate revenue. In general, 

platforms are rather having troubles of getting enough complementors on board than the 

opposite, so for a new business it is important to figure out what communities are necessary 

for the platform and who can add value. 
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4.4 Organizing model (1) 

The following section mainly focuses on organizing partnerships, value chains, and business 

processes of a digital ecosystem to effectively deliver products and services (El Sawy & 

Pereira 2013, p.27). Digital technologies have fundamentally changed how networks interact 

today. They have facilitated how organizations and individuals combine and interact as well 

as reveal new capabilities that generate new markets and opportunities (van Heck & Vervest 

2006, p.33). Digital ecosystems are characterized by the simultaneous cooperation and 

competition of the major players, which makes it a great deal more turbulent than traditional 

industries (El Sawy & Pereira, 2013, p.31). Companies now possess ever-more possibilities 

and necessity to collaborate with users, communities and other stakeholders as a source of 

innovation. El Sawy & Pereira (2013, p.27) also note that the companies must realize the 

dependencies on other firms as ecosystems are usually held up by keystone or dominating 

firms whose business decisions in e.g. technology also affect the focal firm. Consequently, 

it’s beneficial to see the bigger picture and collaborate for the health of the ecosystem (Ibid. 

van Heck & Vervest 2006, p.33). 

The following table offers four descriptors to assess the organizing model: 
 

 

Table 5: Descriptors of the Organizing Model. (Source: El Sawy & Pereira, 2013, p.33) 
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Processes. El Sawy & Pereira (2013, p.27) explain this descriptor as the design of the core 

business processes necessary for delivering and supporting the digital product or service. 

Digitization, a process of turning information into a digital form, has a grave impact on the 

speed and effectiveness of business processes as it is an important source of lowering costs, 

risks, and increasing operational efficiency (Westerman et al. 2014, p.24). This could be 

anything from moving only a part of the customer service online to a fully automated process, 

such as supply chain management (Markovitch and Willmott 2014). Processing large amounts 

of information is allows gathering more data, which can then be analyzed and used to 

optimize the bottlenecks. Not only is there an internal need for reliable and efficient core 

processes, the real pressure often comes from outside - customers, partners, and other parts of 

the ecosystem are now expecting a swift response and seamless experience from companies. 

Going digital enables the focal company to communicate and operate in a faster and more 

personalized way as the software monitors customer behavior and allows constant data 

collection (Mason & McKendrick 2016, p.6). 

Some of the key success factors in digitizing processes can be (Markovitch & Willmott 2014, 

Westerman et al. 2014, p.14): 

• Start at the end state and work backwards - the authors recommend starting from 

imagining how the situation should look like in the end, and not be thinking about 

current constraints. The constraints should then be challenged one by one. 

• Tackle the end-to-end customer experience - by concentrating only on one part of the 

problem, the company does not tap the full potential of the digital transformation. 

Tackling an end-to-end process like supply chain management needs a cross-

functional involvement, and also users or any other necessary part of the ecosystem. 

• Build capabilities - since it is a knowledge and skill intensive task and necessary over 

many functions, an internal center of excellence is advised with a trusted leadership. 

In addition, the team could focus on a modularized approach in order to reuse the 

technology components across processes. 

• Move quickly - the digitization programs can take time to align all the stakeholders, 

which is why it needs a strong support from the board whereas other decisions should 

be made by the project team. In addition, it’s better to move fast by outsourcing easier 

tasks and concentrating on one end-to-end process at a time that will bring returns 

soon. 
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All in all, successful digitization creates opportunities for new ventures, especially in 

industries that have not gone through the digital transformation yet, or have done it only 

partially. Nevertheless, the management should be prudent with the design of the core 

processes so they would be relevant, efficient, and measurable. According to El Sawy & 

Pereira (2013, p.27), the method of assessment of the processes descriptor is to determine the 

effectiveness of key business processes like new product introduction, order management, 

customer relationship management etc. 

Partnerships. One company can’t do it all anymore; especially in a digital ecosystem where 

companies are dependent on each other and value is created as a network. The new business 

environment means that the selection and configuration of partners might change with each 

venture, which is why a thorough partnership analysis is needed in order to evaluate the 

benefits and potential caveats of approaching or leaving out specific players in the ecosystem 

(El Sawy & Pereira, 2013, p.27). Establishing right partnerships is paramount for any 

business’ success, but a platform connecting different sides, or more generally an ecosystem, 

is an interesting case as not all users are created equal according to Eisenmann et al. (2006, 

p.98). The authors bring out “marquee users”, such as big suppliers or buyers, who are 

essential for attracting users on the other side of the network and accelerating the growth of 

the ecosystem. The authors add that these partnerships can be more beneficial if the contracts 

are long-termed and marquee users have committed to not join rivals, especially in “winner-

takes-all” markets where it’s important to reach the network externalities before competitors 

do (Ibid.). El Sawy & Pereira (2013, p.27) recommend assessing the partnership descriptor by 

looking at the formality, exclusivity, and expected durability of the partnerships. 

Pooling. Pooling refers to finding synergies and complementarities with market participants 

that would lead to providing higher customer value and competitive advantage. Hereof, it is 

becoming more acknowledged that having only core assets or resources is not enough to reach 

the aforementioned goals. A company can build the complementary assets internally, but it 

extends the cycle time and might be a troublesome process. As Teece et al. (1997, cited in 

Vidal and Mitchell 2013, p.337) put it, complementary resources usually require extensive 

involvement of customers and other stakeholders, which again implicates a considerable 

amount of tacit knowledge and organizational complexity. 
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Alternatively, for some of the resources, it would be possible to create strategic alliances or 

licensing agreements in order to gain rapid access to complementary resources (Schilling 

2010, p.228). Additionally, it can help a firm to reduce its asset commitment, risks, and 

enhance its flexibility, which could be especially relevant in markets with rapid technological 

changes where innovation is the primary driver of competition. In case of these rapidly 

changing markets, the companies may want to avoid fixed assets that might quickly become 

obsolete. Among others, it can also help companies achieve market power or economies of 

scale (Ibid.) 

The importance of ownership of complementary assets is determined by the fact that they help 

establish the winners or losers from innovations. Imitators can often outperform innovators if 

they are better positioned in regards of important complementary assets (Teece 1986, p.288). 

This is also the main message of Vidal and Mitchell (2013, p.345) who state that the success 

in a new market usually depends on which firms can obtain and leverage complementary 

resources to lock their core products and/or services into the market. El Sawy & Pereira 

(2013, p.27) propose to evaluate this descriptor by looking at the extent of created or potential 

synergies and complementarities on resources like talent, technology, marketing etc. 

Project management. Intensified partnering and pooling demands a great deal of 

coordination to successfully launch products and services and to run processes efficiently. 

Consequently, project and stakeholder management have become increasingly difficult 

because operating in a digital ecosystem means that the company can partner with customers, 

competitors, complementors, and entire communities. The management has to deal with 

drifting environments by constantly evaluating changing factors and looking for feedback that 

spurs readjustments in a specific project. Christensen (2006, p.1) brings out that in order to 

succeed in the aforementioned activities, meaning to comprehensively combine resources 

among partners, companies nowadays need to establish integrative competences. These are 

defined as managerial and organizational capabilities to combine and integrate 

complementary resources and capabilities in pursuance of creating value and competitive 

advantage. The reasoning behind this is the change in the context of technological innovation 

including increasing vertical disintegration, outsourcing, modularization, use of open 

standards and market growth for specialized technology (Ibid.). El Sawy & Pereira (2013, 

p.33) recommend to assess this descriptor by the probability of success given the complexity 

of tasks and relationships. 
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4.5 Revenue Model (1) 

Revenue – for any business – is what food air and water from Maslow’s well-known 

hierarchy of needs are to mankind (Mullins & Komisar, 2009, p.65). 

A proper revenue model is the variable that decides between life and death of any company’s 

business model and therefore is fundamental in order to survive on the market. A sound 

business model is one where a company’s value proposition promise to its customers is met 

and the consequently generated revenues still exceed the firm’s investment costs (El Sawy & 

Pereira, 2013, p.28). Revenue hereby means money given to a company by its customers in 

exchange for whatever it is that this company is selling to them and a customer is the one who 

pays for whatever it is that this company is providing him with (Mullins & Komisar, 2009, 

p.65). The revenue model defines how an organization is making money at the end of the day 

where a positive balance between cost structure and profit potential must be reached. For the 

creation of a feasible revenue model, it is necessary to conduct ongoing user preference 

research in order to assess the price range that can be demanded and that customers are still 

willing to pay. Therefore it is important to figure out how each partner in the value chain can 

participate in a profitable way and to take the above discussed service platform and 

organizing model variables into account (El Sawy & Pereira, 2013, p.28). 

The revenue model descriptors incorporated in the VISOR framework proposed by El Sawy 

& Pereira are summarized in the following table: 
 

 
Table 6: Descriptors of the Revenue Model. (Source: El Sawy & Pereira, 2013, p.33) 
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According to Mullins & Komisar (2009, p.66), every revenue model should generally 

underlie the following key questions: 

1.   Who is the customer? 

2.   What exactly will they buy? 

3.   How soon, how often, and how much or many will they buy? 

4.   At what price will they buy, and on what basis will they pay? 

5.   What are the efforts and costs on your side? 

Pricing. When developing a revenue model, a company needs to consider what structure of 

pricing mechanism should be employed in order to reap the greatest benefits for the firm 

while still yielding substantial value for the customer. Pricing mechanisms can be of fixed or 

dynamic nature where fixed pricing relates to predefined prices that are based on static 

variables and dynamic pricing refer to prices that are open to change based on market 

conditions (Osterwalder & Pigneur, 2010, p.32). Revenue streams can then be generated in 

several ways, for example via asset sales, usage fees, subscription fees, licensing, 

lending/renting/leasing, brokerage fees, advertising, etc. Besides the two pricings mechanisms 

(fixed/dynamic) described above, a firm’s business model can generally hold two different 

revenue stream types and needs to consider what type of revenue stream its business model 

facilitates best (Osterwalder & Pigneur, 2010, p.30): 

·    One-time customer payment generated transaction revenues; 

·    Recurring revenues from ongoing customer payments, implied either by the firm’s 
value proposition or from post-purchase customer support services. 

It might seem favorable to establish binding relationships with customers to benefit from 

long-term and recurring revenues rather than to pursue one-time single sales. Furthermore, 

companies can apply different pricing strategies where the deployment is depending on a 

firm’s individual strategic goals. The price strategy directly influences the product’s 

positioning in the marketplace, its rate of adoption, and after all the company’s cash 

flow.  Therefore a firm should thoroughly determine the objectives for its pricing model 

(Schilling, 2013, p.291). Premium pricing, penetration pricing, economy pricing, and price 

skimming are the four basic pricing strategies, each of them containing several sub-variations. 
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In industries plagued with overcapacity or intense price competition, a company’s objective 

may simply be to survive. This means it will try to cover incurred costs in a short-term 

strategy by maximizing current profits which might then on the other hand sacrifice long-term 

performance expectations though. When launching new technological innovations, firms 

often pursue either a maximum market share objective or a maximum market-skimming 

objective (Schilling, 2013, p.291). When emphasizing a market skimming strategy, new 

product’s prices are initially set high to signal the product’s performance improvement over 

currently existing products while those high prices can simultaneously help to recover initial 

development expenses. These initially high prices on the other hand might also lure 

competitors into the market and are likely to result in a slower product adoption rate (Ibid.). 

Contrary to that, a penetration pricing strategy seems favorable when quickly reaching high 

volume is important in case a firm is pursuing a maximum market share objective. When 

emphasizing a penetration pricing strategy, prices are set as low as possible to quickly attract 

customers in order to gain volume while driving production costs down. This strategy may 

bear great risks and exposes itself to losing money in the beginning but aims at achieving 

decreasing production costs, which are enabled through high production volumes. A low-cost 

position can be created that allows profitability despite low prices while earning substantial 

market share. This strategy is often utilized in industries that are characterized by strong 

learning-curve effects and/or network externalities. This strategy is also often pursued when 

companies are aiming at recouping low selling prices with profits generated from 

simultaneously providing complementary goods and/or services. Typically this is the case in 

the video game industry where consoles are sold at relative low or even below production 

costs while selling games and licensing royalties allows generating high profits (Schilling, 

2013, p.292). 

Partner revenue sharing. Another important aspect of the revenue model deals with the 

question of how revenues are shared among partners in the value chain (El Sawy & Pereira, 

2013, p.32). Working together with partners, benefitting from them and letting them benefit 

from you is inevitable in almost any sort of business and related revenue distribution should 

therefore be carefully considered. 
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Product cost structure. A further important cornerstone of a company’s revenue model is to 

evaluate profit margins, gross profit margins, potential selling volumes, and the composition 

of the product cost structure, meaning the proportion of fixed and variable costs. These key 

figures are necessary to calculate necessary selling prices and to figure out if and when an 

investment will reach profitability (El Sawy & Pereira, 2013, p.32). In two sided networks, 

cost and revenue allocation differs from the division in traditional manufacturing and service 

businesses. Cost and revenue accrue on both sides, the left and the the right, since such a 

platform has a distinct group of users on each side. Multi-sided platforms can incur costs in 

serving multiple customer groups but can as well collect revenue from both sides, although 

one side is often subsidized. These different groups of customers are then attracted to each 

other – a phenomenon called network effects (Eisenmann et al., 2006, p.94). A classic 

example for this is Google whose service is mostly free to users but advertisers are being 

charged and therefore account for the main source of revenue. Due to these so-called network 

effects, any platform’s value to its customers heavily depends on the number of users on the 

other side of the network. Thus, value for both sides grows as the platform matches both 

sides’ demand. Here again the example of the video game industry is useful where video 

game developers are only inclined to develop games for platforms that can ensure the critical 

mass of players. The same phenomenon is applicable on the other side of the network since 

players also favor platforms that offer the greater variety of games. 

Potential volume. When putting forward a company’s revenue model, it is further crucial to 

consider potential selling volumes of a certain product or service. Extrapolating the expected 

demand for a specified time period in the related target market segment therefore should be 

undertaken to test feasibility of a company’s business model (El Sawy & Pereira, 2013, p.33). 
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5. Marketing Strategy (1) 

In order to launch a company, the authors believe that business modeling needs to be 

accompanied with a more hands-on approach. Marketing is a detrimental part of successfully 

finding and reaching the target market, which is why the authors decided to incorporate it into 

this work. In essence, marketing could be regarded as influencing people and persuading them 

to take desired actions (Ryan 2014, p.2).  

De Pelsmacker et al. (2013, p.2) give a more precise definition seeing it as “the process of 

planning and executing the conception, pricing, promotion and distribution of ideas, goods, 

and services to create and exchange value, and satisfy individual and organizational 

objectives”.  

The following section covers a choice of marketing topics that are relevant for the roll-out of 

a company and were seen as missed or not sufficiently covered in the VISOR framework.  

The choice of literature is based on the novelty, recognized authors and proven frameworks, 

as well as a focus on the digital side of marketing. Novelty and digitalism are important 

because of the continuous technological advancement and a consequent change of practices 

that need to be addressed when launching an e-business, whereas recognized authors and 

frameworks give certain validity to the theoretical background.  

In general, market segmentation is needed in order to find one’s target market together with a 

specific marketing mix (4Ps) to address chosen segments. In table 7, a list of tools is brought 

out to achieve the necessary goals. 
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Product  Price Place Promotion 

Benefits List prices Channels Advertising 

Features Discounts Logistics Public relations 

Options Credit terms Inventory Sponsorship 

Quality Payment periods Transport Brand activation 

Design Incentives Assortments Direct marketing 

Branding  Locations Point-of-Purchase 

Packaging   Exhibitions & trade fairs 

Services   Personal selling 

Warranties   E-communication 

Table 7: Instruments of the marketing mix. (Source: Pelsmacker et al. 2013, p.2) 

 

As the first three P’s (product, place, price) can be seen as part of the business model and are 

brought out by the VISOR framework, then the focus here lies on the 4th P, the promotion. It 

can also be called as communications plan that is necessary to reach potential customers and 

is the most visible of the 4Ps. (Pelsmacker et al. 2013, p.2) To that end, both traditional and 

digital channels are needed, but companies should also consider new possibilities and tools 

like search engine optimization (SEO) that the ongoing global digitalization is offering. The 

aforementioned topics are covered in the following chapters in the according order. The key 

take-away is the need for an integrated strategy as the digital possibilities allow companies to 

broaden their scope of marketing reach and to narrow down its focus at the same time (Ryan, 

2014, p.21). 
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5.1 Segmentation, Targeting & Positioning (1) 

The Segmentation-Targeting-Positioning (STP) is an easily comprehensible model that helps 

the company to carefully choose its target market and position itself among the competitive 

environment. To begin with a chosen framework, Kotler and Armstrong (2015, p.199) bring 

out three common steps of the Segmenting-Targeting-Positioning (STP) process: 

1.  Segmentation – divide the market into smaller segments; 

2.  Targeting – select the segment(s) to enter; 

3.  Positioning – position the market offering in the minds of target customers. 

 

Segmentation. Firstly, according to Luecke (2006, p.4), segmentation finds the pieces of the 

whole market that contain customers with identifiable characteristics like age, sex, ethnicity, 

income etc. De Pelsmacker (2013, p.121) notes that marketing segmentation should lead to 

more homogenous subgroups so that the members of one group should react similarly to 

marketing stimuli and differ in their reactions to the members in other segments. The idea is 

to find submarkets of customers who have common needs, which allows the companies to: 1) 

Create products and services that are tailored to the needs of specific customers and 2) bundle 

marketing resources more efficiently (Luecke 2006, p.4). As a side note, the managers should 

always consider that narrowing down a market means less potential customers and revenues, 

as well as limits to the future product or service offerings (Ibid, p.10). 

Luecke (2006, p.4) advises to choose the segmenting criteria as relevant and effective. 

Effective in the sense that they are realistic to operate with and relevant meaning that e.g. age 

or gender might not always apply to a specific product or service. The most common 

segments are demographics, behavior or interests, and affiliation or occupation (Luecke 2006, 

p.5). Kotler brings out five market characteristics to be effective at segmenting. According to 

him, a market has to be (Kotler & Armstrong 2015, p.208; Luecke 2006, p.7): 

·    Measurable – the size key characteristics, purchasing power and preferences; 

·    Substantial – the segment has to be large enough; 

·    Accessible – no point in segmenting if knowing that the company cannot reach it; 



	 	 43	

·    Differentiable – segments have to respond differently to different marketing 

campaigns or there is no point to differentiate between them; 

·    Actionable – the segment has to be practical and cost-efficient to approach. 

The segmentation variables can be combined to form segmentation profiles that are detailed 

descriptions of segments to give the company a better understanding of consumers for 

comparison and strategic purposes. 

 

Targeting. The second stage of STP is the follow-up of the segmentation process where the 

segments that hold most potential are targeted (Luecke, 2006, p.8). In general, there are three 

strategies: market concentration, market differentiation, and undifferentiated marketing (De 

Pelsmacker, 2013, p.136). Market concentration involves choosing one segment and trying to 

be a leader in that segment, whereas market differentiating involves targeting different 

segments with varying marketing and communication strategies. The undifferentiated 

marketing is about using same methods over all segments (Ibid.). He elaborates on the topic 

by bringing out five main targeting strategies (Ibid.): 

·    Concentration on one segment: By choosing only one segment, the company can 

develop a customized marketing mix and build up expertise in that segment. 

Moreover, this strategy suits well if the company has limited resources. As mentioned 

before, the negative side might be the size of it and opportunities to grow. 

·    Selective specialization: The company chooses more than one customer segment that 

looks attractive in the sense of profitability although there might not be any synergy 

between them. This could also be seen as extending the company’s business in 

different fields and not placing all the eggs in one basket. 

