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Abstract 
 

In 2007, the six major mobile phone manufacturers included Nokia, 
Samsung, BlackBerry, Motorola, Sony Ericsson and LG and controlled 
90% of the industry’s global profits. Apple’s iPhone entered the mobile 
phone market and started to gain market share at a fast pace. All these 
rivals had strategic capabilities such as product differentiation, strong 
brands, large R&D budgets, massive scale and excellent logistics. At that 
time, these firms were quite profitable and stable in the business. Apple, 
on the other hand, was a small company with no presence in mobile 
phones. The iPhone which was introduced that year had an innovative 
design and some cool features. But what made the big difference was 
that Apple exploited the power of platforms to defeat its rivals.  
 
Thinking in terms of a platform strategy, Apple saw the iPhone and its 
operating system as more than a product. It conceived it more as a 
manner to connect participants in two-sided markets. In this arrangement 
app developers are one side and app users on the other, creating value 
for both sides.  
 
Platform competition is a relatively new phenomenon. Give its 
importance, there is a great interest in the subject and there are already 
a significant number of studies that look at different aspects of platform 
strategies, such as the nature, of platform business, similarities and 
differences between platforms and conventional businesses, how to 
launch a platform business, the role of network effects,  finding the right 
platform for a product, and other topics. Despite the growth of research 
into platform business, there is no paper that reviews the area as of the 
present time. The purpose of this paper is to close this gap and critically 
review the various studies and discuss their implications for further 
research and managerial practice. 
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