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DIGITAL PLATFORMS AND THEIR APPLICATION IN THE
AVIATION INDUSTRY

Kateryna Molchanova, Natalia Trushkina, Olga Katerna. “Digital platforms and their application
in the aviation industry”. The article considers one of the directions of digital transformation, namely digital
platforms. United Nations Conference on Trade and Development says that digital platforms create new
opportunities for companies of all sizes to engage in trade. They can lead to efficiency gains through lower
transaction costs and reduced information asymmetries supported by rating systems. Other benefits include
lower consumer prices, increased market access, more competition, better use of underutilized resources and
increased flexibility for the providers of services. However, gains are not automatic, and there are growing
concerns over the rising market power of certain platforms and the related implications for competition, data
protection and ownership, consumer protection and taxation and employment policies. Economic policies and
regulations will need to maximize the benefits while at the same time minimizing the costs of digital platforms.

Accordingly to Digital Economy Report 2019 by UNCTAD digital platforms provide the mechanisms for
bringing together a set of parties to interact online. A distinction can be made between transaction platforms
and innovation platforms. Transaction platforms are two/multi-sided markets with an online infrastructure that
supports exchanges between a number of different parties. They have become a core business model for major
digital corporations (such as Amazon, Alibaba, Facebook and eBay), as well as for those that are supporting
digitally enabled sectors (such as Uber, Didi Chuxing or Airbnb). Innovation platforms create environments for
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code and content producers to develop applications and software in the form of, for example, operating systems
(e.g. Android or Linux) or technology standards (e.g. MPEG video).

Several factors help explain the rapid rise to dominance of these digital giants. The first is related to
network effects (i.e. the more users on a platform, the more valuable it becomes for everyone). The second is the
platforms’ ability to extract, control and analyses data. As with network effects, more users mean more data,
and more data mean a stronger ability to outcompete potential rivals and capitalize on first-mover advantages.
Thirdly, once a platform begins to gain traction and starts offering different integrated services, the costs to users
of switching to an alternative service provider start to increase.

The transformative power of data in the sphere of economic and social interactions means that
governments, businesses, and people must adapt to use emerging opportunities and avoid traps and risks. The
ability of countries and various stakeholders to master digital transformation varies greatly and depends on
their level of development and digital readiness. Developed countries are in many ways better equipped to deal
with the growing role of digital platforms than countries with limited resources and capabilities.

The aviation, travel and tourism industry has been at the forefront of digital innovation, but industry and
technology trends suggest that further change lies ahead. The sector has been an early adopter of digital
technologies and platforms, but steep demand for travel, driven by a growing middle class in emerging markets
and the increasing importance of digital experiences, implies that further digitalization will be vital if the
expectations of tomorrow’s consumers are to be met.

Keywords: digital transformation, digital platform, digitalization, platformization, digital economy,
digital readiness.

Kamepuna Monuyanoea, Hamania Tpywkina, Onvea Kamepha. "Lugposi nnam¢opmu ma ix
3dcmocyeaHHA 6 asiayitHiu 2anysi". B cmammi po3enadaemeca OOUH 3 HANPAMKI8 UYugposoi
mpaxcpopmauii, a came yugposi nnamegpopmu. bazamo komepuiliHux nionpueMcmas Ha Cb0200HIWHIl OeHb
obuparome naameopmeHHi 6izHec-moodesni i 00CNIOXeHHA Camo20 NOHAMMA yugposoi niamgopmu
00380/15€ 3p0O3yMimu NPUHUHU iX BUHUKHEHHA Ma Yini icHy8aHHA. BUKOHAHO aHasi3 Memoooo2il, Wo ouiHoe
pigeHb 20mosHOCMI KpaiH 00 Yugpposoi mpaHcpopmauii' i ye 00380/19€ 8UABUMU CUSIbHI Ma c/1abKi CMopoHU
Ha wisxy yugposizauil. Takox 0ocnioxeHi munu ma suodu yugpposux naamgopm 8 3anexHocmi 8id ix
yHKyioHaneHUx ocobsusocmed. Po3zanaHymi cepu 3acmocysaHHA yugposux naameopm 8 asiayitiHil
eanysi ma icHyto4i nnamgopmu 014 Npocy8aHHA Nocly2 Asiakomnaditi 00 KiieHmie ma nnamgopmu
NPU3HAYEHHAM AKUX € O6'€OHAHHA YYAacHUKie asiayitiHoi eanysi 0n8 ONMUMAnbHO20 MexHIYHO20
06ci1y208y8aHHA Ma peMoHmy siimakia ma obmiHy iHgpopmayiero.