·    Product specialization: The company specializes on a product like e.g. 3D printers and 

offers it to various segments from building to medicine. 

·    Market specialization: This strategy could be regarded as the opposite of the last one 

where the company concentrates on one market segment and sells different types of 

products, e.g. serving hospitals. 

·    Full market coverage: The company targets all customer segments with everything 

they need, e.g. large car companies. 
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Moreover, the management has to evaluate the segments in order to find the most attractive 

ones. To that end, De Pelsmacker (2013, p.137) brings out four basic elements: Size and 

growth of segments, objectives and budgets of a company, structural attractiveness of the 

industry (e.g. Porter’s five forces), and the stability of market segments. 

 

Positioning. Finally, the company has to consider how to differentiate from others. Luecke 

(2006, p.13) describes positioning as trying to manage how customers perceive a product or 

service and its goal is to find one or more characteristics that differentiate the product or 

service from competitors, therefore finding a unique position in the customers’ minds (Ibid., 

p.11; De Pelsmacker, 2013, p.145). By choosing only one such characteristic, the company is 

placing effort on a competitive advantage that is easy to remember for the customer, also 

known as the unique selling proposition (USP) – the common examples are Volvo as safe car 

or Duracell as a long-lasting battery producer. According to Kotler & Armstrong (2015, 

p.220), marketers can also think of choosing more than one differentiator, especially when 

two or more companies are claiming to be the best at the same offering. 

De Pelsmacker et al. (2013, p.145) bring out that companies have various options on what to 

consider their main choice of positioning. It could be product attributes or benefits, price or 

the quality, use or application, product class, product users, competitors or cultural symbols. 

After finding a preferable position, the company can summarize it in a positioning statement: 

To (target segment and need) our (brand) is (concept) that (point of difference). An example 

by “Evernote”, a popular digital information management application: “To busy multitaskers 

who need help remembering names, “Evernote” is a digital content management application 

that makes it easy to capture and remember moments and ideas from your everyday life using 

your computer, tablet, phone, and the Web” (Kotler & Armstrong 2015, p.223). 

All in all, Luecke (2006, p.12) warns that positioning needs a considerable amount of market 

research and decision-making as repositioning can be expensive and confusing for the 

customers. The aforementioned authors see the Segmentation-Targeting-Positioning process 

as a crucial measure to locate and understand its target market as well as its competitive 

position, and as a necessary step to move on with a thereof evolving marketing strategy. 
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5.2 Integrated Marketing Communications (1) 

The marketing communications is a detrimental part of the marketing strategy for both, 

traditional and digital companies. The authors incorporated this part into the work since the 

three other P’s (Product, Place, Price) were already covered by the VISOR framework and 

they experienced the question of how to actually reach and communicate with the 

customers/users as a vital part of launching a business. 

In general, communication is meant to influence or persuade the potential customer/user by 

conveying a message (De Pelsmacker 2013, p.5), thus being the way to reach potential 

customers and build lasting relationships.  

This chapter firstly outlines the main factors that affect the communications landscape, which 

is then followed by an overview of different media characteristics and how the management 

has to choose an integrated approach to achieve its goals. The communication is regarded as 

the fastest changing marketing area that needs an integrated approach as there is now a wide 

array of different channels and methods, especially with the advent of digital media. 

Armstrong and Kotler (2015, p.396) bring out three game-changers in communications that 

the management currently should consider. 

Firstly, the marketing strategies are changing because mass markets are fragmenting and 

technology allows building more intimate customer relationships in more specifically defined 

micro markets. Secondly, the consumers are changing and empowered by having an easy 

access to information. Lastly, the pervasive digitization changes how companies and 

customers are interacting (Kotler & Armstrong 2015, p.397).  

When speaking of the digitization, it can be noted that until recently, the regular way to 

publicize a company was launching an advertising campaign in traditional media, engaging 

corporate communications and PR, run promotions and point-of-sale activities (Ibid.; 

Armelini & Villanueva 2011, p.29). Now, the proliferation of low-cost Internet access has 

enabled companies to communicate with millions of customers within seconds, which was 

previously unimaginable and possible only through various intermediaries (Ahmed et al. 

2013, p.1). 

The Internet, or Web 1.0, offered companies the possibility to advertise themselves and do 

commerce via their company website. Marketers had to change their digital perception and 

practices soon with the advent of Web 2.0, also named social media. Berthon et al. (2012, 
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p.262) define it as a technical infrastructure that enables the creation and distribution of 

consumer-generated content, meaning that consumers are now creating content themselves 

and could be generating more value on company’s website than the company itself. The 

authors claim that social media has caused three main effects compared to Web 1.0 that the 

management has to consider and change its strategy from a company-centered view towards a 

more customer-centered one (Ibid., p.263): 

·    A shift in locus of activity from the desktop to the Web; 

·    A shift in locus of value production from the firm towards the consumer (e.g. content 
creation); 

·    A shift in the locus of power away from the firm towards the consumer (e.g. positive 
and negative effects of word-of-mouth). 

 

Almost every person in the European market, and soon probably in the whole world, owns at 

least one social media account among all the different options from Facebook to Tumblr. An 

evident proof of social networking’s importance in marketing is that it requires time and 

active engagement, which makes it a direct competitor to traditional media (Armelini & 

Villanueva 2011, p.30).  

Moreover, Armelini and Villanueva (2011, p.35) note that although it is not expensive to 

create a presence in the digital media, the cost of generating content is high, as it needs 

creativity, time and qualified talent to stand out from all the competitors. Therefore, online 

reputation is critical, which is why a company should not communicate at the people, but 

rather talk with them and make clear to them that it wants them to join the conversation 

(Rakic & Rakic, 2014, p.188).  

Digital technology allows bystanders to become active participants, which is one of the 

fundamental differences between social and traditional media. Word-Of-Mouth (WOM) is the 

key term here, which simply put means person-to-person communication.  
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All of the marketing activities have an effect on WOM that is now considered the most 

important form of marketing (Ibid., p.193). To sum up the aforementioned, the following 

table 8 provides the main characteristics of the two types of media: 
 

Word-of-
Mouth versus 
Advertising 

Word of mouth Advertising 

Reach Limited (although changing with e-WOM) High/Mass market 
Credibility High Limited 

Control Stimulated, but not controlled 
Full control over message, medium and 
frequency 

Interactivity WOM is highly interactive and immediate 
Less scope for reaction or subsequent 
adjustment. 

Intrusiveness Voluntary or consensual 
Message may be annoying, in content or 
frequency 

Cost Low, though some hidden costs High, among the most expensive 

Brand 
Positive WOM enhances brand value, but no 
guarantee that the comments are favorable. 

Decisive role in awareness and 
recognition. 

Negative WOM can do serious damage. Increases value. 

Sales 

Changes attitudes that may guide consumer 
behavior. 

Shapes attitudes toward the product and 
stimulates interest in trying it. 

Proven correlation between conversations and 
sales. 

Low elasticity of sales in the short run, 
but impact on firm value and consumer 
price sensitivity in the long run. 

Pull effect tends to last longer. Duration of pull effect is disputed. 

Products & 
Services 

Not very useful with low-risk products or 
products that are easy to assess. 

With tangible products, informs of their 
existence and quality. 

Fundamental role in consumption of services. 
With services, plays a more persuasive 
role in terms of providing information. 

Context 
Frequency and intensity seem greater in more 
collective, hierarchical societies. 

Works in all cultures, though each is 
more receptive to certain strategies. 

 

Table 8: Word-of-Mouth vs. Advertising. (Source: Armelini & Villanueva 2011, p.31) 

 

Consequently, a mind-boggling question for marketers is how much effort and budget should 

be invested in traditional versus digital media. Many of the managers support the idea that the 

traditional media channels have been exhausted, which is why company’s communication and 

advertisement emphasis should move on to the digital environment. In general, the authors 

bring out that although more attention is turned to social media than traditional, the one 

cannot be substituted by the other yet and therefore they should be used simultaneously. 

Digital media would rather be an extension of traditional media in order to capture reach, 
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intimacy and engagement (Armstrong & Kotler, 2015, p.399; Armelini & Villanueva, 2011, 

p.35). All in all, the consumers behave differently and use different media, which leads to the 

need for integrated marketing communication that has to show consistency and align with a 

company’s goals (Rakic & Rakic, 2014, p.191). Not only is it important from a company’s 

point of view, but also the logic mainly goes to the consumer’s side as they can easily spot 

discrepancies that could result in confusion and less persuasive messages. Integrated 

marketing communications need to create synergies and added value over all the channels in a 

way that the company and brand message would be consistent, clear, and compelling 

(Armstrong and Kotler 2015, p.401; De Pelsmacker 2013, p.7). 

As advertising is now much more than just placing ads on radio and TV, the marketers see 

themselves more broadly as brand content managers who have to create, inspire and share the 

right content by any mean to get traction. To that end, marketers often divide the media 

channels into three categories (Corcoran 2009; Armstrong and Kotler 2015, p.400): 

·    Owned media – includes promotional channels owned and controlled by the company, 
e.g. the company’s website, blog, mobile app. 

·    Paid media – includes channels bought by the company including traditional media 
(TV, radio, print, or outdoor) and digital media (such as SEM, SEO, sponsorships, 
mobile ads). 

·    Earned and shared media – not controlled or bought by the company, e.g. Word-Of-
Mouth, buzz, newspapers, TV, viral or shared customer content. 

Having a detailed and structured overview of a company’s channels is needed to establish and 

measure the objectives it wants to achieve through the communication plan. Armstrong and 

Kotler (2015, p.155) bring out three broad categories of objectives: Reach goals, process 

goals, and effectiveness goals. The first, reach goal of communication is to reach the target 

groups in an effective and efficient way (exposure), which demands a clear segmentation and 

profile description as well as a sound understanding of the target segments media behavior. 

Process goals relate to grasping consumer’s attention and that he or she would remember it 

whereas the effectiveness is the culmination of the other two preceding ones and relates to 

long-term sales and market share growth. 

Moreover, the company can use the DAGMAR model (Defining Advertising Goals for 

Measured Advertising Results), which sets apart nine clear gradual steps of a buyer’s 
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purchase process and level of interaction, being in essence a hierarchy-of-effect model (Ibid. 

p.156-165): 
 

1. Category need (that the offering satisfies the basic need); 

2. Brand awareness (associations of some characteristics like logo); 

3. Brand knowledge/comprehension (awareness of its positioning); 

4. Brand attitude (perceived value of a brand among competitors); 

5. Brand purchase intention; 

6. Purchase facilitation (lowering purchase barriers); 

7. Purchase (coupons, price cuts, etc.); 

8. Satisfaction (enhancing WOM); 

9. Brand loyalty. 

In general, a starting company should focus on the first stages of reaching the audience (brand 

awareness, knowledge, attitude) and then creating campaigns that build relationships, whereas 

established companies can choose any of the nine steps according to its specific need. It 

should not be forgotten that the other parts of the marketing mix also affect the consumer’s 

perception of a company’s offering, not only communications. Finally, these objectives 

should always be measurable in order to understand the specific communication’s impact. To 

conclude, the organization’s management should have a critical view on what they want to 

achieve and what kind of media they are using, their advantages and disadvantages depending 

on the company’s field of business and budget. To that end, the main characteristics of 

traditional and digital media were brought forward and how they can complement each other 

in order to achieve an integrated marketing communications plan that would convey a 

persistent and comprehensible message to the potential consumer. 
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5.3 Search Engine Optimization (SEO) 

Search Engine Optimization (SEO) describes the process of tailoring a website to appear early 

in a search engine’s upper organic results when a user carries out a keyword related search 

(Ghose & Yang, 2008, p.18). “Organic” hereby refers to the natural and unpaid placement in 

the search engine results, induced solely by the relevance of the applied search terms.  

In other words, SEO aims at improving the visibility of a website in search engines’ natural 

search results. This is enabled by the clever application of keyword labeling, linkages and 

meta-tags in the website design and is neither magic, nor is it luck, it is knowledge. The 

common term Search Engine Marketing (SEM) on the other hand refers to investments in 

paid or “sponsored” search engine result rankings (Ghose & Yang, 2008, p.19). 

 
 

 

Figure 4: Paid & organic search results in Google’s search engine. (Source: Authors) 
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According to prior research from Gefen & Straub (2000); Enaceanu (2007); Dou et al. (2010), 

search engines nowadays frame a powerful source of accessibility for websites since the vast 

majority of visitors arrive at their target page from a search engine rather than through a direct 

link or an exact domain inquiry. Therefore, SEO adoption offers the opportunity to gain 

competitive advantage by utilizing the great power of search engines (Ahmed et al., 2013, 

p.3).  

Studies show that 90% of search engine users only pay attention to the first two pages, and 

80% of the users only consider the first five pages as relevant (Suchánek, 2008, p.5). This 

shows how crucial search engine result page (SERP) listings are for website traffic and 

highlights the importance of SEO and SEM.  

Search Engine Marketing (SEM) is nowadays considered as one of the most effective online 

marketing vehicles since advertisers are able to reach a very targeted audience with a 

relatively low budget because listings appear solely when a certain keyword is searched for 

(Ghose & Yang, 2008, p.18). Advertisers are in control of a paid search’s message; hence one 

could expect higher conversions originating from paid search results.  

On the other hand, educated users know how to distinguish between paid and natural search 

results. Since educated users value the integrity of organic results though, higher conversion 

rates are coming from them (Ghose & Yang, 2008, p.19). The conversion rate in this context 

is a Key Performance Indicator (KPI) that refers to the level of users who visit a suggested 

website and actually execute the desired action of, e.g. buying a product, registering for a 

membership, subscribing for a newsletter, downloading a certain software, or any other 

activity beyond simple page browsing.  

Without exception, the aforementioned authors find that spending time and budget on SEO is 

worth it because when successfully implemented, it can boost website traffic, reach, brand 

awareness, listing views and pulls new visitors aboard.  

In order to implement a successful SEO strategy, the basic principles offered in the SEO 

Pyramid (figure 5) proposed by seomoz.org will be shown on the next page. 
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Figure 5: The SEO Pyramid. (Source: Rand Fishkin, seomoz.org) 

 

Generally, the major functions of search engines consist of crawling and index building on the 

one side and providing answers to users by calculating relevancy and serving results on the 

other side. Crawling hereby refers to the task of internet bots who systemically browse the 

world wide web for the purpose of web indexing, which then again means to index the 

various existing website contents or the internet as a whole. The SEO Pyramid therefore 

suggests that the cornerstone of a successful SEO strategy for a website is accessible and high 

quality content that will keep page visitors engaged.  

In other words, the product or service offered must deliver a positively perceived user 

experience. According to Google’s Search Engine Optimization Starter Guide, this requires 

useful and unique content, a clean layout, simple navigation, good design, quick page loading 

speed, website responsiveness, avoidance of crawl errors, and a good URL structure. After 

getting a website’s content structure right, meaningful keyword assignment is crucial and can 

be mastered by researching users’ search behavior in order to develop empathy for ones 

audience (https://moz.com/beginners-guide-to-seo). 
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Consciously studying user behavior and large-scale brainstorming for eligible search 

keywords will provide information about which terms and phrases to select for successfully 

reaching a website’s target users. The identified keywords then also need to be considered in 

the website’s header, tags, Meta titles, and page description. Working with different anchor 

texts is advisable and internal linking should be performed correctly in order to achieve best 

targeting results. The anchor text hereby is the visible characters that hyperlinks display when 

linking to another document or location on the web which search engines use to help 

determine the subject matter of a certain link. 

After completing the first two stages of the SEO pyramid and thereby having laid a solid 

foundation for greater visibility in search engines, the pyramid suggests meaningful link 

building with scalable and content-based link strategies. External links from credible sources 

back to the respective website boost page visibility in search engines and are therefore a 

useful SEO measure. This can happen via article marketing, blog posts, press release 

submissions and reciprocal agreements, but also in the form of paid fake linkages that are 

sorted out by search engines if recognized though (Sandberg, 2013).  

The top level of the SEO pyramid describes the social channel engagement opportunities that 

can be utilized to optimize a website’s visibility in search engine inquiries. Being actively 

engaged on big social platforms like Twitter, Facebook, LinkedIn, Google+, etc. can direct 

further attention to websites and is nowadays an almost inevitable measure for gaining 

presence (http://coraclemarketing.com/seo-pyramid). The implications these findings carry 

and the practical application of SEO and eventual SEM measures for the particular case of the 

“study-scope” solution will be discussed later in the analysis part of this work. 
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PART TWO: CASE INTRODUCTION AND ANALYSIS 
	

6.1 Problem Statement 

University studies, language schools, voluntary activities, internships and jobs have taken us 

as authors of this work to many different places around the globe. It did not take long to 

realize that wherever these new challenges occurred, the same problems and needs seemed to 

emerge for ourselves, fellow students, colleagues and friends: How do I find a place to live? 

Where can I find affordable furniture to equip my new home? Where do I buy the required 

academic books, course material, or scripts? Where should I go for a nice meal in my new 

neighborhood without spending too much? Where could I get a cheap bike in the most and 

how can I get rid of all these things once I leave this place again? Where can I get a student 

job or an internship and how do I get from A to B in the most convenient way? All of these 

are common issues that young people and especially university students like the authors of 

this work struggled with when they took the decision to go for a new journey in a foreign 

location or when having taken the decision to move out of their parent’s home. 

Let’s take the market for finding accommodation in Copenhagen as an example. With 

approximately 1000 new habitants per month, the competition to find a room or an apartment 

is fierce. Students must find, subscribe and browse through multiple Facebook groups and 

various websites that are often untrustworthy, inconvenient, or useless. Among others, the 

authors of this work have themselves been in that situation many times and the problem 

seems to be omnipresent in cities that can be considered as student hotspots. The same needs 

and the current procedures to solve these are analogously projected into the product and 

service categories that were mentioned above.  

Moreover, the time and effort it takes to first locate useful sources that differ from country to 

country is inappropriate and inefficient for the technical possibilities and today’s market 

potential. Many sites are only operating on one local market, meaning users cannot refer to 

the same portals in other countries and need to learn how to operate new sites that might in 

some countries not even be available in English. Current solutions are mostly outdated and 

unsatisfactory in terms of user friendliness. Being tired of these ever-reoccurring difficulties, 

this project aims to create a more user-friendly and unified solution. Undoubtedly, it has been 

thought of and tried before, but this team shares the opinion that with a sound business model, 

the potential of this endeavor is real and time is ripe. 
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6.2 The Solution: “Study-scope.com” 

What if there was a global one-stop-shop that in terms of functionality, user-friendliness and 

design outstandingly satisfies a variety of common student and intern needs on just one single 

website. Students and interns – wherever they go – could have one convenient and reliable 

website to turn to in order to solve the frequent headache people commonly face when 

coming to a new city or simply when in need to sell, buy, or share study-related things. 

The objective of this work therefore is to bring this one-stop-shop solution into being by 

creating a global, online platform specifically targeted mainly towards students and interns 

where they can find, buy and sell goods and services within a number of selected categories 

that are relevant for them. By offering this solution, the “study-scope” team aims at 

simplifying the marketplace’s target groups’ lives around the world. After extensive research, 

the team decided to distinguish and group the most important products and services potential 

users typically require into the following seven categories: 
 

1. Accommodation   

2. Furniture   

3. Bikes   

4. Academic literature/scripts   

5. Rating & advisory function for local restaurants, bars, clubs, shops   

6. Carpooling   

7. Jobs & Career   

By working within these categories, the team hopes that customers will find it easy and 

comfortable to navigate and that the marketplace will provide search results with high 

relevance to the end-user. Importantly, this solution is not limited to the use by students and 

interns although in order to ensure attractiveness of the site, the target segment of students and 

interns will define what is offered. By tailoring the solution this way, the team hopes to be 

seen as a clear niche player where its target customer sees the advantage of choosing us over 

other sporadic portals that lack the global reach, abundance of choice, ease of use, and critical 

mass. 
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7. Innovation at “study-scope” 

Study-scope’s innovation lies in the modular business environment that allows the founders to 

combine already existing solutions in a new value proposition. The approach to facilitate 

online trade of secondhand valuables (housing, furniture, bicycles, literature) and to connect 

advertisers with people in need for their services (carpooling, jobs) or to provide a platform 

for recommendations (hotspots) is by no means something that is radically new in the digital 

sphere. Several providers were specializing in some of these categories before, but the authors 

could not identify a provider who categorically chose to settle all common needs of young 

academics.  

Study-scope specifically targets young academics and incorporates solutions to various 

typical problems this target segment faces. Besides providing own solutions to these 

problems, the marketplace further extracts relevant offers from other existing providers to 

expand the ring of keys. 

By building on existing knowledge and without disrupting prior solutions, this marketplace 

yields value-adding novelties that could then finally be materialized in competence-enhancing 

and positive change. Therefore, the innovation in the case of study-scope – after the given 

definitions elaborated in the theoretical part of this work – can be regarded as a form of 

incremental innovation. 

Since the study-scope concept is altering the way in which the solution creating components 

are linked together and how they interact while leaving the core design concepts more or less 

unchanged, traits of architectural innovation can as well be observed. The case marketplace is 

combining several existing solutions for the creation of a new architecture while providing 

additional input in the form of own offerings within relevant categories on top. To be precise, 

one could also speak of component (or modular) innovation attributes in this case since study-

scope is not only putting together a new overall architecture, but also introduces new 

components into the system. These components are the internal study-scope marketplace 

offerings within the seven planned categories that would also work as a self-contained system 

without including external offerings. 
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8. Applying VISOR to study-scope’s Business Model 

In the following part of the work, the authors are going to present and analyze the business 

model of the study-scope e-business by using the VISOR framework proposed by El Sawy & 

Pereira (2013) that has been viewed in detail in the foregoing chapter. This will be followed 

by a presentation of a suitable marketing strategy. Finally, a SWOT analysis is brought out to 

identify further internal and external factors that are favorable or unfavorable for the success 

of the business idea. 

It needs to be noted that the business aims at serving two different kinds of customers which 

will be distinguished as follows: On the one hand, customers are targeted that are not charged 

for using the services of allocating and advertising products/services within the defined 

categories on the website and the mobile app version. These will be referred to as customers 

or users in the course of this work since they are the ones who are actively using the offered 

solution at an operational level. These users are the lifeblood of the venture and all the 

services in the basic version will be free of charge for them.  

On the other hand, we are targeting partner websites and local businesses that can also 

advertise their products and services on the study-scope marketplace via affiliate marketing 

and therefore charge them accordingly. This paying customer segment will be referred to as 

business customers or partners in the course of this work. 

As suggested in the VISOR framework by El Sawy & Pereira (2013), the business model will 

be divided into five main variables (Value Proposition, Interface, Service Platform, 

Organizing Model, Revenue Model) – each of them carrying several descriptors that will be 

worked with to create a comprehensive and competitive E-business. 

 

8.1 Value Proposition (2) 

Compelling. The study-scope marketplace generates quantitative as well as qualitative value 

for users in several ways. From a quantitative point of view, the solution enables users to 

browse for items and services that are typically relevant for students and interns, completely 

free of charge and in an efficient time and effort-saving manner. Normally, people in need for 

offerings or possibilities to sell their own things in more than one of the selected categories 
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would need to visit and browse through a number of different websites to complete their 

shopping cart or the other way around, empty their own apartments again. study-scope allows 

its users to save time and money by providing them with a convenient one-stop-shop solution 

and affordable offerings from other users that live in the same neighborhood or products 

delivered directly to their door by one of the marketplaces’ business partners. The platform 

aims at connecting buyers and sellers of second hand value items who have similar needs and 

similar backgrounds, which will allow cheap prices and room for individual negotiation 

between the two parties. Since study-scope is not the direct provider of the goods and services 

traded on the platform, the cheap prices are not originating from cost-savings in terms of input 

quality. According to market research in the form of focus groups and questionnaires the 

founding team has been sending out to test demand and gather ideas for the study-scope 

solution, the following statistics about common personal needs and supplies users would be 

interested in when moving to a new place could be revealed: 

Category: Selected by: 

Accommodation 90% 

Jobs 72% 

Activities/Hot Spots For Leisure Time 69% 

Home interior (furniture, electronics, etc.) 65% 

Bicycles 54% 

Rideshares 41% 

Academic Literature 39% 

Clothes 22% 

Table 9: Market research results of experienced 

needs among target segment. (Source: Authors) 
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The planned verticals of accommodation, home interior, bicycles, literature, leisure time 

activities, rideshares, and jobs have been confirmed while the clothing category does not seem 

to display a common need for the target segment and will therefore not be implemented in the 

prototype. The founding team further learned that 67% of the respondents used 3-5 different 

sources to cover these demands while 21% were even using 6-8 different sources to settle 

their needs and only 8% were able to get all their needs in place when using only 1-2 sources. 

The vast majority further claimed that the process of having to use several different sources is 

annoying, time-consuming and sometimes even difficult. These numbers seem to confirm the 

idea of the founding team that the solution that is offered with this one-stop second hand 

solution has the potential to gain popularity among the target segment. Overall, 94% of the 

respondents indicated that they would appreciate and use the combined one-stop approach the 

study-scope solution offers. 

Looking at the study-scope value proposition from a qualitative perspective, convenience, 

usability and the user experience as a whole are further primary concerns. 51% of the 

respondents voted the abundance of choice as their most important indicator when choosing a 

provider which will be ensured by combining several existing providers and another 69% 

voted for user friendliness and design as being their most important aspect. The study-scope 

design approach where ease of use and an intuitive interface put the user in the first place will 

be touched in more detail in the corresponding interface section of this work. Study-scope 

will be accessible in the form of a website as well as free mobile app version to download for 

IOS and Android which according to statistics (statista.de) are the two most commonly used 

operating systems for mobile devices. Furthermore, 76% of the respondents indicated that 

they would like to be able to access the study-scope marketplace on their laptop as well as on 

mobile devices like tablets and mobile phones, while only 15% responded that they would use 

the website on their computer only.   

A “proximity” or “radius” search function that shows products/services from users in close-by 

areas enables face-to-face meetings, pre-sale inspection, personal collection and safe and 

convenient cash transactions. Besides the radius search, the study-scope marketplace offers 

various other customization options. Users themselves are allowed to choose which partner 

portals they want to have included into their individual search requests and a number of other 
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relevant search refining features exist that differ from category to category to ensure high 

quality search results. 

Cohort. The founding team made use of several methods in order to test potential demand for 

the study-scope marketplace. After speaking to a lot of friends and family members who have 

been introduced with the idea and receiving a lot of positive energy in return, a landing page 

(see illustration 1) was crafted that gave a short introduction of the services study-scope 

would be offering. This landing page aimed at collecting email addresses of people who are 

interested in becoming test users of the beta version as soon as it is launched. We assume this 

name might change again during the course of the events though since the word “final” is 

always relative in the process of getting a startup going. 

 

Illustration 1: Landing page; Beta version. (Source: Authors) 
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A link to this landing page together with a short explanation of what is trying to be done here 

was then advertised in several student groups on Facebook in Germany and Denmark. The 

feedback and email sign-ups were astonishing and within only two weeks, 486 email 

addresses from 4319 viewers in Germany and 198 email addresses from 1081 viewers in 

Denmark were collected who would like to get notified as soon as the beta version is 

available. This accounts for a conversion rate of 18.32% in Denmark and 11.25% in 

Germany. At first glance, these conversion rate percentages might not seem incredibly high, 

but just randomly leaving email addresses somewhere to join a pool of testers is something 

that is not very likely even if the product sounds interesting. Additionally the email signup 

even had to be confirmed via a confirmation email afterwards before it counted as real 

conversion, which further highlights the participants’ determination. Therefore the total 

number of over 5000 page visitors who clicked on the link of the landing page although 

finally not leaving their email address should be appreciated and expresses positive 

significance which encouraged the team to move on with their idea. 

As mentioned earlier, the founding team further organized several focus groups and engaged 

more than 220 academics to fill out questionnaires to test demand and collect ideas for the 

implementation of the planned marketplace. The results showed that it is common practice 

among the target segment to refer to the World Wide Web when searching for products and 

services of the categories the study-scope marketplace would offer. The majority of the 

participants currently uses or was using specialized portals and websites to find the things 

they need when going through a study-related relocation process or while being in their 

studies in general. According to the respondents, physical shops seem to play only a minor 

role, while social media e.g. Facebook also displays a steady helper to get their needs settled. 

This implicates that the study-scope marketplace would by no means display completely new 

territory that requires educating users since potential users are already accustomed to move 

around in the online shopping sphere. The studies have further shown that 30% of the 

respondents buy or sell online more than once a month, 25% do it once a month and 27% at 

least once in three months. When having been asked how they would feel about buying or 

selling second hand goods online, 32% indicated that this goes without any concerns and is 

common practice for them. 48% answered they sell or buy second hand goods sometimes and 

only 20% replied that they generally do not like the thought of buying and selling second 

hand items. 
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Complementarity. To outline the complementarity potential of the study-scope marketplace, 

first some statistical data will be brought forward that is relevant for enabling the services the 

marketplace would offer. On this planet, in the year 2016 approximately 3,424,971,237 

people are actively using the World Wide Web, which accounts for approximately 46.1% of 

the world population and a clear upward trend is to be expected (statista.com). Germany as 

the first target country where the platform is planned to be launched currently has 71,016,605 

Internet users, which accounts for an 88% market penetration and is ranked high when put in 

comparison to other countries around the world (internetlivestats.com). Accessing the Internet 

with mobile devices like smartphones and tablets has increased heavily within the last years 

and according to a forecast from statista.com worldwide mobile data traffic will almost 

quintuple from 2016 to 2020. The leading smartphone operating system in Germany as well 

as in the rest of the world is Android, followed by Apple’s iOS (statista.com). Therefore the 

study-scope marketplace will be available for these two operating systems to enhance users’ 

mobile devices. Germany ranks 1st place in Europe when it comes to private people selling 

things online with 37% of its population having sold something online and more than 73% 

having bought something online in the year 2015 (source: statista.com).  

All of the above-mentioned statistics have grown heavily over the last years and further 

upward trends are expected. Study-scope will help users to further utilize the World Wide 

Web and the devices they use to access it. If users were using partner sites like amazon and 

eBay already, study-scope will improve these providers’ services by aggregating their search 

results, enriching them with own offers and integrating other providers who users would have 

missed out otherwise. In other words, the study-scope solution accentuates and improves 

products and services that potential users are currently using by expanding their search reach 

and enlarging the pool of offerings, while simultaneously increasing user friendliness and 

search efficiency. 

Co-creatibility. In the case of the study-scope marketplace, co-creatibility possibilities will 

play a rather tangential role since the website and the mobile app version will appear as 

finished products that in broader sense cannot individually be altered by users. Users will only 

be able to adjust the product functions in so far that it can be chosen which partner websites a 

user wants to have included in a particular search request within a product or service category. 

This means that users can exclude offers from e.g. eBay if they want to and only integrate 
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offers that are directly from study-scope and amazon as an example. Besides that, users can 

activate or deactivate the radius search which only searches for offerings within the same area 

and have plenty more search filter functions varying from price range to other more product 

specific filter functions. 

To collect and leverage ideas and feedback from users and customers though, there will be a 

forum and email feedback address to provide suggestions for co-creation possibilities. 

Suggestions will first have to go through the study-scope team, but after all can only be 

implemented by the creators of the marketplace themselves. User and customer feedback is 

very welcome and highly appreciated though and will be encouraged especially in the beta 

version to create a product with features that users honestly value. 

 

8.2 Interface (2) 

Functionality. Study-scope.com will offer the possibility to interact with a range of service 

platforms while aiming to set high standards when it comes to interface and ease of use. The 

study-scope marketplace combines seven product and service categories (accommodation, 

furniture, bikes, literature, hotspot ratings, ridesharing, jobs) to provide users with a great 

range of offerings. User will be able to choose their location when they enter the main page 

on the website (illustration 2) or on the mobile app version (illustration 3). Afterwards they 

will automatically be asked to select the product or service category they want to browse 

through or post offerings in. Each category requires different search mask options, hence each 

category will offer a customized search mask for more personalized search requests. In 

practice, this means that while being able to e.g. choose between arm, kitchen, office chair, or 

couch in the given search mask of the furniture category, the bicycle category again requires 

other search mask options, such as e.g. mountain, Dutch, folding bike, etc. to choose from (for 

an example see illustration 7). 
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Illustration 2: Main page desktop version. (Source: Authors) 

 

 

Illustration 3: Main page mobile app version. (Source: Authors) 

Users will be able to directly contact other study-scope users for product/service enquiries or 

related questions of any kind that are likely to come up. The messaging folder can be accessed 
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in the right upper corner in the desktop version’s main page (see illustration 2) and one the 

left bottom corner in the mobile version’s main page (see illustration 3). Once accessed, the 

messaging folder dates and sorts user messages by their product or service category, labels 

them accordingly with the respective category icon and provides profile information from the 

user on the other side of the platform (see illustration 4). 

 

 

Illustration 4: Messaging Folder mobile app version. (Source: Authors) 

 

Besides that, users can bookmark products and services that appear relevant or require a more 

detailed inspection. These bookmarks can be sorted by category in the respective interface 

color and are marked with a category icon plus the most important product or service 

information (see illustration 5). 
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Illustration 5: Bookmark folder. (Source: Authors) 

Since this online marketplace, besides from connecting internal buyers and sellers, also 

aggregates offers from numerous partner service platforms, the offering range will be broad 

and transactions led by partner portals are just a click away. The partner service platforms can 

be included in the search request depending on personal preferences and then be selected one 

by one in the website or mobile app interface (see example in illustration 6). Thereby users 

can define their search focus themselves and are not distracted by search results from 

providers they do not want to be confronted with at first place. 

 
Illustration 6: Search mask example, selecting the search pool; Category: Furniture. 

(Source: Authors) 
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Special attention will be paid to functionality and ease of use in terms of interface and 

transaction handling processes of the partner service platforms that study-scope aims to 

collaborate with in order to ensure comfortable handling, even when being transferred to one 

of the marketplace’s partners. 

Communication in relation to products and services that were not directly bought on the 

study-scope marketplace but on partner platforms where study-scope only acts as broker 

remains to the partners themselves and will be transacted independently by them. More about 

targeted partnerships and range of these connected service platforms will be brought forward 

later in the respective Organizing Model component section. 

 

 
Illustration 7: Different category search masks. (Source: Authors) 
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Form factor. The study-scope website and mobile application aim to achieve high standards 

in terms of user experience and design. The design is kept simple yet appealing that would 

engage the users. This does not necessarily imply high costs for designers and developers 

since a designer and a developer are part of the founding team. When the team worked out the 

current design blueprints, the goal was to use symbols (illustration 8) and design schemes the 

user could immediately interpret and understand.  

Bringing in a new and modern design approach without moving too far away from what 

Internet users have become accustomed to over the last years aims at bringing forward already 

enlightened users where only little additional user knowledge needs to be obtained. Guiding 

the user to the finish line as quick and convenient as possible by ensuring as few necessary 

clicks and subpages as possible is a crucial path the founding team anticipates to follow. 

Every product and service category the study-scope solution offers has its own interface color 

and icon to clearly highlight where a user is navigating at the moment.  

The team used wireframes as design base in order to test and verify functional attributes of the 

mobile app and website version. These architectural first drafts or wireframes are a schematic 

version of digital processes and had great influence to think through usability factors and the 

interrelated customer journey. The so far elaborated website and mobile app designs are not to 

be understood as definite versions though since changes should always be expected when 

theory is put into practice.  

The study-scope design team is eager to learn from practical experience as soon as the 

marketplace is launched and further user feedback is available to prove real life concepts, 

eliminate errors and modify features wherever necessary.  

The study-scope logo in the form of a big telescope (illustration 9) to spot whatever is needed 

is a personal creation while the icons of the current design and prototype were rented. 

 

 

 

 



	 	 69	

 

 

                

Illustration 8: Icons                     Illustration 9: Logo & colors         

 

 

 
Illustration 10: Website version of shop design interface: Bicycles. (Source: Authors) 
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Illustration 11. Website version of shop design interface: Housing. (Source: Authors) 

 

 
Illustration 12: Shop design interface examples, mobile app version. (Source: Authors) 
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Fluidity. Users who want to browse through the study-scope marketplace for products or 

services can do so for free and without creating a personal account. However, in order to get 

in contact with the selling party for goods or services listed directly on the study-scope 

marketplace, the interested buyer needs to create an account. On the other hand, products and 

services that are not directly offered by study-scope users, but stem from a partner website 

that was included in the search request, can be accessed without creating a user account on the 

study-scope platform. In case a user does not own an account of a certain partner website he 

or she wants to purchase from, an account will also have to be created there. 

In case someone wants to advertise a product or service for sale on the study-scope 

marketplace, a free of charge user account has to be created. This can be done within seconds 

by using a simple Social Login function of a Facebook or LinkedIn account (see illustration 

13). Social Logins use existing login information from a user’s social networking service 

instead of creating separate login accounts for every website. In short, simplifying the login 

process for the end user while providing demographic user information on top. 

 

 

Illustration 13: Social Login. (Source: Authors) 

Additionally, if a user does not have one of these two social network accounts or does not 

want to be signed up with them, he or she can choose to create a new profile at study-scope 

where personal data like email, user name, and location will be asked for (see illustration 14). 

When user accounts are created through Social Login, relevant user data and profile picture 

will be extracted from the respective social network account. 
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Illustration 14: Creating a personalized user account without social Login function.  
(Source: Authors) 

 

Forgiveness. The study-scope solution aims at facilitating users’ relocation processes. The 

same approach of making something easier and offering support should be transferred to the 

architecture and functionality of this online marketplace. The founding team therefore tries to 

comfort users wherever possible, follows a user-centered design approach and is eager to 

move upwards the learning curve as fast as possible by learning directly from platform users. 

After having carried out several focus groups, the team learned that users appreciate fluid 

responsiveness of the mobile version when accessing study-scope through the mobile device 

browser. Mobile responsive design hereby refers to the approach of crafting websites in a way 

that allows optimal viewing and interaction experience on multiple devices that come in 

different sizes.   

Another aspect that focus group participants valued were quick page loading times which the 

founding team will take into account when crafting the marketplace. Furthermore, the website 

and mobile app aims to direct the user to the finish line as smooth as possible and will 

promote user feedback by setting up a feedback button to improve learning and forgiveness 

processes wherever possible. 
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8.3 Service Platform (2) 

Architecture & Agnosticity. Agnosticity is interrelated to the architecture as they both 

describe the technology that enables to bring the service to the market. For easier 

comprehension and conformity, the authors decided to combine the two descriptors under one 

chapter. 

To begin with, the study-scope architecture can be regarded as a website and mobile 

application that connects users and advertisers. In the following chapter, both of these areas 

will be discussed by focusing on the software that enables to bring the service online. Worth 

to notion, the API’s are the centerpiece of creating the study-scope platform and allow 

bringing a new value proposition to market. 

Website development: 

The most economical way to build a website is to have control over all aspects including 

domain name, host server, and the files that draw up the website. To get a website online, two 

things are needed: 

·       Domain name (www. study-scope.com), 

·       and hosting, a service connecting the site to the internet (such as Bluehost). 

Thirdly, it is necessary to build a website, which nowadays seems much easier than some 

years ago. Little if any coding is necessary when you choose a capable website building 

platform, also known as a content management system (CMS). Currently the ones with the 

biggest market shares are Wordpress (68%), Joomla (11%), and Drupal (8%). 