Knrouoei cnoea: undpposa tpaHcdopmauia, unpposa nnatpopma, umdposizauia, nnatdopmizadia,
undpoBa eKoHOMIKa, LdPOBaA rOTOBHICTb.

ExamepuHa MonyaHoea, Hamanusa TpywkuHa, Onvea Kamepuas. "LJu¢pposeie nnamgopmeor u
Ux npumeHeHue 8 asudyuoHHoli ompacnau”. B cmamee paccmampugaemcs OOHO U3 HanpassaeHul
yughposol mpaHcgopmayuu, a uMmeHHo yugpossie niamgopmel. MHO2ue KoMmepydecKux npednpuamud Ha
Ce200HAWHUU OeHb 8blbuparom naamgopmeHHole 6u3sHec-Mooesnu U UCC1e008aHUe Camo20 NOHAMUA
yugposol nnameopmsl No380/9em NOHAMb NPUYUHbLI UX BO03HUKHOBEHUA U Ueslu Cyuwecmeo8aHus.
BbinonHeH aHanu3 memo0dosio2ulU, Komopds ouyeHusdem yposeHb 20MO8BHOCMU CMpAH K yugposol
MmpaHcgopmayuu u 3mo no3eosigem 8biA8UMb CUJIbHbIE U C/1abble CMOPOHbI Ha nNymu yugposusayuu. Takxe
uccs1e008aHbl Munel U 8UObI YUGPOBLIX NIIAMEMOpPM 8 3a8UCUMOCMU OM UX (hYHKUUOHAIbHbIX 0CObeHHoCcmed.
Paccmompetel cihepol npumeHeHus yugposbix naamgopm 8 asudyuoHHOU ompaciu u cyuecmsyouwjue
naamegopmel 0718 NPOOBUXKEHUS YCly2 ABUAKOMNAHUU K KTUeHmMam u naameopmsl Ha3Ha4eHuem Komopbix
Ae1gemcs 00veOUHeHUe YyYydCMHUKO8 asUdUUOHHOU ompaciu 079 ONMuUMaabHO20 MeXHUYeCcKoz20
06C/yXUBAHUA U peMOHMA camosiemos u obmera uHgopmayued.

Knioueevle cnoesa: undposaa TpaHchopmaums, undppoBasa nnatpopma, uudbposBmsaumsa,
nnatpopmmsaums, LmdpoBas SIKOHOMMKA, LUPPOBaAs rOTOBHOCTD.
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Introduction. Recently, many aspects of
our life have become associated with
numbers. Digital data, digital technologies,
digital transformation, digitalization, digital
economy - these concepts are firmly
entrenched in daily routine. Many studies
describe the essence of these concepts and
provide definitions. To put it simply, the
digital world is a world encoded with the
numbers 0 and 1.In order to gain access to the
digital world, we need certain devices,
programs and energy. Now it is difficult to find
such a sphere of human activity in which
digital technologies are not used. Of course,
the level of digitalization is not uniform.
Therefore, primitive tribes in the Amazon,
Africa and Oceania do not use such
technologies at all. However, these are
exceptions to the rule, and the Earth is
increasingly becoming a digital planet.

United Nations Conference on Trade and
Development says that digital platforms
create new opportunities for companies of all
sizes to engage in trade. They can lead to
efficiency gains through lower transaction
costs and reduced information asymmetries
supported by rating systems. Other benefits
include lower consumer prices, increased
market access, more competition, better use
of underutilized resources and increased
flexibility for the providers of services.
However, gains are not automatic, and there
are growing concerns over the rising market
power of certain platforms and the related
implications for competition, data protection
and ownership, consumer protection and
taxation and employment policies. Economic
policies and regulations will need to maximize
the benefits while at the same time
minimizing the costs of digital platforms. [1]

Literature and researches review.
Accordingly, to Thomas R. Eisenmann the
platform encompasses the set of components
and rules employed in common in most user
transactions. Components include hardware,
software, and service modules, along with an
architecture that specifies how they fit
together. Rules are used to coordinate
network participants’ activities. They include
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standards that ensure compatibility among
different components, protocols that govern
information exchange, policies that constrain
user behavior, and contracts that specify
terms of trade and the rights and
responsibilities of network participants. [2]