(Opensourcecms.com 2016). Wordpress is by far the most popular because of its ease of use 

and millions of plugins that enhance the experience and possibilities of adding features. 

Drupal can be considered the most complex one that demands the most coding capabilities, 

whereas Joomla is regarded as somewhere in between of Drupal and Wordpress. All in all, 

Wordpress is used by small and big companies (Facebook, Microsoft, eBay, Mozilla, etc.), 

and has a vibrant community. 
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The software and plugins behind building study-scope website are: 

• Wordpress: an Open Source website creation tool that has thousands of contributors 

over the world and is totally free (Wordpress 2016). It is a backend software that can 

power any type of website, including an ecommerce one. Wordpress gives a total 

control over a website eliminating fees that other platforms would demand, such as 

Shopify or BigCommerce. Additionally, it suits well for starting businesses that do not 

own payment systems yet (Shivarweb 2016). 

• WooCommerce plugin: Ecommerce functionality can be added by a popular freemium 

plugin (plugin is an extension to increase Wordpress’ capabilities). It gives three 

components that make the website an ecommerce one: Product pages, shopping cart, 

and the checkout process (Ibid.). 

• Yoast SEO plugin: Known as the most popular search engine optimization plugin for 

Wordpress. The Yoast SEO plugin allows to optimize post titles and Meta description 

by using a snippet editor functionality that shows how the website would look like in a 

Google search request. Title, slug, and Meta description can be edited until reaching 

the desired form. Furthermore, this plugin automatically tests important areas of 

study-scope’s page content for the usage of focus keywords. Apart from testing SEO 

friendliness, the Yoast plugin is able to undertake a content analysis by analyzing the 

readability of the website in regard to sentence length, paragraphs, sub headings, etc. 

The plugin further contains a permanent URL cleaner that makes sure that no 

unwanted variables appear at the end of a study-scope URL and the head sections stay 

as clean as possible. As a freemium model, most of its necessary features are for free, 

whereas the premium ones apply for bigger companies and later stages of the startup. 

Following the aforementioned lean approach when bringing this project to market and 

to test its feasibility before scaling up, the IT developer of the founding team will 

make use of this SEO tool until the marketplace has reached a considerable weight and 

more precision work with heavier financial investments is required. 

• Parse.com: An open source free backend service to provide tools for mobile app 

developers allowing them to store data in the cloud, manage identity log-ins, push 

notifications, and run custom code. The firm provides service for up to 50.000 users, 

which is estimated by founders as enough for a minimal viable product. In the future, 

if the concept proves to be successful, there are more powerful services available. 
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The aforementioned software is mostly built on open standards meaning that (1) it’s 

accessible for everybody and for free. Open sourced technology also means that (2) no 

company or individual can take it down at some point, which would mean that a company 

using open source software can be sure that its website and work is not gone in an instant (e.g. 

in the event of a bankruptcy). In addition, open source is (3) future-proof in the sense that if 

there’s a strong developer base backing certain software, then it has constant support and one 

can be sure that it’s continuously up to date. The chosen software for study-scope are 

currently among the most popular ones giving the company the underlying benefits that come 

from building its website on open standards and well-known software. 

Mobile application development: 

Focusing on the mobile application side of development, then mobile platforms are evolving 

rapidly based on sensor information, Web, and cloud services. This means that there are more 

possibilities that mobiles can offer to their owners and that the user experience gets richer 

over time. In general, mobile applications can be native, web based, or hybrid, which is a 

combination of the first two. Native applications are built on technologies that are operation 

system-specific (Java for Google Android, Swift for Apple iOs, etc.), and that can be 

downloaded from the official platform’s app store (e.g. Google Play for Google). At present, 

they offer rich user experience and direct access to the onboard hardware and software, which 

makes their performance better than web based apps‘. However, native apps are resource 

consuming for companies as they need to be developed and upgraded separately depending on 

the platforms used. (Xanthopoulos and Xinogalos 2015; p.1). Shortly put, a company needs a 

specialist for iOS, Android, etc. Moreover, they need to meet certain requirements and be 

approved by e.g. Google or Apple. Web based (HTML) mobile applications are basically web 

sites optimized for mobile apps. They are built by using HTML, CSS, and Java. They aim for 

cross-platform compatibility and unlike native apps they don’t need to be updated. Therefore, 

web apps save time, money, and effort. (Xanthopoulos and Xinogalos 2015; p.1-2). On the 

downside, they don’t offer as great user interface or experience as native apps do, but their 

capabilities and performance are rising. 

Based on the aforementioned, it would be cost-efficient for study-scope to opt for HTML 

mobile apps. Nevertheless, user experience is an extremely important factor in retaining users 

and offering them the best service. Consequently, study-scope’s strategy is to create two 
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native apps for Android and iOS phones, as those are currently the most popular ones among 

users (around 97% of all OS-s). At present, the software/tools necessary for development are: 

• Android SDK/Android Studio for Android phones – Android is the operating system 

owned by Google and is the leading mobile platform. It is an open source platform 

used by the vast majority of mobile phone producers (Samsung, HTC, Sony, etc.) and 

developers. Nevertheless, there is a fee for uploading applications to Google Play for 

distribution purposes. The programming language of Android is in general Java. 

• Xcode for iOS phones – iOS is the mobile operating system created by Apple Inc. It 

differs from Android by having a more proprietary OS that is only available for its 

own devices. This limits the use by other mobile producers and developers, although 

by the end of 2016 Apple plans to open up its development ecosystem to other mobile 

carriers. Additionally, the applications can only be downloaded through the App store. 

The latest programming language for iOS is Swift. 

However, it is costly for a startup to develop two native mobile application at the same time 

as well as it would be wise to go up the learning curve one platform at a time. Android is 

currently holding the majority of the market share and has a growing number of users and 

developers, which is why study-scope‘s strategy is to first concentrate on developing the 

Android application. 

API’s: 

It has been brought out several times that a great deal of today’s digital businesses are 

powered by mashing up smaller services from different companies. Study-scope uses various 

existing API’s to lower costs of developing and maintaining its own software that are brought 

out in the following table and more precisely in the appendix. 

It can be seen that the study-scope platform has ecommerce API’s to drive revenues from 

affiliate marketing. Additionally, it has several social media API’s mainly with the purpose of 

marketing communications that will be further discussed in the Integrated Marketing 

Communications chapter. Finally, the platform incorporates maps to offer better user 

experience, and basic analytics to examine the data. 
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Category API Category API 

Analytics Google Analytics Social Media Facebook 

Ecommerce eBay Social Media LinkedIn 

Ecommerce Amazon Product Advertising API Social Media Google+ 

Ecommerce Amazon Marketplace Web Service API Social Media Instagram 

Mapping Google Maps Social Media Twitter 

Table 10: Study-scope’s API’s. (Source: Authors) 

All in all, study-scope opts for open standards for building its platform. It is cost-efficient and 

gives the company full control over web development and content. Additionally, open 

standards offer benefits like free access and constant up to date development by its large 

developer base. Proprietary technologies and ecosystems are used for mobile application 

development, because native apps still offer great user experience that is important getting 

and keeping customers onboard. Finally, study-scope chooses to take full advantage of 

modularized digital environment by combining different API’s to support its value 

proposition and bring the service to the market.   

Acquisition. In order to bring a service to the market, it is crucial for a digital company to 

choose the right enabling software and hardware. Acquisition refers to whether founders opt 

for existing technology infrastructures, or build them on their own. 

Firstly, it was brought out in the introduction that the digital business environment is 

changing rapidly and there are growing numbers of specialized services that allow companies 

to bundle together new value propositions. In the current market and technological situation, 

study-scope does not need to build complicated solutions on its own, but rather needs the 

integrating competences (Christensen 2006, p.1) to code them together in a working bundle. 

Although this process is a time-consuming and challenging task, it would be even more work 

without already existing infrastructures and specialized companies. 
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Furthermore, the founders have chosen agile methods to make progress with the venture. In 

essence, this means that as little resources as possible are used to bring a minimal viable 

product to the market, and move fast in making corrections. This approach is inherently 

suggesting to piggy-back on existing solutions because it allows the company to concentrate 

on improving the value proposition and to create something “new”, instead of spending time 

on re-creating software that already exists. It also allows study-scope to quickly change the 

software if it does not fit with the bundle, or in case it needs to be exchanged with a more 

capable one. For example, when the free software is not supporting a scalable version. 

Access. This descriptor focuses on who can access study-scope service and whether it’s a 

walled or an open garden. Study-scope has chosen a totally open garden approach, which will 

be further elaborated on. To begin with, giving free or limited access depends highly on the 

sector a company works in, and the community it addresses. Study-scope‘s main target group 

involves students, expats, and interns, who are generally price sensitive. In this case, an 

inherent logic would say that the cheaper and easier the access to study-scope’s service, the 

more potential users find it attractive. This price sensitivity hypothesis was also backed by the 

conducted marketing research of both focus groups and online questionnaires (56,6% would 

not pay for it) concluding that a majority wouldn’t pay for the service. Free access is 

important to draw in new users, especially in this niche. Moreover, study-scope’s approach is 

to attract as many users as possible to create more content on the website, and traffic for the 

advertisers. To that end, the founders target a niche market, but don’t wall off other potential 

users who are in need for the same services as the main target group. 

Finally, it was brought out in the theory line that an underlying factor of making a successful 

platform is the network effect, i.e. the service attracts more users as it becomes more popular 

and valuable. Study-scope aims for one-sided network effects because the chosen business 

model structure already involves the initial supply side of product offerings through affiliate 

marketing. Study-scope’s value increases with its user numbers.  

Interestingly, the conducted survey suggests that many people would consider paying for the 

service (nearly 45%). Some of the suggestions included that the service would have to be very 

user friendly, unique, and has a good value to price ratio. This can be very valuable 

information for further marketing researches when the founders want to move on from 
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receiving revenues only through affiliate marketing. The authors believe that for achieving 

network effects and critical mass, it first has to attract the audience through free access. 

 

8.4 Organizing Model (2) 

Processes. In order to bring the service to the market, a company needs to map out its core 

processes. Study-scope is a digital company aimed at taking full advantage of current 

possibilities to digitize processes, and as brought out in the previous paragraphs, to use 

existing solutions in order to bring down costs. On the one hand, study-scope relies on using 

already existing solutions and infrastructures meaning that it doesn’t have to maintain and 

continuously develop them. As brought out in the service platform part, then API’s allow to 

automate a great deal of processes from real-time affiliate marketing product listings to 

creating handy checkout processes, and automatic appearance of products on map application. 

Moreover, study-scope as an affiliate drives down costs in some processes that big 

ecommerce sites excel in, such as eBay and Amazon. They include logistics, payment 

handling, and a great deal of database management. In these aspects, study-scope freerides on 

the ecommerce giants’ operational processes, it doesn’t need to deal with the stock situation 

and returned items, therefore minimizing customer support and other related costs. On the 

other hand, study-scope needs to build processes that enable the customers to easily list their 

own products on the marketplace and in other categories. 

Additionally, it was mentioned in the theoretical part that user experience and end-to-end 

processes are necessary to capture attention and customers. Study-scope drives revenues 

through affiliate marketing, for what the potential customers have to go through Amazon or 

eBay website, and have separate user accounts to that end. The founders realize that this 

might not be the best user experience for those who don’t have already existing accounts. 

Then again, this issue would be solved after first use and would be an incentive for more 

convenient users to opt for study-scope’s own marketplace. One of the “processes” is 

maintaining the places and activities section. The founders decided to initially incorporate it 

as a blog that would drive further traffic on the website (meaning that a person per city would 

be employed that would create this content). A more resource demanding option would be to 

create an interactive map, which would need to be developed and continuously updated. It 
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could be combined from applications like Yelp and Google reviews, or created by adding 

reviews from students themselves, thereby creating more unique content. Additionally, study-

scope needs to have a sound plan and tools for analytics. An online marketplace has to 

analyze its customer behavior and expectations in order to understand what they like, what 

they don’t they like, and when do they leave the page. Hereof, digital tools like Google 

Analytics are important to find patterns, as well as asking feedback directly from users. 

To conclude, study-scope opts for a cost-efficient approach by eliminating resource 

demanding business functions and using API’s for integrating existing solutions to its 

offering. The company still has to maintain accommodation and job offering listings as well 

as maintain the places and activities section. Moreover, it was brought out in the theoretical 

part that easily comprehensible end-to-end customer processes are preferred - currently the 

customers need to have either an eBay and/or Amazon account to go through the affiliate 

shopping, therefore the platform is not offering the best user experience. 

Partnerships and Pooling. In order to turn study-scope into a commercial success, there is an 

underlying necessity to build fruitful partnerships in the e-business ecosystem and target 

market. The case company’s approach targets low start-up investments, which leads to having 

only core capabilities in-house and all the other complementary assets would be outsourced. 

Additionally, there is no need for strategic alliances or other variations of pooling because the 

company isn’t creating knowledge-intensive solutions across different fields of expertise that 

surpass the capabilities of the founding team in the initial phase. In essence, the company 

needs to deal with three things – building and maintaining the IT-solutions, tapping into 

different promotion channels to attract more customers, and creating partnerships or contracts 

with the advertisers and ecommerce companies. The founders decided to keep the IT-related 

matters internal (the website and mobile application development), whereas the other 

necessary resources would be tapped from the existing ecosystem. The promotion strategy 

itself will be introduced in the Marketing Strategy chapter, but there are various necessary 

partners to meet the targets. From one side, universities, student organizations or expat 

communities (such as Erasmus Network), hold great potential for marketing channel 

purposes. The size, formality, and activeness of these organizations differ greatly, which is 

why there is no standard approach to evaluate these partnership possibilities as a whole. 
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Partnerships with the student or expat organizations are not formal, but can be exclusive. The 

durability depends largely on the value they see in the company. On the other hand, 

universities as institutions demand a more formal approach, but could be seen more exclusive 

and beneficial for the company image as a trusted and legitimate partner. 

When moving on to the affiliate marketing partnerships, it is important to choose the right 

ones. In this industry, there are basically three parties: the advertiser, the publisher, and the 

consumer. As an example, the first one could be here eBay with original advertisers, the 

publisher would be study-scope promoting eBay’s offerings in a more targeted way, and the 

consumer is preferably somebody who finds the advertisement from the study-scope 

webpage. Hereof, partnerships need to be established between study-scope and advertisers, 

which will be further elaborated on. As brought out in the previous business processes’ 

chapter, study-scope’s business model relies on advertising other companies’ existing 

offerings, which from the startup’s point of view delivers it from the need to deal with 

customer service, logistics, returns, etc. All these activities are channeled to the advertisers 

and their partners, whom the customers are actually buying from. From the advertisers’ point 

of view, affiliate marketing is very beneficial for ecommerce sites, such as eBay or Amazon, 

since they drive up the traffic on their websites and increase sales. Therefore, the ecommerce 

companies welcome and nourish all the companies willing to do so, with a few requirements. 

Namely, they see companies useful for them if they create traffic and sometimes effective 

revenue, such as eBay. 

Going directly to advertisers and signing partnerships or contracts with them is formal, non-

exclusive and durable, in case an affiliate can meet their usually modest requirements of 

bringing in traffic. However, non-exclusivity is alarming as it indicates already existing 

competition and the potential copycats in the future. Another option is to turn to specialized 

affiliate marketing networks (such as Rakuten, CJ Affiliate, Clickbank). They are 

intermediaries who create a bridge between the ecommerce companies and affiliate marketers. 

The advantages include having an existing network of advertisers, in addition to a relationship 

manager that eliminates the need for having a corresponding position in the company. This 

manager is able to provide an expertise that the startup is missing and would need to build on 

its own. Hence, affiliate marketing network is another option to outsource necessary 

competences and a secure way to get acquainted with the industry. However, there are several 
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issues that an affiliate would have to consider here, the most notable one paying a fee for the 

network from the sales you make. Additionally, the affiliate network poses you restrictions 

and terms on how you can publish the information as well as the advertisers in the network 

are often choosing affiliates by numerical criteria. Having modest conversion or average sale 

prices can deter them from choosing to work with you. Finally, network as a middleman 

hampers affiliate’s possibilities to create strong business relationships directly with the 

advertisers. (Khurana, 2016). Therefore, the partnerships with affiliate network can be more 

formal, non-exclusive, but also more durable as long as you pay network commissions. 

All in all, partnerships are an important part of study-scope’s business model. Long-term and 

direct relationships are always preferred in this startup’s strategy since they’re a source for 

trust, further collaboration and better deals. Even so, it can be seen from the aforementioned 

that these partnerships don’t provide a competitive advantage for study-scope as they don’t 

offer great synergies, and their exclusivity and durability are questionable. 

Project Management. Study-scope is still a startup in its inception, which is why the 

coordination effort has so far involved in the work between founding members setting up the 

business model, the webpage, and the mobile application. Additionally, potential partnerships 

were identified in the previous chapter and their probabilities of success will be discussed in 

the following chapter. Focusing firstly on the founding team, then it’s beneficial to have a 

team with different backgrounds to avoid overlapping activities and maximize each 

individual’s contribution for the cause. Study-scope’s founders comprise of two business 

people that deal with the partnerships, marketing, and other business areas, one web designer 

and one IT background person who manage the work towards a fully functional website and 

mobile app. 

The main bottleneck in the initial phase came from the website and app development as the 

IT-competences weren’t initially incorporated in the company and the website development 

was outsourced. The business-background founders couldn’t objectively evaluate the time and 

money spent on these activities, which is why it soon became clear that the optimal solution 

was to offer a share of the company to a trustworthy IT competent person. Consequently, the 

development process sped up, in addition to having valuable insights and discussions across 

different business areas that the outsourcing practice prohibited. All in all, it was a detrimental 
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step in order to bring the service to the market faster, and to continuously improve it in the 

future. 

Secondly, the focus lies on external partnerships. Signing contracts with the advertisers for 

affiliate marketing will not pose difficulties as they are not complex and can rather be seen as 

business contracts than partnerships. For example, eBay’s affiliate program needs a company 

to comply with their terms and conditions, such as not engaging in illegal activities. Most 

importantly, eBay wants the affiliate to create traffic that accounts for at least a monthly 

USD25$ in sales. As study-scope complies with their terms, and aims to attract hundreds and 

thousands of people, then the probability of success is high regarding these partnerships or 

more simply put, contracts. However, successful marketing and marketing partnerships are 

required to address the target population and attract that many people. As brought out in the 

previous chapter then study-scope mainly targets people that move into new countries and 

cities, and there’s a variety of organizations and institutions that already offer services to 

facilitate their integration process. Unlike big advertisers, universities and Erasmus Networks 

are study-scope’s target market specific organizations that offer direct access to it, but they 

also have different practices and views on whom they partner with. Every country and even 

city has its own networks, universities, and communities, which is why the relationship-

building process can be very time-consuming, yet detrimental. All in all, as study-scope’s 

value proposition is aligned with what these organizations want to offer, the founding team 

sees these partnerships as complementary and achievable. To sum up, the coordination effort 

to launch study-scope has been identified on three fronts: the internal processes, the 

partnerships (contracts) regarding affiliate marketing, and the partnerships to address the 

target population. Whereas the first two are necessary to bring the service to the market and 

presumably don’t pose major difficulties, then the partnerships with networks and universities 

need a customized approach to evaluate potential complementarities and their willingness to 

cooperate with study-scope. 
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8.5 Revenue Model (2) 

Pricing. When focusing on pricing, it is beneficial to remind that in this case users are defined 

as the ones who create a study-scope account and are actively engaged in buying and/or 

selling products and services on the marketplace. Business customers on the other hand are 

the partner websites that study-scope aims at generating sales through brokerage functionary. 

Study-scope will initially not charge users for buying or selling products and services on the 

marketplace and a weekly or monthly user fee will also not apply. Market research in the 

form of focus groups and questionnaires that have been addressed towards the marketplace’s 

potential target segment showed that the majority would not use the solution if they would 

have to pay for it (56.7% of respondents). Users will therefore only have payment obligations 

towards the respective selling party in the value of the actual purchase made. The selling party 

might then either be a third party supplier from one of study-scope’s partner providers 

referred to as business customers, or another direct user who created an account to buy or sell 

on the study-scope platform. For these direct study-scope’s marketplace users, the brokerage 

revenue model (see part one) will be applied.  

On the other hand, targeted business customers, such as eBay and Amazon, will be charged 

through an affiliate model as revenue mechanism with a commission fee for every sale that 

study-scope has generated for them. Amazon and eBay’s affiliate network has pricing 

mechanisms that are of fixed nature based on percentages of the selling price. Other business 

customers that are part of a stand-alone affiliate marketing network will be charged 

dynamically based on the earlier explained bidding auctions that happen within the affiliate 

marketing network and are thus subjected to change based on market conditions. These 

affiliate marketing networks in particular provide a marketplace where a certain affiliate 

program will be further advertised to other affiliate marketers. 

In addition, because study-scope’s target group is valued by many businesses, advertising 

revenues are considered as another source of income that would then be leveraged by means 

of an advertising revenue model. Moreover, study-scope’s target segment is comprised of 

young academics that represent the future workforce and therefore contain valuable 

information. Consequently, an information intermediary revenue model could further be 

applied where collected data about consumers and their consumption habits can be analyzed, 
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used and sold for targeted marketing campaigns. All pricing terms and conditions in 

connection with individual partner websites – other than the affiliate networks – will be tied 

gradually to current user reach and page clicks of the study-scope marketplace since more 

users and more page views allow to charge higher prices. 

A “Cost Per Impression” (CPI) model, or “Cost Per Mille" (CPM) model will be applied for 

these individual and local partners. This means that local shops pay study-scope depending on 

the number of times an ad is displayed at the users’ monitors, where CPM just states the 

number of impressions in thousands. After researching average prices for this model, the 

founding team aims at initially charging these advertisers a CPM of €5. Dividing this number 

by 1000 equals CPI revenues of €0,005 each time a user visits the website. The chosen price 

is indefinite and open to change with growing user numbers over the years. Since it can be 

expected that users are going in and out of the website several times a year, the current 

estimate is that each user will averagely generate 8 page showings per year that show 

advertisements from customers where CPM payments are applicable. Revenue forecasts and 

calculations can be found in the following sections under potential volume chapter. 

The Pay Per Sale revenue model (PPS), where study-scope is paid every time a sale has been 

generated for the advertiser, will be outlined in the next section under partner revenue 

sharing. 

In conclusion, study-scope initially aims at generating recurring revenues from long-term 

business customer relationships that are implied by the firm’s value proposition. Later on, a 

freemium version of study-scope is considered conceivable where extended features for users 

could be available in return for a small fee. Whether users decide to agree on these payments 

is their choice since the basic version will still be available. By not charging users, study-

scope pursues a penetration pricing strategy to quickly reach a high user volume and 

establishing a vibrant marketplace. Study-scope thereby aims at generating strong learning-

curve effects, network externalities and achieving a substantial market share that allows 

profitability despite low margins. In the next phase, other revenue models are considered, 

such as introducing a selling fee for the marketplace’s selling side of users. 
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Partner revenue sharing. The study-scope users who sell or acquire products and services 

directly on the marketplace are entitled to keep 100% of their selling price. This is an 

important policy that the founders of this marketplace will pursue to generate a large and 

satisfied user base. Examples from the past and conducted investigations with potential users 

have shown that charging the wrong side of the platform can potentially lead to unfavorable 

outcomes. 

Study-scope aims at leveraging business partners as revenue sources by functioning as a 

publisher for their offerings as a member of their affiliate network. Amazon and eBay offer 

their very own affiliate marketing network, which can be used to drive up their sales in return 

for a commission. These two marketplaces will be targeted as business partners. Amazon’s 

PartnerNet offers up to 10% of their turnover without individual negotiation and simple 

signup on their website. Ebay’s marketing network offers 40% - 80% of the revenue they 

claim per sale, which in other words accounts for 10% of each item’s selling price on their 

website. In other words, eBay offers 4% - 8% of any item’s selling price to partners of their 

affiliate network per implemented sale. In the revenue forecast it will therefore be calculated 

with the median of 6% of the ultimately reached selling price for items sold on eBay. 

Besides that, there is the possibility of becoming a publisher in other affiliate marketing 

networks like Rakuten, CJ, or ShareASale. Joining these affiliate marketing networks is again 

free of charge but commonly 2% of the 10% commission that study-scope could charge 

advertisers with would have to be passed on to the providers of the network. Using such an 

affiliate marketing network on the one hand cuts down revenues a bit, but on the other hand 

having such an intermediary who takes care of transaction tracking and payments alleviates 

the risk of being cheated on. Especially in the beginning and learning phase, it appears 

recommendable to work with an affiliate marketing network since it saves a great deal of 

bureaucratic, technical, and organizational work for the study-scope team.  

Local shops, bars, clubs and restaurants who want to advertise on the study-scope website 

keep their entire revenues from customers that are attracted by their banners. However, they 

will have to pay an advertising CPI (cost per impression) fee of €0,005. 
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Product cost structure. Study-scope will incur no direct COGS (costs of goods sold) since the 

founding team will initially be working without salary until the startup has reached 

profitability and study-scope does not own an inventory because the marketplace functions as 

a broker. This implies that the startup theoretically has a gross margin of 100%. 

A membership in affiliate marketing networks, such as Rakuten and CJ, is free of charge and 

commissions for these networks (usually around 2% of the selling price) are simply 

subtracted from the on average 15% of the selling price commissions they pay to publishers 

like study-scope. The challenge lies in decreasing indirect operating costs of required key 

resources like marketing efforts and the initial investment necessary for setting up the 

marketplace. 
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Total 
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Prelaunch costs 
already 
incurred 

65 0 0 0 0 65 

Outstanding 
planned pre-
launch costs 

0 6 2.500 270 0 2.770 

Operating costs 
year 1 

0 0 0 0 13.000 13.000 

Operating costs 
year 2 

0 6 2.500 0 13.000 15.506 

Σ costs Year 1 65 6 2.500 270 13.000 15.841 

Σ costs Year 2 0 6 2.500 0 13.000 15.506 

Σ Year 1+2 65 12 5.000 270 26.000 31.347 

Table 11: Investment costs year 1 & 2. (Source: Authors) 
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Potential Volume. The conducted market research showed positive results for study-scope 

marketplace as 94% of questionnaire respondents confirmed the need for this specific 

solution. The German market alone has approximately 2.700.000 students and 140.000 

interns, which add up to 2.840.000 potential users on the German market. Moreover, the 

service is not walled off from other users that are not students or interns, further increasing 

the market size and potential. The founding team is of opinion that it is possible to acquire 1% 

of the market in the first year and another 1% in the second year. Due to network 

externalities, marketing measures, and especially word of mouth marketing, the growth rate is 

expected to speed up during the following years. Exact numbers in terms of user reach are 

difficult to forecast as only by putting the marketplace into practice it can be seen whether this 

scenario plays out. Through targeting only a few cities at first and maximizing company’s 

marketing resources, the authors believe that it is possible to achieve these numbers.  

The following revenue forecast assumes generated sales by study-scope for Amazon worth 

€20 per year by every fifth user and sales generated for eBay worth €50 per year by every 15th 

user. The forecasted Amazon turnovers hereby are expected to be in the above mentioned 

price segment of €20 per year on average only since Amazon’s sales will most likely refer to 

literature. EBay’s turnover is forecasted to be in a rather higher price segment of €50 per year 

on average since sales that are initiated for eBay by the study-scope marketplace will most 

likely rather happen in the bike and furniture categories of the marketplace which results in 

higher prices. Amazon is assumed to be used more frequently than eBay by potential users, 

hence it was calculated with every fifteenth user shopping something on eBay and every fifth 

user shopping on something Amazon. Besides the difference in popularity between these two 

websites, this higher usage frequency assumption draws from the logic that students are 

buying new literature more often than they are buying new furniture or a new bicycle. 

Initiated sales for affiliate marketing networks that related to a user’s consumer habits 

advertise relevant banners are expected to appear in a much lower frequency. The founding 

team assumes every 200th user to click on an advertisement from e.g. the Rakuten affiliate 

marketing network once a year and to then complete a shopping cart worth €80 on average on 

the website then being forwarded to. The comparably higher purchase value of €80 draws 

from the fact that the Rakuten affiliate marketing program advertises new and not second-

hand items from commercial shopping websites that are relevant to respective search habits of 

study-scope’s users, such as sneakers, clothes, headphones, etc. The CPI revenue model is 
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expected to generate eight page views per user and year on average that shows banners from 

advertisers on the study-scope website. It is to say though, that these volume and revenue 

forecasts are only based on calculated assumptions and the soon set up marketplace itself can 

only give certainty whether these numbers prove to be realistic. The term realistic here refers 

to both, an underestimation of reachable user and sales volume, as well as an overestimation 

of these figures. 
 

2.700.000 students & 
140.000 non-enrolled 
interns =Σ2.840.000 

potential users 

Year 1 
1% user reach 
=28.400 users 

Year 2 
2% user reach 
=56.800 users 

Σ 
Year 1+2 

(€) 

PPS (Pay Per Sale): 
Amazon’s PartnerNet 

 

Ø 10% commission 
 

Assuming Amazon 
shopping worth 20€ per 

every 5th user/year 

 

28.400*1/5*0,1*20€  

=11.360€ 

 

56.800*1/5*0,1*20€  

=22.720€ 

 

34.080 

PPS (Pay Per Sale): 
Ebay’s affiliate network 

 

Ø 6% commission 
 

Assuming Ebay shopping 
worth 50€ per every 15th 

user/year 

 

28.400*1/15*0,06*50€  

=5.680€ 

 

56.800*1/15*0,06*50€  

=11.360€ 

 

17.040 

PPS (Pay Per Sale): 
Rakuten affiliate network 

 

Shopping worth 80€ per 
every 200th user/year 

 

Ø 15% commission -2% 
network commission 

 

28.400*0,005*0.13*80€  

=1.477€ 

 

56.800*0,005*0.13*80€  

=2.954€ 

 

4.431 

CPI (Cost Per 
Impression) 

 

=€0,005 
 

Ø 8 page visits/user/year 

 

28.400*8*0,005€  

=1.136€ 

 

56.800*8*0,005€  

=2.272€ 

 

3.408 

Σ (€) 19.653 39.306 58.959 

Table 12: Revenue forecast Germany. (Source: Authors) 
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If the above illustrated expectations and forecasts of investment costs in the amount of 

€15.841 and revenues in the amount of €19.653 already in year one are met, then study-scope 

will reach its break-even point in the first year after the launch already. In the second year 

after the launch, annual revenues (€39.306) would exceed the annual investment costs 

(€15.506) by far more than double already and an increasing tendency is expected. However, 

these numbers are not proven, hence the authors remain critical to this forecast and leave 

room for corrections. 

 

9. Marketing strategy (2) 

As brought out before, the authors chose to add a marketing part that would complement the 

business model. The marketing chapter contributes to finding the target market and 

approaching it from a strategic standpoint. The following chapter follows the logic of its 

theoretical counterpart - firstly, the segmenting-targeting-positioning part, which is then 

followed by marketing communications, or promotion. As brought out before, the authors see 

three Ps out of four covered in the VISOR framework, i.e. product, place and price. 

Therefore, the focus will be on promotion, the most visible part of the marketing mix. 

 

9.1 Segmenting, Targeting, Positioning (2) 

The authors believe that there is more to understanding and mapping the target market than a 

mere market size number that the VISOR offers under its cohort descriptor (see chapter 4.1). 

Consequently, the following section elaborates on the segmenting, targeting, positioning 

process, which is also seen as a necessary introductory step for the marketing communications 

chapter. 

Starting with segmenting and targeting, the authors chose occupation as a common 

segmentation criteria. Although a company can first divide the market into segments and 

consequently target the most attractive ones, the authors decided to narrow down the market 

straight away and to choose a market concentration strategy. This means that the focus is only 

on one segment that has similar needs: Students and interns. By using Kotler and Armstrong’s 
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market characteristics to be effective at segmenting, the authors describe the chosen market 

through the five requirements (see chapter 5.1): 

Measurable and Substantial – the authors approached this topic in two ways: By looking at 

the total amount of students as well as exchange students. Exchange students can be seen as a 

main target segment whereas students in general have similar needs and interests. Currently, 

around 10% of Europe’s students opt for a study exchange, but the European Commission’s 

strategy is to raise this number to 20% by the end of the decade (European Commission 

2014). This shows a twofold growth trend of this segment in the near future. According to 

Eurostat, there were about 1.5 million students in Europe studying abroad in 2013. The UK, 

France, and Germany were the top three countries that had the highest proportion of students 

from abroad (Eurostat 2013). When looking at Germany as the primary target country, 

approximately 300.000 students from abroad, 140.000 current interns, and over 2.700.000 

students in total could be counted (Destatis, 2016). To be more specific, the authors chose 

three cities to roll out the service and test the venture - Münster, Munich, and Bochum that are 

known for being cities with a significantly high proportion of students compared to their total 

population. An important factor in the decision-making process was to choose cities that have 

a relatively big proportion of students and yet are not too large to carry out marketing 

activities and create awareness. For dynamic reasons the founders chose two smaller cities in 

the north, Münster and Bochum, and a larger one in the south, Munich. 

 

City Nr. of inhabitants Nr. of students 

Munich 1.390.000 >110.000 

Münster 297.000 >50.000 

Bochum 363.000 >50.000 

Table 13: Targeted cities with inhabitant and student population. (Source: Destatis, 2016) 

 

Differentiable – as the authors think that the students and interns can be grouped under one 

segment, the marketing efforts are largely undifferentiated. 
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Accessible and actionable – the authors believe that the students and interns segment is 

possible to reach in a practical and cost-efficient way by focusing on digital means, social 

media, and word of mouth marketing which will be further elaborated in the next chapter, the 

integrated marketing communications plan. Through focus groups and questionnaires, the 

authors could create a segmentation profile, which will be put in use in the following 

communications chapter:  

Students and interns are young and active people who spend a considerable amount of time 

on social life and college experience in general, giving hints on how to approach them. They 

are starting their independent life, meaning that they want to leave their parents’ homes and 

find a place of their own, often combined with the need for a job to cover the living expenses. 

Their budget is often constrained because they are young and new on the job market. 

Therefore, looking for second-hand things or cheaper options is usually not a problem for 

them, nor is a brand a universal and definite factor for their decision-making process. 

Additionally, when looking at their habits, students and interns are constantly connected by 

digital means setting traditional media in the background and using a variety of channels to 

consume media. 

When moving on to the positioning stage, study-scope chooses to differ from other e-

businesses by focusing on one segment that is students and interns, and trying to solve the 

problems of starting their independent lives through one place. To be more specific, the 

authors created a positioning statement:  

To students and interns that start their independent lives or find themselves in a relocation 

process, study-scope is an online platform that provides a one-stop-solution for finding a new 

home, furniture, job, places to visit, and other necessities. 

Currently, the market research could not track competitors that offer a service in all of the 

categories, but competitors do exist that focus on only of these needs, such as housing or 

second-hand marketplaces. The questionnaire indicated that people find the process of 

relocation time-consuming and difficult (82% of respondents). This can be understood as only 

9% of respondents found what they needed from one or two sources. Finally, it could be kept 

in mind that a vast majority of respondents (94%) saw a need for this service. 
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9.2 Integrated Marketing Communications Plan (2) 

The following section introduces study-scope’s marketing communications plan, which 

focuses on category need, creating brand awareness, and knowledge, as this is the first step 

for setting out the company in the consumers’ minds (see DAGMAR model in chapter 5.2). It 

could also be seen as a reach goal to get to the target group in an effective and efficient way, 

demanding clear segmentation and knowledge of its media behavior (Pelsmacker et al. 201, 

p.155). Firstly, specific characteristics are brought out that the authors have to consider when 

approaching the target segment. Secondly, marketing channels are outlined with approximate 

cost estimations. The study-scope target group (young academics) have peculiar habits and 

behavior that the authors are well aware of. They are starting to live on their own, but their 

budgets are often constrained, for what anything related to price usually has an effect on their 

purchase decisions. The authors saw potential in this e-business for this reason, but they also 

derive many of the marketing decisions based on that, such as creating monetary incentives 

for contests on social media. 

Another key point that drives the marketing decisions is the change in consumer habits, i.e. 

young people spend a considerable time on their devices, both on campus and outside. 

Therefore, the marketing strategy needs to pay more attention to digital marketing than it 

would have even a few years ago. Another factor is brought out in a survey by Neustar (2013, 

p.2), but also noticed by the authors: Much of the university’s work has moved online, 

allowing students to spend more time off campus. Consequently, the marketers need to place 

more effort on the digital sphere. To continue with, the campaign should target the college 

experience in general as the student lifestyle itself is often more relatable to students than the 

campus itself. Student organizations are losing their popularity and it is difficult to find 

positive things about spending endless hours in the library, or getting up early for class. 

Therefore, the authors have chosen to provide city-based content on social media, as well as 

adding external content that is popular among students and young people as one of their main 

marketing approaches. The main idea is to drive traffic on the website through indirect means 

so that the young people would not get annoyed by traditional or simply annoying advertising.  

Finally, the founders have to consider the seasonal characteristics of college life. People 

return home for summer or winter break, which leads to the fact that in some cities the student 

life activity might decrease. Additionally, students pay little attention to advertisements 
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during midterms and finals. Consequently, marketers need to consider their campaigns 

carefully around these periods. For example, it is easily understandable that the main 

marketing campaigns should focus on the start of a study period.  

Before moving on to the specific channels, the authors want to emphasize the power of WOM 

marketing, i.e. person-to-person communication. WOM has very strong effects among 

students who are socially connected. The authors believe that it is important for the startup to 

concentrate on indirect marketing and to bring people to the website by relating it to the 

student life in general. Introducing the company as a community or a hub and making it 

popular among young people will generate a positive WOM and consequently bring in 

enough people to become a marketplace. Continuing with the choice of specific channels and 

actions, the authors will first bring out traditional or physical channels, followed by a focus on 

the digital media. In general, the founders will avoid some of the media like TV or radio, 

because students either do not own one or rarely spend their time on it. Internet has allowed 

choosing the content they like, when they like it, and their preferred device to consume it. 

However, students still need to go to the campus and have favorite leisure places for what the 

founders have chosen the following strategies: 

Print advertisements (flyers, posters, stickers): A rather mundane technique, but whether 

people like it or not, it is an effective practice to raise awareness. Flyers can be placed in bike 

baskets or on tables, posters and stickers can be glued around the campus, but also around 

places where students go often, such as popular student bars or transport means. The founding 

team calculates with costs for print advertisements, e.g. flyers, stickers and posters in the 

amount of €6.000 per year in total when the marketplace is rolled out in the first three cities. 

Student ambassadors: The authors can see that just talking to students is not effective 

anymore because they usually feel annoyed by this. Study-scope’s student ambassadors’ work 

would include dealing with printed advertisements, but the founders mainly want to create 

positive WOM by the people they affect. Therefore, the ambassadors are given 

responsibilities to take matters in their own hands and be creative in how they reach people, 

especially in making partnerships with other organizations. Best practices from different cities 

can be shared and built upon. Some of the examples are: 
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Student organizations: Integrating into different student organizations that hold potential to an 

extensive network (e.g. Erasmus) or have similar underlying values (e.g. re-usability, 

sustainability). They embody potential partners for co-creating events as well. 

Events: Organizing or taking part in events that align with the company’s product offering, 

e.g. second-hand fairs would be held every start and end of the semester and there is the 

possibility to co-create events with other organizations. 