Idris Mootee notes that most industries
today operate on certain platforms and
platform owners means market power and
usually benefit from economic gain. Many are
quick to call their products platforms in a
casual manner, but here are some of the key
characteristics:

- It must perform one or more critical
function in a superior fashion within an
industry;

- It must define certain “standards” and
has influence over the overall architecture;

- It must be open or semi-open for others
to build upon;

-The economics must allow the
compliments in the ecosystem to see some
upside in order to attract them to participate;

- Early momentum is key for any platform
strategy so a lot of negotiation needs to take
place to make business trade offs. [3]

European Commission defines that
digital platforms provide the technological
basis for delivering or aggregating
services/content and mediate between
service/content providers and end-users.
They integrate the components of industrial
value chains in a seamless communication
between interoperable business processes
(e.g. design, production, sales, logistics, and
maintenance). [4]

In the literature on digital platforms, the
term platform economy is also often found.
The platform economy poses significant
questions, challenges and opportunities for
society, the labour market and organizations.
An increasing number of businesses are
starting to adopt the platform business model
and its digital strategies in order to remain
competitive. The Deloitte Company states the
platform economy is a complex phenomenon
that is significantly disrupting the general
concept of ‘normal jobs'. It is any type of
digital platform that uses the internet to



The electronic scientifically and practical journal

“INTELLECTUALIZATION OF LOGISTICS AND SUPPLY CHAIN MANAGEMENT”,

ISSN 2708-3195

connect dispersed networks of individuals to
facilitate digital interactions between people.
Within the platform economy there is a
triangular relationship between three parties
(1) the platform (2) the worker and (3) the
customer. It is the job of the platform to
connect people with demand (the customer)
to people that provide supply (the worker). [5]

Aim and objectives. The purpose of the
article is to study the concept of digital
platforms, their place in the modern digital
world, their types and the reasons why
commercial enterprises are striving to switch
to platform business models. Study of the
methodology for assessing the readiness of
countries for digital transformation allows
you to see the strengths and weaknesses of
the country and determine the vector of
movement. Since the aviation industry is
inherent in the use of the latest technologies,
digital platforms find their application in this
area too.

Results, analysis and discussion. The
basic of digital world is digital data. Digital
data is machine-readable information. In the
Digital Economy Report 2019 of United

Nations Conference on Trade and
2002 2007
100 GB 2 000 GB
per second per second
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Development (UNCTAD) digital data and
digital platform are considered as major
drivers of digital economy’s expansion. [6].
The digital economy continues to evolve at
breakneck speed, driven by the ability to
collect, use and analyse massive amounts of
machine-readable information (digital data)
about practically everything. These digital
data arise from the digital footprints of
personal, social and business activities taking
place on various digital platforms. Global
Internet Protocol (IP) traffic, a proxy for data
flows, grew from about 100 gigabytes (GB)
per day in 1992 to more than 45,000 GB per
second in 2017 (Fig. 1). And yet the world is
only in the early days of the data-driven
economy; by 2022 global IP traffic is projected
to reach 150,700 GB per second, fuelled by
more and more people coming online for the
first time and by the expansion of the Internet
of Things (loT).

The CISCO Annual Internet Report 2018-
2023 announced 5.3 billion total Internet
users (66 percent of global population) by
2023, up from 3.9 billion (51 percent of global
population) in 2018. [7]

2022

150 700 GB
per second

Figure 1 - Evolution of Global Internet traffic, selected years

Source: [6].
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Globally, devices and connections are
growing faster (10 percent CAGR) than both
the population (1.0 percent CAGR) and the
Internet users (6 percent CAGR). This trend is
accelerating the increase in the average
number of devices and connections per
household and per capita. Each year, various
new devices in different form factors with
increased capabilities and intelligence are
introduced and adopted in the market. A
growing number of M2M (Machine-to-
Machine) applications, such as smart meters,
video surveillance, healthcare monitoring,
transportation, and package or asset tracking,
are contributing in a major way to the growth
of devices and connections. By 2023, M2M
connections will be half or 50 percent of the
total devices and connections.

By 2023, the consumer share of the total
devices, including both fixed and mobile
devices, will be 74 percent, with business
claiming the remaining 26 percent. Consumer
share will grow at a slightly slower rate, at a
9.1 percent CAGR relative to the business
segment, which will grow at a 12.0 percent
CAGR (see Fig. 2).