Sponsoring: When study-scope involves investments or reaches clear profitability, then 

targeted sponsoring can have positive effects on marketing, especially among big student 

networks. 

Costs: Student ambassador teams are given a budget of 500€/month/city for the first two 

months of every semester to start with. As each year has two academic semesters, this would 

equal four months in every year costing €6.000 per year in total. They have to present a plan 

that needs to be approved by one of the founding members who is coordinating the marketing 

across different cities. Student ambassadors are hired as interns and their activities are given 

certain timeframes in order to measure their impact, mainly from the impact on website’s 

traffic or interest for future collaboration. 

To continue with the social media approach, its main idea is to cover different available 

channels and build strategies that would keep them active. Currently, young people spend a 

lot of their time online using social media accounts. Therefore, it is important to offer them 

interesting feed that would indirectly lead them to the study-scope website. Additionally, they 

need to be integrated together for synergies. The following channels will be chosen: 

Facebook page – Facebook provides a great channel to invite people to visit the website or 

mobile app. The authors decided not to post particular deals on the Facebook page (initially), 

but to make it a non-direct channel to raise awareness among young people and establish a 

community. Facebook offers advertising as well, but the authors’ initial strategy is to not 

spend on it until free options are exhausted. 

One of the main options to raise awareness is to post content into groups where the target 

users reside. A/B testing with different messages give insights into which ones attract the 

most visitors. The possibilities that are easy to locate include city-specific Erasmus groups for 
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incoming students and university groups in general. Another option that takes more time, 

however more targeted, is to look into the people’s background who have already liked the 

study-scope page and are active in there. Checking their profiles and finding common groups 

with other study-scope „likers“ gives insights to where similar consumers could reside and 

where to post own content in order to attract new people. Additionally, it gives an idea what 

content the target segment wants to follow. Simultaneously, the company posts relevant 

content on its own profile combined with an own Youtube channel and a blog, as well as 

external content that the followers like. In addition, short coverages of the student events can 

be posted on the page. 

Costs: The initial targeted cost is zero until all the free options are exhausted. After that, and 

getting to know the people’s interests, payed and more targeted advertisements are 

considered. Indirect costs consist of managing the Facebook page and research, which can be 

done by an employee or a founder. 

Blog – Running a blog on every city is the main strategy for the category of hot spot locations 

and things to do there. Blogging offers a new channel that can attract different kinds of 

customers and offers unique content that can be shared on Facebook and Twitter to attract 

more people to the webpage. Moreover, the blogs have commenting sections where users can 

give recommendations for future stories and in general create a discussion section to raise a 

sense of community and ease the work of bloggers. Blogs aim is to create traffic on the 

webpage in general, but subtle advertising can be considered later. Additionally, a blog can 

cover study-scope’s activities and events. Study-scope’s blogging approach is to offer longer, 

but quality coverage of cities. Targeting underground locations aims to fill in a gap and offer 

new content as most of blogs currently target mainstream places. Topics can vary, such as 

why are they special, what are the exotic or cheap places to eat or visit, or alternatives for 

going out. The people or companies mentioned will be notified and tagged in posts, so they 

can attract further awareness and cross-marketing. Importantly, blogs have to be captivating 

and well written so that people would spend their time on it. Therefore, it is important to find 

skilled writers. Study-scope’s strategy would be to create contests to find the best writers and 

possible content for future use. The best ones will be awarded and shared on social media to 

create incentives. These contests will be held twice a year, ergo once per semester. 
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Additionally, the company would offer an internship or an employment if they are satisfied 

with the results.  

Costs: Indirect, combined with the YouTube and Instagram position. In case a blogger proves 

to be a good content creator, then an employment is offered after two months of internship. 

For contests, the awards can altogether reach 500€/contest/year. 

YouTube – The strategy for YouTube is to create short (15-30 second) city-specific video 

clips that would be captivating for viewers. In essence, it targets the unusual places of cities 

where tourists do not end up so often. Therefore, it is a short version of the blog that can be 

created by the blogger and incorporated to every blog post integrating these two media. Also 

for this channel, one contest per year in each of the three cities where the marketplace will be 

launched first will be held to elect the best video. These contests will create word-of-mouth as 

well as social media marketing, or even get viral. Additionally, it will generate potential ideas 

for the bloggers. For incentives, the best ones will be elected and awarded by voting on 

Facebook or under each city’s blog section. 

Costs: Indirect, combined with the blog and Instagram position. The awards for contests can 

altogether then again reach 500€/contest/year. 

Twitter – Twitter would be the channel for sharing YouTube or blog posts, as well as external 

links that might be of interest to students, or young people. Its main purpose again is to drive 

traffic to the main website and create awareness. 

Costs: Free or indirect, incorporated with the Facebook management position. 

For a better overview of the media channels, the authors used the channel division by 

Corcoran (2009), brought out in following table: 

Owned Media Paid media Earned or shared media 

Study-scope website, 

Mobile app, 

Social media (Facebook, Twitter, blog, Instagram) 

Later stages Contests 

Social Media 

WOM 

Table 14: Media channel division (Source: Corcoran, 2009). 
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As it can be seen, study-scope has opted to go for owned and earned media in the initial 

phase. Paid media was left out as it is expensive and the results are difficult to forecast in the 

digital sphere. study-scope’s communications plan focuses on the various digital media it 

owns and the authors trust on gaining traction that would be further shared. For example, in 

order to win the contests, the participants have to share their content to gain votes. Creating an 

annual student second hand fair aims to be covered by the company’s own media, but more 

importantly its purpose is to create buzz and gain interest by local media. 

In the following table, the authors have outlined the number of people necessary for 

marketing activities in the first three cities. It is highly important to succeed in the first ones 

for a proof of concept and awareness for further growth. 

Position Responsibility Costs/year (€) 

Print advertisements 

(flyers, posters, stickers) Founder 6.000 

Student Ambassadors Unpaid Intern 6.000 

Blogger & YouTube contests Unpaid Intern 1.000 

Marketing coordinator Founder 0  

Facebook/Twitter Founder 0 

Σ (€) 

 

13.000 

Table 15: Estimated marketing costs per year (Source: Authors). 

Finally, it was brought out in the theory part that a sound communication plan should bring 

out estimations and be measurable. Table 15 shows the estimated monthly budgets for 

marketing communications activities. Approximately 20 people are needed for a launch in the 

first three cities and an average monthly budget for their activities is €4.500 altogether, which 

also depends on the time of the year, whether it’s the start of the semester or exam period. 
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For marketing measurements, the founders can effectively use analytics for digital media. It is 

more difficult to measure the student ambassadors, but their activities are separated in time, so 

that the fluctuations in the traffic could be spotted. 

To conclude, as a starting company, the founders focused on reach to create awareness and 

knowledge among potential consumers. Firstly, the target segment’s (media) habits and 

preferences were analyzed. Most importantly, they spend less time on campus because the 

study work can be done online and they are in general accustomed to consume digital media 

over traditional media. Consequently, the authors needed to concentrate on digital media, but 

some traditional campus-based practices like ambassadors and flyers were considered as 

possibilities to easily raise awareness.  

More importantly, pervasive digital presence was considered because people have very 

different media consumption habits and it can be maintained with a low-cost strategy in the 

initial phase. Another important aspect is to focus on the WOM marketing as the advance of 

the internet has enhanced it greatly, hence a positive image is a crucial factor. Additionally, 

all the digital channels need to be integrated to convey a similar message, such as Facebook, 

blog, Instagram, etc. Finally, cost estimations were made and analytics should be put in place 

in order to evaluate the impact of different practices and channels. 
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10. Challenges & Caveats 

The following section will outline major challenges and caveats that were either experienced 

hands-on by the founding team itself or brought forward by other entrepreneurs and/or 

authors. The focus will be set on challenges and caveats that are found to be relevant for the 

launch and growth of the study-scope online marketplace in particular.  

The section will start with a clarification of what is meant when speaking of online 

marketplaces in general. Then it will move on to the challenges that other future entrepreneurs 

who plan to implement similar business solutions should be aware of and prepare themselves 

accordingly. 

An online marketplace is an e-business that connects buyers and sellers through the Internet 

and thereby fosters efficiency in an otherwise less efficient market (Murtaza et al., 2004, 

p.326). It enables individuals as well as businesses to either list their own items for sale or to 

leverage the marketplace and its services to even create entire online storefronts. 

In other words, a marketplace aggregates buyers and sellers as well as their inventory. This 

allows a greater choice of inventory for consumers and the possibility of benefitting from 

lower prices of similar products to choose from due to transparent competition between 

sellers. While sellers primarily focus on sourcing, listing, order management, fulfillment and 

customer support, the marketplace provides the technology infrastructure that enables buyers 

and sellers to exchange value (Parker et al., 2016, p.20). 

Looking at existing and meanwhile multimillion-dollar businesses, online marketplaces such 

as eBay, Amazon, Airbnb, Alibaba, and Craigslist, setting up an online marketplace can yield 

very rewarding business opportunities. However, becoming a successful and established 

player in this ecommerce field bares a considerable amount of caveats and challenges that 

need to be mastered. 

Unsurprisingly it did not take long until the study-scope founding team was confronted with a 

considerable amount of challenges already in the planning phase of the marketplace. The 

following section will set forth upcoming challenges that the team has identified and proposed 

solutions to overcome these caveats in the specific case of the study-scope marketplace. 
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The Chicken and the Egg Problem:  

A network with no offers will not attract buyers and a network without buyers will not attract 

sellers (Parker et al., 2016, p.48). The consequence is a typical supply-demand gap, which 

implies that a network has no value without users who generate page content. 

The key question when setting up a marketplace therefore is how to get initial users to start 

using a certain network when there is no visible other user’s activity on the marketplace so 

far. Essentially, a marketplace at best has standalone value irrespective of other user’s 

activity. The drive to being able to meet this standalone value requirement has led the 

founding team to take action in being a content provider itself in at least some of the verticals 

offered. The marketplace operators themselves therefore will initially maintain the “city 

hotspots” category with one specialist for every city. This approach will be combined with a 

so called “seeding strategy” proposed by Parker et al. (Ibid.), which means to create value 

units that are significant to at least one side of the prospective user base. This can be achieved 

by setting up “fake” accounts to acquire products or services on the platform in order to 

simulate a proven concept for sellers and engage them to upload further units. The acquired 

value units can then be sold on the platform again which simultaneously feeds the supply side 

with content and money will not be lost (Parker et al., 2016, p.54). The same principle is 

applicable for forums and communities where hosts post questions, then answer them 

themselves to thereby simulate activity on the platform. 

Acting as the first producer to kickstart the platform additionally would allow the platform 

owners to define the quality of the respective value units they want to have listed on the 

platform by setting the standards that other sellers might be compelled to catch up with. 

Another proposed possibility by Parker et al. (Ibid.) to bridge the chicken-egg problem is to 

pursue a piggyback strategy, meaning opening up to external producers. Integrating and 

aggregating relevant content from other sources in order to attract buyers, who thereafter will 

hopefully attract sellers as a consequence, can be an effective tool for enabling the network 

effect (Parker et al., 2016, p.54). This approach can further generate revenue streams from 

affiliate marketing networks that the study-scope team aims to leverage and will therefore 

initially be incorporated into the business model. 

Launching intense push marketing campaigns on the other hand to attract high user volumes 

with a single stroke and hoping that both sides of the network will build up at the same time is 
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a very costly and high risk strategy that according to Parker et al. has become increasingly 

ineffective at achieving rapid and large-scale growth. It is to say though, the potential success 

of this push marketing strategy is heavily dependent on the industry. Twitter for example has 

had great success with this kind of marketing strategy but it appears less success promising 

for marketplaces where actual products and services are sold and transactions are of material 

nature. Rather providing great convenience to buyers, sellers, and especially to early adopters 

on both sides is required to get traction. Incentivizing new user sign-ups as a form of user 

acquisition is an efficient but costly tool to increase a platform’s user base. However, it can be 

useless if the platform itself is not creating sustaining user commitment that leads them to 

return to the platform to engage in long-term relationships (Parker et al., 2016, p.48). Due to 

the low budget and bootstrap intentions of the study-scope founding team, financially 

incentivizing users to sign up for the platform will not be an option though. 

A more eligible approach to tackle the forthcoming chicken-egg problem in the particular 

case of the study-scope marketplace is to learn from predecessors and pursue a micro-market 

strategy. This means to initially target a rather small market of a geographically and socially 

concentrated community that is already engaging in interactions rather than launching 

worldwide from day one. Facebook did so by initially launching the platform to the existing 

micro-market of the Harvard University community to gain traction and boost learning effects 

on how to improve their platform before extending their circle of users. This approach 

reduced the critical mass that is required to enable interactions and fruitful matchmaking 

instead of initially trying to reach a widely dispersed and random user base where user 

interaction would most likely not have occurred the way it ultimately did. Facebook then went 

from university campus to university campus to grow independent networks before allowing 

cross-campus connections. Thereby, new users at every new campus could leverage their 

existing list of cross-campus connections while waiting for users from their own campus to 

join the network and were not facing an empty platform (Parker et al., 2016, p.57). Therefore, 

the prototype for enabling build-measure-learn feedback loops (E. Ries, 2011, p.75) of the 

marketplace will be launched in one student town first before spilling out to new academic 

clusters. 
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Trust issues: 

Products and services that are traded online mostly occur between parties who have never 

participated in transactions of any sort with each other before. This means consumers often 

only have access to a very rare amount of information about the service providers and the 

value units offered. Typically, the consumer has no opportunity to see and try the respective 

product or service before buying it and is therefore left in a vulnerable position. The service 

provider on the other hand trades his goods or services in exchange for money and knows 

exactly what he or she is getting. This information asymmetry between buyers and sellers 

leads to inefficiencies that can be reduced through trust and reputation systems (Jøsang et al., 

2007, p.618). 

Therefore, the idea behind rating systems is that consumers can refer to a provider’s 

reputation and selling history before making a purchase to know whether they can be 

confident to receive what they expect or whether they should be cautious when getting into 

business with this seller. Especially due to the viral nature of Internet marketing nowadays, 

review and rating systems can be powerful tools that are significant for the consumer 

decision-making process (Zhu & Zhang, 2010, p.133). 

This implies significant advantages for trusted and well rated sellers over users with prior 

negative ratings that could cause skepticism to prospective buyers. As a consequence, a 

marketplace that is not able to provide this security reference point will most likely prevent 

the network from achieving fast growth. Hence, creating a trustworthy user rating and product 

review system, that conveys authenticity to users, is crucial for launching a successful online 

marketplace. Such ratings can then be divided into ratings that solely are concerned with the 

transaction process itself, meaning user reliability, dialogue, friendliness, etc. and into pure 

product reviews that provide information about the specific product or service sold. 

Therefore, the study-scope marketplace will incorporate a five-star feedback rating system 

composed of different categories reaching from communication over attitude and up to 

deliverables. Additionally, by providing automatic feedback on these categories the users can 

improve their future performance. 

The case marketplace will further counteract potential trust issues in so far that the direct 

transactions between study-scope users will ultimately happen face-to-face. This allows 

previous inspection of the product and should therefore mitigate fraud and unexpected 
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dissatisfaction towards acquired products. Since the student network the marketplace aims to 

create consists of self-contained networks for each student town, geographic proximity 

facilitates these face-to-face transactions. 

Once an appropriate rating system has been carved out, it further needs to be considered how 

to create incentives that motivate the parties to provide a rating about the other party. Since 

ratings are usually provided after a transaction has been completed and not in advance, the 

transaction partners have no direct incentive for leaving a product review or a user rating 

about the other party (Jøsang et al., 2007, p.638).  

Simply relying on reciprocal expressions of politeness to generate ratings most likely only 

works out to a certain extent. Therefore, a lack of incentives for users to provide ratings is a 

present and fundamental problem. In the case of study-scope though, the founding team 

expects to achieve a comparably higher number of provided ratings that draw from reciprocal 

politeness since users will ultimately interact face-to-face in the transaction process, which 

most likely will create a more personal connection. Incentives that are not of financial nature 

seem restricted, but should not generally be stamped as ineffective. Not being able to see 

received feedback until a user has provided feedback himself and constant emailing with 

feedback reminders are current popular solutions the case marketplace will implement. 

Furthermore, study-scope aims to meet the following rating system criteria proposed by 

Dingledine et al. (2000, p.197) to bring forward a strong and sound rating system: 

• Long-term performance accuracy: The given score within the scoring system should 

reflect confidence and should be able to distinguish between new entities of unknown 

quality and long existing entities with bad long-term performance. 

• Weighted toward current behavior: Recent trends in entity performance should be 

recognized by the system. In other words, an entity that has behaved well for a long 

time but all of a sudden goes downhill should quickly be recognized and labeled as 

untrustworthy. 

• Efficiency: The system should be able to quickly recalculate new scores. 

• Robustness against attacks: The scoring system should be able to detect and resist 

attempts of manipulation. 

• Smoothness: Adding a single or a small number of ratings shouldn’t influence the 

score too much. 
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• Understandable: Users should easily understand what the scores mean and how they 

are coming off to being able to know for themselves what each score implies. 

• Verifiable data: It should be possible to support every score with the respective data. 

 

Dealing with buyer/seller logistics:     

When setting up an online marketplace, attention will have to be paid on how to enable the 

transactions between buyers and sellers (Xing et al., 2011, p.335). It needs to be clarified how 

acquired goods will be delivered and how the corresponding financial liabilities will be met. 

Hence, secure payment options and buyer/seller protection measures should be considered. 

Since the products and services offered on the study-scope marketplace are difficult to ship, 

or in the case of the apartment category don’t even need to be shipped, the founders figured 

that transactions should happen through personal collection and subsequent payment in a 

face-to-face meeting between buyer and seller. This way of transacting is further supported by 

the geographical proximity of buyers and sellers since the marketplace will them within the 

same local areas. Thereby two main concerns of dealing with buyer/seller logistics can be 

handled in a convenient way for users, and platform operators as well. Should a user buy from 

an affiliate source, such as Amazon or eBay, these platforms will be taking care of the 

transaction management and provide the necessary logistics. 

Study-scope.com is not charging users for conducting business on the marketplace between 

each other, nor for buying from affiliate sources that are offered on the platform, and will 

therefore not provide incentives to bypass the marketplace as a middleman. 

However, in case a marketplace’s business model relies on charging one side of the user base 

or even both, bypass regulations should be worked out that prevent the marketplace from a 

transactional exclusion (Parker et al., 2016, p.63). If a marketplace is overcharging its users 

and effectively only yields introduction value, chances are that users will try to bypass the 

marketplace and conduct business on their own after the connection between buyer and seller 

has been facilitated. The study-scope marketplace is able to bridge this issue through if things 

work out as planned. Otherwise, solutions to this common problem can be to provide more 

value to users than simply connecting them. For example, this could happen in the form of 

insurances that cover damages and losses or other forms of buyer/seller protection. Airbnb, 

the meanwhile extremely popular marketplace for vacation rentals, does so by ensuring that 
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damages, thefts or even fires in the apartment that is rented through their website will be 

covered by their insurance, but only if business is conducted through them. eBay has a similar 

approach and takes action if an acquired product is not delivered as described. Furthermore, 

they collaborate with PayPal, a secure online payment provider, to facilitate safe financial 

transactions in order to protect users, but again only if business is done through them. 

Other possibilities are to find opportunities for revenue generation elsewhere in a company’s 

business model and allow users to access the marketplace free of charge, which will most 

likely eliminate incentives of being bypassed. The study-scope marketplace foremost has 

identified affiliate marketing networks as alternative revenue sources. 

Apart from the direct transactional aspects, the founders of study-scope aim to facilitate a 

user-friendly communication channel between the two parties to clear eventual product or 

collection specific questions in advance, as well as in the after-sales phase. This 

communication channel will be implemented in the form of a live chat between users to allow 

quick and direct communication. User inquiries will also be sent to users via email at the 

same time to allow better connectivity between users. 