The development and policy implications
of data collection and use depend greatly on
the type of data involved: personal or non-
personal; private or public; for commercial or

Billions of
Devices

2018 2019 2020

2021
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government purposes; volunteered,
observed or inferred; sensitive or non-
sensitive. An entirely new “data value chain”
has evolved, comprising firms that support
data collection, the production of insights
from data, data storage, analysis and
modelling. Value creation arises once the data
are transformed into digital intelligence and
monetized through commercial use.

Accordingly to Digital Economy Report
2019 by UNCTAD digital platforms provide
the mechanisms for bringing together a set of
parties to interact online. A distinction can be
made between transaction platforms and
innovation platforms. Transaction platforms
are two/multi-sided markets with an online
infrastructure that supports exchanges
between a number of different parties. They
have become a core business model for major
digital corporations (such as Amazon,
Alibaba, Facebook and eBay), as well as for
those that are supporting digitally enabled
sectors (such as Uber, Didi Chuxing or Airbnb).
Innovation platforms create environments for
code and content producers to develop
applications and software in the form of, for
example, operating systems (e.g. Android or
Linux) or technology standards (e.g. MPEG
video).

Other (2.1%.3.9%)

B Tablets (4%,3%)
—
— - PCs (7%.4%)
IIII mTVs (13%.,11%)
! BNon-Smartphones (13%.5%)
B Smartphones (27%.23%)
= M2M (33%, 50%)

2022 2023

* Figures (n) refer to 2018, 2023 device share

Figure 2 - Global device and connection growth

Source: [7]
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Platform-centred businesses have a
major advantage in the data-driven economy.
As both intermediaries and infrastructures,
they are positioned to record and extract all
data related to online actions and interactions
among users of the platform. The growth of
digital platforms is directly linked to their
capacity to collect and analyse digital data,
but their interests and behavior depend
greatly on how they monetize those data to
generate revenue.

Digital platforms are increasingly
important in the world economy. The
combined value of the platform companies
with a market capitalization of more than
$100 million was estimated at more than $7
trillion in 2017 - 67 per cent higher than in
2015. Some global digital platforms have
achieved very strong market positions in
certain areas. For example, Google has some
90 per cent of the market for Internet
searches. Facebook accounts for two thirds of
the global social media market, and is the top
social media platform in more than 90 per
cent of the world’s economies. Amazon
boasts an almost 40 per cent share of the
world’s online retail activity, and its Amazon
Web Services accounts for a similar share of
the global cloud infrastructure services
market. In China, WeChat (owned by Tencent)
has more than one billion active users and,
together with Alipay (Alibaba), its payment
solution has captured virtually the entire
Chinese market for mobile payments.
Meanwhile, Alibaba has been estimated to
have close to 60 per cent of the Chinese e-
commerce market.

Several factors help explain the rapid rise
to dominance of these digital giants. The first
is related to network effects (i.e. the more
users on a platform, the more valuable it
becomes for everyone). The second is the
platforms’ ability to extract, control and
analyse data. As with network effects, more
users mean more data, and more data mean a
stronger ability to outcompete potential rivals
and capitalize on first-mover advantages.
Thirdly, once a platform begins to gain
traction and starts offering different

83-98
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integrated services, the costs to users of
switching to an alternative service provider
start to increase.

Global digital platforms have taken steps
to consolidate their competitive positions,
including by acquiring potential competitors
and expanding into complementary products
or services. Major acquisitions by digital
platform companies include Microsoft's
takeover of Linkedin and Facebook’s
acquisition of WhatsApp. Alphabet (Google)
and Microsoft have invested in
telecommunications equipment by acquiring
Motorola and Nokia, respectively. Major
platforms have also made other large
acquisitions in the retail industry, advertising
and marketing industry, and in non-
residential real estate.

Other steps include investing
strategically in research and development
(R&D) and lobbying in domestic and
international policy-making circles. At the
same time, strategic partnering between
multinational enterprises (MNEs) in
traditional sectors and global digital platform
corporations is also being explored. For
example, Walmart has partnered with Google
to use Google Assistant; Ford and Daimler
have joined Baidu in its Apollo platform;
Google has built the Android Automotive
platform with Volvo and Audi; GE has
partnered with Microsoft to use its Azure
cloud services; and Intel and Facebook are
collaborating on the development of a new
artificial intelligence (Al) chip. [6].