 

Driving Daily Active Users: 

Once the platform is launched, driving up user activity is the most important issue. Users need 

to be engaged to enter, sign up, and also continuously return to the website to not become 

sleeping members. Therefore, the website will aim to convey value to users in more than one 

segment, which is one reason why the website consist of several verticals (housing, furniture, 

bicycles, hot spots, etc.). Study-scope further aims to revive and facilitate the second-hand 

culture and to teach prospective users that they can actually earn sound money from selling 

their idle belongings. Additionally, to save money when buying used items from others. This 

approach will hopefully also create sustaining and long-term relationships with active users. 

Besides the value aspect, study-scope will engage in clearly targeted marketing campaigns as 

suggested by Luecke (2006, p.8) to drive up traffic and user activity. These marketing 

strategies and their potential influence will be discussed in detail in the respective marketing 

section of this work (see chapter 9). 
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As proposed by E. Ries (2011, p.91) study-scope will focus on pleasing the early adopters and 

most passionate users by catering to their needs and suggestions while following an approach 

that builds from niche to masses. Thereby, the founding team wants to increase the likelihood 

that these early adopters will spread the platform to friends, telling them about their positive 

experience to encourage positive network effects while minimizing negative ones. 

 

Having a targeted audience: 

While being in the process of thinking through the creation of this online marketplace, the 

question came up whether to target only students with this venture or if it would be more 

feasible to create a marketplace for everyone. The authors identified two reasons why it seems 

favorable to launch this marketplace to a very specific target audience instead of trying to 

randomly reach wide masses: 

• Clear focus & priority resourcing – Identifying a clear target audience in regard to age, 

occupation, habits, lifestyle, needs, technological sophistication, etc. yields the 

potential to provide a clear focus of whom the marketplace will serve, what they want, 

why there is a need for this solution, and how this is implemented best. Distinguishing 

between different audiences should make it easier to determine which segments truly 

support the business or whether they will remain only one-purchase customers so that 

resources can be prioritized accordingly. Besides that, having a clear focus on a 

specific target market that will be penetrated is further likely to build a stronger 

referral base once the target segment is aware of this platform’s value. 

• Relevance to lenders & business partners – Nowadays, target audience data can 

display important element in terms of value creation as part of a company’s business 

model since it can be sold to other entities for direct marketing purposes. Consumer 

behaviors of a narrowed down and specific target segment should provide more 

valuable information to data analysts and corporate researchers compared to randomly 

collected data. Especially data and connections from students and interns, who 

represent the workforce of the future and are soon about to enter the labor market, 

could be found valuable by employers on the hunt for potential employees or other 

marketers. Drawing from the founding team’s past experience, target audience’s data 

represents a key factor that lenders use to determine which ventures are worth 
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financially supporting, and later investors can then hopefully be convinced more easily 

to collaborate with this particular platform. 

 

Providing customer service: 

The founding team members have been using online marketplaces for new and secondhand 

goods for many years. Experience has shown that sooner or later it will inevitably come to 

issues between transacting users where the platform providers’ assistance is expected. Hence, 

the founding team decided that implementing a customer service system would be necessary 

to ensure a satisfied user base. Users should have the possibility to provide feedback and 

suggestions to the platform operators. Therefore, the marketplace will offer customer service 

contact for conflict resolution, general questions, feedback and suggestions. The marketplace 

aims at communicating to buyers and sellers that in case of any product or service defect, it is 

the producer or seller, not the study-scope platform that is held responsible though. This 

marketplace only acts as a broker and will put emphasis on creating the expectation that both 

user sides are responsible for the fulfillment of their objectives. Companies like eBay and 

Alibaba have successfully been able to communicate this exclusion-of-liability approach and 

achieved enormous growth. In addition, the study-scope marketplace arbitrates face-to-face 

transactions and pre-inspection of respective value items, which hopefully minimizes after-

sale issues between users. When products from affiliate sources like eBay and Amazon, 

instead of direct study-scope users are acquired on the marketplace, it is the affiliate’s 

customer service system whose services will be placed at the study-scope users’ disposal. 
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11. SWOT Analysis 

To sum up the practical part and give a better overview of future avenues, the authors include 

a SWOT analysis with strengths, weaknesses, opportunities and threats that can be seen in 

table 16. Overall, one of the main strengths of this venture could be seen the sheer interest in 

this idea that was welcomed by people in both focus groups and in the questionnaire. Students 

found difficult and time consuming to look for all the sources that would meet their needs and 

a vast majority of respondents welcomed the business venture idea. Moreover, the API’s 

enable the team to combine already existing solutions, thereby saving resources and allowing 

them to change the offering fast, if necessary. The main opportunities involve the stable and 

growing trend of (exchange) students meaning that the segment is on rise in the future and the 

need for this service more apparent. In case the initial testing phase in three cities should work 

out, then it’s easier to involve funds and scale the business. This, in turn, should create further 

network effects and switching costs for the customers as the choice of cities expands and its 

brand more known. Additionally, marketing research showed that nearly half of the 

respondents would consider paying for the service in case it would prove to be superior to 

other stand-alone services giving reassurance that it is possible to move away from affiliate 

marketing once the e-business has reached a critical mass. 

When moving on to the weaknesses, then the authors acknowledge that most importantly, the 

service is not on the market leaving much room for speculations of its actual success. In 

addition, low budget will hamper the marketing campaign and further development of the 

service to become fully functional and deal with errors. It also means that the initial 

technological means to bring the service online are not the best on the market making it more 

difficult to provide excellent user experience from the start. 

Consequently, the threats include that users are not satisfied with the product resulting in 

negative WOM and low user retention. Additionally, dealing with these product-related 

problems, and at the same time continuing funding marketing efforts, might soon deplete the 

resources to pursue this venture. Finally, the founders have to be aware that in case there are 

no major strategic advantages in the initial phase (e.g. lack of network effects and fast 

scaling), then it becomes relatively easy for competitors to copy the idea and offer a superior 

solution, or scale faster with better financial backing. 
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	 Beneficial	 Harmful	

In
te
rn
al
	

	
Strengths	

	
• Clear	niche	market	

• Strong	identified	need	

• Few	resources	required	for	MVP	

• Agile	in	changing	practices	and	

methods	

• Emphasis	on	design	and	UX	

• Based	on	Open	Source	software	

	
	

	
Weaknesses	

	
• Low	budget	

• Chicken	and	egg	problem	

• Not	market	ready	or	proven	

• Using	technology	with	low	

capabilities	to	scale	

• New	service,	low	brand	image	

• Existing	competitors	focusing	on	

and	excelling	in	single	categories	

	

Ex
te
rn
al
	

	
Opportunities	

	
• Grow	to	other	cities	

• Network	effects	

• Charge	customers	as	the	platform	

grows	

• Open	new	services,	improve	offering	

• Growing	trend	of	segments	

• Switching	costs	

• Involve	funding	

	

	
Threats	

	
• Low	interest	from	customers	

• Not	meeting	expectations	

• Negative	WOM	

• Running	out	of	cash	

• New	competitors	with	better	

value	proposition	or	more	funds	

Table 16: SWOT analysis of the study-scope marketplace. (Source: Authors)  
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PART THREE: DISCUSSION & CONCLUSION 
	

12. Discussion 

In the following chapter, the authors will once again raise the sub-research questions and give 

a reflective overview on how the theories played out in the practice, and what were the main 

takeaways of the thesis. 

RQ1: Is the VISOR framework a suitable guideline for rolling out this e-business or is 

there room for improvements? 

To begin with, the VISOR framework attracted the authors’ eyes by including digital aspects 

of a company in addition to the traditional ones, making it suitable for the chosen case study. 

Secondly, a sound reasoning and the former research by El Sawy and Pereira (2013, p.17-19) 

on existing business model frameworks gave the authors of this work the impression that 

VISOR is not created out of thin air and holds potential for a thorough business model canvas. 

Thirdly, the authors found little existing application of the VISOR, therefore seen as an 

interesting subject of study. Another detrimental aspect of the VISOR framework is that it 

takes an ecosystem approach on today’s business environment and business modelling. 

Unlike Porter’s five forces or other recent business model tools, where the focus is on 

competition and getting a bigger slice of the pie, then VISOR emphasizes that companies 

operate in ecosystems. This means that value is created in networks and managers have to 

consider what is more beneficial for the ecosystem as a whole. Companies are nowadays 

creating unique value propositions by combining each other’s services, for what finding and 

taking advantage of synergies is turning into a necessity to survive in modern business 

environment. 

The authors believe that VISOR indeed offered a suitable digital business model framework. 

The five letters or aspects of a business model (value proposition, interface, service platform, 

organizing model, revenue model) each constituted an important part of a business, and broke 

down into more detailed descriptors that the founders had to address. The two of them, 

interface and service platform, specifically focused on the digital side, which were of great 

value for the authors in setting up a digital company. Nevertheless, the authors of this work 

found some hindering factors that made the framework more difficult to work with than 

anticipated in the beginning. 
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Firstly, these detailed descriptors were only outlined in a table with one or two explanatory 

sentences leaving plenty of room for imagination. In order to mitigate this factor and improve 

the framework, the authors of this work added short explanatory theory for each of those 

descriptors. The added theoretical background mainly originates from the authors’ study 

programme (Management of Innovation and Business Development). Therefore, the authors 

largely relied on their academic peers regarding the theoretical validity and reliability in this 

section. 

Secondly, these descriptors were somewhat overlapping, which made it difficult to give a 

unified theoretical background on each of them. For example, the appropriability topic was 

scattered over a few detailed descriptors, but could have been more comprehensive as a topic 

on its own. The same could be said for marketing, because the descriptors under the value 

proposition largely deal with targeting and segmenting, but could be easier to grasp and 

structure under one headline. 

Thirdly, the VISOR framework addressed most of important subjects, but as the authors spent 

more time on it, two subjects seemed necessary to add to the framework in order to set up the 

case company. These subjects were the specific industry analysis or dynamics, and how to 

reach the customers that will be further elaborated on.  

RQ2: How can changing marketing practices be leveraged to reach this young academic 

target segment? 

The marketing (communications) sub-research question was added after analyzing VISOR’s 

descriptors. Namely, the authors found that three out of the four classical marketing P’s were 

covered in the framework (place, price, and product). The promotion, or marketing 

communications, refers to a very important part of bringing a new service or a product to the 

market, i.e. how to reach the customers. In addition, marketing (communications) can 

comprise a significant part of the new venture’s costs, for what it shouldn’t be overlooked by 

the founders nor the established companies. Finally, it relates to the digital sphere, as it’s the 

fastest changing marketing area because of the advent of digital channels and new practices. 

In short, the marketing communications field is changing fast because of the advent of digital 

channels and the shift of locus to users creating content and value, rather than companies 

themselves. 
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To sum up the marketing chapter, it can be said that the outlined theoretical background aided 

the founders to break down necessary actions in order to target and reach the young 

academics’ segment. Firstly, using Kotler and Armstrong’s view on creating a communication 

goal for a starting company, the authors understood the importance of segmenting one’s target 

group and getting to know what kind of media they use. Consequently, it was important to 

focus on the digital media as the students spend a considerable amount of their daily lives 

online, as well as to pay attention to the word-of-mouth marketing that is taking more hold as 

time passes and is especially strong among young social people.  

Secondly, the DAGMAR model emphasized that before starting to build loyalty with 

customers, startups rather have to focus on establishing awareness and knowledge about the 

company. Therefore, the founders decided to concentrate on reaching as many people as 

possible. Different channels and marketing tools need to be used in order to maximize the 

reach, but at the same time management has to keep in mind to convey a consistent message 

and create synergies between channels. Finally, Corcoran’s division of owned, paid, and 

earned media was used to give a better overview of the channels, and outline the estimated 

costs. All in all, the theory line on this topic was deemed useful by the authors to create a 

marketing communications plan for the case company. 

RQ3: What challenges and caveats can be identified when setting up such a marketplace 

and how can they potentially be overcome? 

The authors chose to incorporate this research question because it provides major insights of 

the thinking paths the founding team has went through while setting up this project that might 

not appear obvious at first glance. Outlining challenges and caveats that are likely to come up 

when launching an online marketplace and thereby preparing other entrepreneurs with similar 

aspirations for this journey seemed necessary from the founding team’s point of view since 

they would have highly appreciated such a summary document. It was not easy to find proper 

literature that is based on extensive, and most importantly, long-standing evidence since the 

creation of online marketplaces, although not being a new phenomenon, is not common 

practice yet. The founding team wants this lack of accumulated information about online 

marketplaces to be improved. Here it is to say though, that the founding team still finds itself 

in a relatively early stage of their marketplace setup, at least when it comes to practice. 

However, the authors have identified a number of typical forthcoming marketplace challenges 
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that are likely to affect the success probability of the proposed marketplace solution. These 

are brought forward in a detailed elaboration in the analysis section of this work and will be 

summed up in short below. Some of the outlined challenges particularly refer to online 

marketplaces while others reflect challenges that also apply to the e-business sphere in 

general. The applied literature helped the founding team to prepare for approaching caveats 

they could not experience themselves in practice yet and was therefore found to be very 

helpful. Other caveats were experienced hands-on by the team itself already and solutions 

how to overcome them have been proposed accordingly. 

One of the main challenges identified for the business case was how to bridge the initial 

supply-demand gap when launching the study-scope marketplace. This issue is referred to as 

“Chicken-Egg” problem in the work and implies that a network without offers will not attract 

any buyers and a network without buyers on the other hand will not attract sellers. The 

authors concluded that creating standalone value in some of the verticals offered and applying 

a seeding strategy where the platform providers themselves advertise value items show 

potential to overcome this obstacle. Thereby, initially one side of the market is attracted and 

will as a consequence hopefully lead the other side of the market to join the network as well. 

Besides that, the team aims at collaborating with affiliate marketing networks and to open up 

the marketplace to external producers. The marketplace will further be targeting 

geographically and socially concentrated communities that are already engaging in 

interactions with one another to learn and gain popularity before expanding to the masses. 

Another challenge identified as critical is how to overcome trust issues between users that 

could hamper transaction prosperity since the information asymmetry that goes hand in hand 

with Internet purchases can leave consumers in potentially vulnerable positions. The study-

scope marketplace intents so bridge the risk for users of being exposed to unwanted surprises 

after a purchase by arbitrating face-to-face transactions and prior inspection of the goods. This 

is enabled by the geographic proximity of transacting users. In addition, the founding team 

aims to establish a sound and authentic user reputation system, reaching from communication 

over attitude up to deliverables, to facilitate transparency among users. Purchases from 

external integrated sources that are conducted through the marketplace will rely on the partner 

networks reputation system and only trusted and reliable external sources will be considered 

as partners. 
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Moreover, buyer/seller logistics, meaning how transactions and communications between 

users are enabled were identified as critical. Here again, the envisaged face-to-face 

transactions of value items alleviate the logistical difficulty since only users within the same 

local areas are connected. Should a user buy from an affiliate source, these platforms will be 

taking care of the transaction management and provide the necessary logistics. Incentives to 

bypass the study-scope marketplace as a middleman are not provided since the marketplace 

will not be charging its users. The marketplace will further implement a life chat between 

users and allows sending user inquiries via email to ensure convenient communication. The 

founding team aims to implement several offering verticals (housing, furniture, bicycles, hot 

spots, etc.) to drive up daily user activity and will engage in clearly targeted marketing 

campaigns to restart and encourage an entire second-hand culture. Special attention will and 

needs to be payed to the most passionate users and early adopters to boost positive network 

effects and positive user experiences while minimizing negative ones. 

Having a targeted audience instead of randomly trying to reach a wide mass has further been 

identified as important since a clear focus of who exactly the marketplace will serve allows 

tailored service provision to better accommodate users who really value the service. 

Resources can then be prioritized accordingly in a more efficient manner and spending time 

on low-value prospects can be prevented. Targeting a specific audience and learning about 

their consumer behavior further creates more value to potential business partners that can be 

leveraged as revenue sources once the platform has reached a critical mass. Especially data 

and connections from the chosen target segment of students and interns who are soon about to 

enter the labor market could be found valuable by employers on the hunt for potential 

employees.  

The authors of this work have further identified the challenge of providing good customer 

service as an inevitable necessity for launching an online marketplace since arising issues 

between transacting parties are typically only a matter of time. The platform providers’ 

assistance will be required in certain situations and therefore will have to be offered properly. 

Hence, the founding team will initially offer customer service for conflict resolution, general 

questions and feedback. The face-to-face transaction type this marketplace encourages 

hopefully minimizes after-sale issues between users and thus the frequency of the customer 

service being consolidated as well. 
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The challenges and caveats outlined above illustrate that setting up this online marketplace 

bares a considerable amount of hurdles. Nevertheless, the founding team believes that where 

is a will there is also a way. All these challenges have been overcome before and this work 

proposes methods how to master them in the specific case of the study-scope marketplace. 

The founding team sees these challenges as personal positive stimuli and believes that 

addressing these issues beforehand helps to make this venture more probable to succeed.  

 

13.1 Limitations 

The authors acknowledge that this work has a very broad choice of topics, which affects the 

approach and outcome in several ways. Some of the key limitations are brought out in the 

following section as well as thoughts for further possible researches. 

Scope of the project 

Firstly, the thesis tried to give a holistic understanding of setting up a company incorporating 

a wide array of different business model aspects. Coming from the sheer page limitation the 

authors chose to give a short overview on each of these aspects, although any one of them 

could be an entire research project on its own. By giving a half-page to one-page explanations 

of the VISOR model descriptors, the authors only scratched the surface of these topics. The 

project was mainly targeting evolving business model components. Therefore and due to 

scope and page limitations, the strategy aspect as part of a firm’s business philosophy was 

neglected. However, when the VISOR was taken under investigation, it became clear that 

further explanation is needed in order to put the framework in use. Consequently, the authors 

hope that this additional information could be seen as an enhancement of the VISOR, and 

provide better understanding of what these descriptors are and how they can be applied. 

Choice of literature 

As mentioned before, then each of the business model aspects has an immense amount of 

literature and different practices, which is why the authors are well aware that the choice of 

theoretical background could be enhanced by further studies on these topics. Choosing „the 

best theories” posed difficulties when the authors don’t have an IT background or when a 

topic has many different lines of theory, in addition to the space constraint. To mitigate these 

factors, the authors leaned on their own study program literature when possible, in order to 
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provide credibility and put the relevant material in use. Additionally, some of the parts, such 

as the digital aspects, are in constant change and rather novel, which is why academic 

literature is still catching up and some industry-specific sources were used instead. 

Choice of topics 

Another related limitation of the study is the choice of topics in the work. The main focus of 

this work was to outline and enhance the VISOR business model framework that addressed 

most of the business aspects, and was deemed an applicable model by the authors. However, 

the authors came to realize during the work that many of the VISOR business model parts 

were interrelated and could have been combined into more comprehensive and holistic 

chapters, such as a marketing chapter, an appropriability chapter, etc. The authors chose to 

follow the VISOR framework, and add two chapters that were „missing” from the model, a 

marketing communication part for how to actually reach the potential target segment, as well 

as an industry specific analysis regarding the caveats of online marketplaces. It is 

understandable that many additional topics could have been brought out, but as the authors 

simultaneously managed the problems of the startup, they saw these two as vital for launching 

a business. The aforementioned can be disputable coming from the time limitation – more 

relevant topics can arise when the startup grows out of its infancy. Finally, the external factors 

could have been further investigated, such as competitor analysis and industry trends. The 

appropriability regime was somewhat touched upon in the service platform chapter, but an in-

depth analysis on competitive advantages could have provided insights on the viability of the 

project. As a side note, the authors did look into the specific challenges of this industry that 

apply for the case company. 

Short time frame for setting up a company and the real outcome of the work 

When it comes to practice, then setting up a company is a time-consuming process in itself 

and advancing towards a functioning service can take more time as expected. The founders 

had busy routines aside the thesis, but the main hampering factor of getting further could be 

seen the IT side of this project. Study-scope’s idea in general has a modular architecture 

comprised of many parts that need to be combined into a working bundle. Everything needs to 

function in order to provide a satisfactory user experience, which takes time from the 

development side. For the time being, study-scope is not ready to be launched on the market, 

making the real outcome of this research unpredictable. Important aspects of this work cannot 
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be tested and measured, such as the traffic, revenues, marketing campaigns, and so forth. 

Therefore, much of the work remains hypothetical and generally not applicable, but authors 

believe that it could still be an interesting look into the different aspects of setting up a 

business with a practical case. 

 

13.2 Avenues For Future Research 

In the course of thinking through and setting up this online marketplace project, the authors 

deeply dived into the world of digital enterprises and entrepreneurship. Sometimes the entry 

into certain research fields was conveniently accessible, while for others, knowledge sourcing 

was very difficult and often confusing due to contradictory claims and a lack of existing 

literature. The least developed available content was found to be in the field of digital 

business modeling and online entrepreneurship, although the advent of the digital era did not 

happen overnight but as a matter of fact many years ago. The founding team would have 

appreciated more available and proven literature that touches the increasing acceleration of 

innovation, web-entrepreneurship, and digitization of the world we all live in, since these 

subjects unavoidably influence our lives more and more every day. Therefore, this project 

wants to highlight the need for further digital specification in today’s research areas. Although 

this case study gave strong indications that components included in firm’s business model are 

key to entrepreneurial success, just delivering one practical example of this hypothesis is not 

enough to confirm it. From a holistic point of view, more practical examples like the rollout 

of the study-scope marketplace are required to improve and spread knowledge that triggers 

entire digital ecosystems and innovation across curious entrepreneurs around the world. 

Although the VISOR framework is a step in the right direction, more sound and generalizable 

business model frameworks that cover digital aspects as a standard are desirable and 

enhancements should continuously be made to new underlying assumptions.  

In the specific case of the study-scope project, the founding team’s task now will be to 

implement their learnings from this work and to bring the proposed solution to life in order to 

test whether this marketplace proves to be successful. After that and in this respect, further 

market research across country borders needs to be conducted to target potential rollouts in 

other countries’ local economies. 
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14. Conclusion 

In recent years, entrepreneurship has gradually moved away from a solely physical world and 

brought forward a range of new possibilities related to the digital sphere. Rapid technological 

advancements and the digitization of industries have changed what resources are required to 

launch a company, how they operate, and whom they serve. Most importantly, the evolved 

digital perspective has often been disregarded by conventional business studies. To improve 

traditional business model aspects, today’s entrepreneurs need to understand the basic 

concepts of IT and business ecosystems. 

Therefore, this thesis is a case study analysis based on the study-scope startup that the authors 

simultaneously plan to found for the cause. Study-scope aims to operate in the online 

marketplace industry and mainly targets students and interns. The innovation lies in 

combining various existing solutions and to thereby provide a new service for the chosen 

target segment. Coming from the aforementioned, the authors posed the following main 

research question:  

“How can today’s digital shift be leveraged to deliver an online marketplace for young 

academics’ relocation processes and resulting follow-up needs?”  

Firstly, going digital has allowed businesses to create functioning services with different 

competences than traditional companies. To set up a digital MVP for stimulating test-

measure-learn loops, coding skills are often enough and traditional production costs are 

driven down. This allows creating e-businesses in short time frames that can potentially go 

global right from the start.  

However, a suitable business model is needed to map out the organization’s architecture and 

to connect its operations in a meaningful way. Therefore, for building a digital business, the 

authors moved away from traditional business modeling and used a novel approach called 

VISOR. Unlike traditional business model frameworks, VISOR addresses digital components 

as well, such as IT architecture, design, interface, etc.  

Moreover, the authors made use of existing solutions by focusing on application 

programming interfaces (API’s) like Google Maps and Amazon to create a location-based 

marketplace. By going digital and combining different existing solutions, the company did 
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not have to re-invent the wheel and could focus on improving the value proposition instead. 

This relates to another important implication of today’s business world: companies don’t 

operate alone, but in ecosystems. For management, this means that the modern business 

environment is much more complex and decisions have to be made from the point of 

considering the whole ecosystem. One could think that integrating Amazon in the offering 

would be a step on a competitor’s toe, but contrary to that, Amazon itself thereby can reach 

more customers and simultaneously helps to overcome the chicken-and-egg problem of the 

study-scope marketplace. 

Secondly, the authors focused on the changing practices of marketing that are undergoing a 

constant change in the digital world. Not only are there more devices every day, but also more 

channels and clutter. This topic was added since the authors believe that it gives a solid basis 

for actually understanding the potential customers and if it is possible to reach them. Digital 

channels, such as social media, made it possible to conduct an international marketing 

research to validate the idea and need. Social media has become an irreplaceable marketing 

tool for driving customers on the website as students and interns spend a considerable time on 

their devices. Therefore, an integrated communications plan appeared to be detrimental. 

Finally, every industry has its own peculiar aspects that general business model frameworks 

usually do not address. Coming from the aforementioned, the authors added a specific topic of 

challenges and caveats of the online marketplaces, such as trust issues, chicken and egg 

problem, buyer-seller logistics, etc. These issues are inherently part of the digital world that 

needed to be addressed before the launch of the platform. Literature on this topic is currently 

especially scant for what the authors mostly leaned on existing practice.  

To sum up, the authors deemed the used theory-line appropriate to build a digital startup in 

the online marketplace field. Nevertheless, various challenges arose as practice is currently 

evolving faster than theory in certain aspects. Although the authors faced several ambiguities 

in the writing process, they hope that this work can provide insights for future digital 

entrepreneurs and researchers. 
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16. Appendices 

	
Appendix 1: Questionnaire Report 

Q1 - Moving to a new place can be challenging as you need to navigate through different sites 

and places in order to find housing, jobs, bikes, furniture, etc. We want to find out if there 

could be a better, one-stop solution. Take a second and imagine a wonderland marketplace 

where you can: -choose among offers combined from eBay, Amazon etc. -buy from/sell to 

fellow students in your city (and see the location on google maps)-post and look for student 

jobs and accommodation-and any other category that gets enough attention.      

What are the common needs you have been or would be looking for when moving to a new 

place (tick one or more options): 

Answer % Count 

Accommodation 92.74% 217 

Activities/hot spots for leisure time 67.09% 157 

Jobs 67.09% 157 

Home interior (e.g. furniture, electronics) 47.01% 110 

Bicycles 39.74% 93 

Academic literature 22.22% 52 

Rideshares 18.38% 43 

Something else (please specify) 7.69% 18 

Clothes 6.41% 15 

Total 100% 234 
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Q2 - Where do you find the things you need? (Please rate their importance. 1 is not important 

at all, whereas 5 is very relevant) 

Field Minimum Maximum Mean Std 

Deviation 

Variance Count 

Friends 1.00 5.00 3.59 1.19 1.41 220 

Specialized portals and 

websites 

1.00 5.00 3.61 1.20 1.43 218 

Facebook/social media 1.00 5.00 3.27 1.13 1.27 212 

Online shops 1.00 5.00 3.12 1.11 1.22 199 

Physical shops 1.00 5.00 3.06 1.22 1.49 196 

Something else (please 

specify) 

1.00 5.00 2.91 1.68 2.81 11 

 

Something else (please specify) 

Something else (please specify) 

Street Markets 

Ask locals 

Google maps 

Homepage University/work 
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Q3 - Approximately how many different sources have You used to find all of this? (eBay, 

housing portals, Facebook, university, etc.) 

Answer % Count 

1-2 7.69% 17 

3-5 67.87% 150 

6-8 20.36% 45 

9+ 4.07% 9 

Total 100% 221 

 

Q4 - Do you think it's difficult/time-consuming to go through all of the sources? 

Answer % Count 

It's difficult and time-consuming 36.20% 80 

It's just time-consuming 47.51% 105 

It's not a problem for me 16.29% 36 

Total 100% 221 
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Q5 - How often do You buy/sell online? 

Answer % Count 

More than once in a month 30.14% 66 

Once in a month 25.11% 55 

Once in 3 months 26.03% 57 

Rarely or never 18.72% 41 

Total 100% 219 

 

Q6 - How do you feel about buying/selling second-hand items? 

Answer % Count 

It's a common practice for me, I do it often 31.96% 70 

I do it sometimes 47.95% 105 

I don't really like it 20.09% 44 

Total 100% 219 

 

Q7 - Now imagine an online marketplace that combines different sources of offerings from all 

of the websites you’d have to search for and visit (such as Amazon, housing portals, even 

Facebook groups), all in one. In addition, you can buy/sell from fellow students/colleagues 

and see it from the map.   

Would you use a free of charge online platform that is meant especially for students and 

expats in the above-mentioned product and service categories (housing, bicycles, home 

interior, etc.)? 
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Answer % Count 

Yes, I would 94.04% 205 

No, I would not 5.96% 13 

Total 100% 218 

 

Q8 - You previously said that you would not use this service, could You specify why? 

Answer % Count 

I wouldn't, because... 100.00% 9 

Total 100% 9 

 

I wouldn't, because... 

I wouldn't, because... 

It does not matter whether I google in two different online stores or just one. And there 

already are physical one stop shops 

I rarely use online shops as I prefer seeing the stuff I buy in real life. 

I do not like third party sites that solicit products, services that originate from another well-

knowm site/brand such as eBay, Airbnb, Facebook, etc. If possible, why not get the things 

you need from the source? 

In practice, I can't be bothered to have to switch to a new platform that is untested and offers 

only a marginal benefit 
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I'd rather buy new things than second hand 

I don’t feel like I need yet another platform. Using different specialized websites is a lot 

easier for me. 

I don't like the idea to create an online shop only for students. 

 

Q9 - In what categories would you personally be interested in? (Tick one or more) 

Answer % Count 

Housing 90.10% 182 

Home interior (from furniture to electronics) 65.35% 132 

Academic literature/books in general 39.11% 79 

Bicycles 54.46% 110 

Activities and places for leisure time 68.32% 138 

Ride shares/car pooling 41.09% 83 

Jobs 72.28% 146 

Clothes 21.78% 44 

Something else 3.96% 8 

Total 100% 202 
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Q10 - What would be the most important aspects of this service for you?  (tick one or more) 

Answer % Count 

Trust issues between buyers/sellers 75.86% 154 

User friendliness and design 69.46% 141 

Abundance of choice 50.25% 102 

Something else 2.46% 5 

Total 100% 203 

 

Something else 

Something else 

Everything should run smoothly and should be easy to find, otherwise I wouldn't even bother. 

That scammers etc. are blocked from the site 

Easy access with no huge requirements and this to be free of charge 

I like to look for things myself and not to do as everyone. Therefore my concern would be 

that on such a website you find only basic needs and not an ongoing discovery 

Relevance of the offers would be even more important than abundance 

Q11 - Usability! Would you prefer to use it on a computer or your mobile phone/tablet? 

Answer % Count 

Computer 14.78% 30 
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Mobile/tablet 9.85% 20 

Both 75.37% 153 

Total 100% 203 

 

Q12 - Would you be willing to pay for this kind of service? 

Answer % Count 

Yes, I would 15.76% 32 

Maybe, if… 27.59% 56 

No, I would not 56.65% 115 

Total 100% 203 

 

Maybe, if… 

Maybe, if… 

It's not too expensive 

There is a free Test version 

The service is really great and there are many users, so that the usage of the service stays 

necessary for a longer time 

It´s so unique that it outsmart other services 

It has a subscription fee less than 5€ per month. 
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It’s fantastic 

The platform has been working for some time and has all the benefits 

Not too expensive 

It’s worth it. 

I could get big discounts through it 

There is a free trial and no automatic payment renewals 

It is reasonably priced 

Pay a small fee on what I buy 

The time saved by using an integrated platform would exceed the cost of the service 

It's really good. No monthly subscription though. 

I knew before-hand there would be ample offers 

It is done as a small fee for each transaction, not interested in subscription. And of course if 

the app is worth it. 

It is not a fee, but one independent payment 

It's ad free 

It wasn’t too expensive 

It’s good and I have money, no fixed contracts stuff though 

Got access to stuff I would not get otherwise (discounts, special offers, can pre-book tickets to 
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events etc.) 

I get proven value for it, if there is wide choice 

It would be cheap enough 

It will be interesting and useful 

I am convinced the service is worth it 

It is extremely cool 

Up to 5eur/per month 

I get a discount in selected shops and if my calculation tells me I save more than give to the 

website 

It is really unique & exclusive 

Payment offers additional perks 

The platform convinced and helped me once I can imagine to pay for further use. 

It gave me access to discounts/reduced prices on stuff I need. In general as a student, I would 

rather spend extra time, than extra money on getting the stuff I need. 

It works 

It is spectacular 

It's worth it 

I weren't a student and therefore have little to no money 
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It is not that expensive and offers a good price/value ratio 

There was a big range of affordable offers so paying for the service would very probably pay 

off by finding/selling what I want at a good price, more likely/faster than at any existing free 

website 

It’s worth it 

There is no free alternative 

Superior to other websites/platforms 

It is extraordinary superior in its features 

It is not too expensive 

Recommendations fit with my needs 

 

 

Q13 - Do you have any other suggestions or proposals that we didn't address? 

Yes, I do 

There could also be integrated information on transportation other than covoiturage, special 

offers for flights and train tickets etc. 

Second hand phones 

Make clever partnerships with trustworthy entities, and arrange good deals for your 

costumers. 

Definitely needs accreditation to sellers or housing offers to create trust (like airbnb). 
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Professional look, user-friendliness and transparency are important too. 

Promote it to universities so it reaches students and companies 

Price range scales on result filter, so poor and rich can use easily 

I would pay, no doubt - if it could fix a lot of stuff before I came to "the new town". E.g. If 

I'm moving to Copenhagen, it would be awesome to be able to have a place when I arrive, 

some bikes to check out and all of the academic literature  available before school starts. 

Organize flea markets 

I do not know precisely your value proposition but I would value your platform advices as 

much potential rating for students that used that or that shop/agency. Whether there are 

existing platform you want to compete with or not, the idea of constant accumulation of 

experience from students and the cumulative effect of feedbacks would give a nice "this is the 

best way to obtain what you want, this is why and here are students’ confirmations". Anyway, 

good luck! 

Don't forget ads 

A wishlist / a chat between vendors & buyers 

Not specializing probably leads to bad usability and/or not desired search results and/or a 

longer navigation time. 

Offering personal services in exchange for money or objects - plumber, repairs, etc. 

Hook it up with the syllabus from different concentrations at different schools, in that way 

one can preorder before coming to a new town. If I could get 10% discount on books, I would 

gladly have shared some of that "savings" with the platform 

Maybe a chat-option to get to know people and arrange meetings. 
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offering private services like tutoring, translations, assistance with bureaucracy/how official 

things work in the new country 

Create an algorithm that sets a radius to define a territorial marketing for buying/exchanging 

goods 

 

Q14 – Demographics: some anonymous data about you. 

Q14 - Your age 

Answer % Count 

18-21 5.14% 11 

22-25 48.13% 103 

26-30 45.33% 97 

31-35 1.40% 3 

36+ 0.00% 0 

Total 100% 214 

 

Q15 - Sex 

Answer % Count 

Male 55.66% 118 

Female 44.34% 94 

Total 100% 212 
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Q16 - Occupation 

Answer % Count 

Student 46.95% 100 

Working 23.94% 51 

Both 29.11% 62 

Total 100% 213 

 

Q17 - Monthly Income 

Answer % Count 

Less than 400€ 14.69% 31 

400-700€ 28.44% 60 

701-1000€ 22.75% 48 

Over 1000€ 34.12% 72 

Total 100% 211 
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Appendix 2.  

Chosen API’s for study-scope 

Category API About 

Analytics Google 

Analytics 

Google Analytics provides API’s to collect, configure, and 

report on user-interactions with online content. 

Ecommerce eBay eBay's primary web services are found in the three following 

API's: The Trading API allows developers to list items, 

manage user information, get item information, and manage 

eBay sales and purchases. 

The Shopping API lets users take searches off of eBay and 

put them into their own site or application. 

The Finding API provides more relevant search results 

compared to existing search API's and has an array of search 

refinement capabilities. Developers can leverage the Finding 

API to integrate more robust searching and browsing 

experiences into their buying applications. 

Ecommerce Amazon 

Product 

Advertising API 

Through this API developers can retrieve product 

information. The API exposes Amazon's product data and e-

commerce functionality. This allows developers, web site 

publishers and others to leverage the Amazon Product 

Discovery features that Amazon uses to power its own 

business, and potentially make money as an Amazon 

affiliate. Additionally, the API has features allowing 

developers to advertise products, let users search for Amazon 

products and help users discover Amazon products. 

Ecommerce Amazon Helps sellers automate listings, orders, payments, reports, 



	 	 144	

Marketplace 

Web Service 

API 

and more. By exchanging data, sellers can integrate Amazon 

marketplace into their current applications and workflow. 

Mapping Google Maps The Google Maps API allow for the embedding of Google 

Maps onto web pages of outside developers. The API 

includes language localization for over 50 languages, region 

localization and geocoding, and has mechanisms for 

enterprise developers who want to utilize the Google Maps 

API within an intranet. 

Social Facebook The Facebook API is a platform for building applications 

that are available to the members of the social network of 

Facebook. The API allows applications to use the social 

connections and profile information to make applications 

more involving, and to publish activities to the news feed 

and profile pages of Facebook, subject to individual users 

privacy settings. With the API, users can add social context 

to their applications by utilizing profile, friend, Page, group, 

photo, and event data. 

Social LinkedIn LinkedIn provides 2 API’s: -The JavaScript API is a rich 

client library enabling you to build dynamic applications in 

the web browser. Use OAuth 2 to easily authorize users via 

the "Sign In with LinkedIn" button, access LinkedIn data 

with native objects, and interact with Plugins. -The REST 

API provides a simple, consistent representation of people, 

companies, jobs, and the interactions and relationships 

between them. The query language allows reading data in 

XML and JSON at the granularity and the chosen 

aggregation. Use OAuth 1.0a to authorize users and begin 

making REST API calls using any programming language. 
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Social Google+ The Google+ API is the programming interface to Google+. 

The API can be used to integrate an app or website with 

Google+. This enables users to connect with each other for 

maximum engagement using Google+ features from within 

an application. 

Social Instagram Instagram is a photo sharing iPhone app and service. Users 

take photos and can share them with Instagram contacts, as 

well as friends on other social networks like Twitter and 

Facebook. The Instagram API provides access to user 

authentication, friend connections, photos and all the other 

elements of the iPhone app--including uploading new media. 

Social Twitter The Twitter micro-blogging service includes two RESTful 

API’s. The Twitter REST API methods allow developers to 

access core Twitter data. This includes update timelines, 

status data, and user information. The Search API methods 

give developers methods to interact with Twitter Search and 

trends data. The API presently supports the following data 

formats: XML, JSON, and the RSS and Atom syndication 

formats, with some methods only accepting a subset of these 

formats. 

Social Youtube The Data API allows users to integrate their program with 

YouTube and allow it to perform many of the operations 

available on the website. It provides the capability to search 

for videos, retrieve standard feeds, and see related content. A 

program can also authenticate as a user to upload videos, 

modify user playlists, and more. This integration can be used 

for a variety of uses such as developing a web application 

allowing users to upload video to YouTube, or a device or 

desktop application that brings the YouTube experience to a 
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new platform. The Data API gives users programmatic 

access to the video and user information stored on YouTube. 

This can be used to personalize a web site or application with 

the user's existing information as well as perform actions like 

commenting on and rating videos. This RESTful API 

provides responses in XML format. 

(Source: Programmableweb.com) 

 

 