For understanding why digital platforms
are co important in modern life we must
correctly define the term itself. In business
literature the term “multi-sided platform” is
used as well as platform and platform
business model. One of the definitions comes
from Professor Andrei Hagiu who defines
Multi-sided  platforms as:  “Multi-sided
platforms (MSPs) are technologies, products
or services that create value primarily by
enabling direct interactions between two or
more customer or participant groups.” [8]
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There are a lot of different types of multi-
sided platforms. On the Fig. 3 are presented
some common categories and examples.

WeChat
WhatsApp

Skype Communication platform

Linkedin

Facebook Social platforms

Twitter
Media & content
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Freelancer.com
Taskrabbit
Service platforms Airbnb (event hosting)
UberEats
Hipages

Asset sharing
platform Asset + service Uber

Amazon Kindle platforms Asset (only) Airbnb (rental)
YouTube
Multi-sided Ebay
latforms -
Google Search platforms ?y es & examples Product
P P platforms Amazon marketplace
Operating systems Development Visa

Android (AOSP) (open source) platforms

Linux

Windows

Controlled platforms

Apple Appstore & App stores

Gaming consoles
WeChat (apps)

Google Play

PayPal

) American Express
Transaction
latforms

Payment WeChat (payments)

Sharing economy platofrms

Niche platforms

Figure 3 — Types of multi-sided platforms
Source: [9]

It's important to remember that a
platform is a business model, not just a piece
of technology. A lot of people make the
mistake of conflating a platform with a mobile
app or a website, but a platform isn’t just a
piece of software. It's a holistic business
model that creates value by bringing together
consumers and producers. [10]

Traditional, non-platform companies are
common called linear businesses, because
their operations are well-described by the
typical linear supply chain. Linear companies

create value in the form of goods or services
and then sell them to someone downstream
in their supply chain. [11] Linear Business: a
business that takes in components, creates
finished products/services and sells that
good/service to consumers. The platform is
solely focused on building and facilitating a
network. Platforms don’t own the means of
production - instead, they create the means
of connection.
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Figure 4 — Electronic commerce in the digital platforms landscape

Digital platforms are key in the evolving become a valuable extractable resource in the
electronic commerce (e-commerce) and digital economy. [12]
digital economy landscape. Their main By reducing transaction and search
characteristics include the provision of costs, digital platforms enable those offering
infrastructure to intermediate between assets or services to connect more easily with
different users; the reliance on network those wishing to use or consume them. This
effects, as more users beget more users, has created potential opportunities for new
leading to monopolistic trends; and the use of trade types (in digitally traded products,
cross-subsidization. The most important services and tasks) and for more traditional
value of such platforms stems from the data trade using e-commerce and other online
extracted from users that can be further platforms to better match buyers and sellers

analysed, used and monetized. Data have and to make products more visible. Many
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platforms provide access to free or paid
services via the Internet to connect users,
buyers and sellers, such as services related to
logistics, payments, market research, trade
compliance, market intelligence data,
advertising, refunds and dispute resolution.

Digital platforms can allow for a more
efficient utilization of physical assets and
time. Often accessed through mobile
applications, they aggregate and bring
together supply and demand in ways that
were not possible before. Digital platforms
can also help to empower women
entrepreneurs.

One way of illustrating this new digital
platforms landscape is shown in the Fig. 4.
Digital platforms are divided into two groups:
profit-oriented and non-profitoriented. The
size of non-profit-oriented platforms is likely
to be marginal compared with profit-oriented
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platforms. Profitoriented platforms can also
be subdivided depending on their main
business focus. Some examples of the
different categories are provided. As some
platforms are multipurpose, they may appear
in several places.

Wealth creation in the digital economy
is highly concentrated in the United States
and China, with the rest of the world,
especially countries in Africa and Latin
America, trailing considerably far behind. [13]

The United States and China account for
75% of all patents related to blockchain
technologies, 50% of global spending on the
Internet of Things (loT), more than 75% of the
cloud computing market and as much as 90%
per cent of the market capitalization value of
the world’s 70 largest digital platform
companies (see Fig. 5).
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Figure 5 — Geographical distribution of the main global platforms in the world, 2018

The transformative power of data in the
sphere of economic and social interactions
means that governments, businesses, and
people must adapt to use emerging
opportunities and avoid traps and risks. The
ability of countries and various stakeholders
to master digital transformation varies greatly
and depends on their level of development

Source: [13]

and digital readiness. Developed countries
are in many ways better equipped to deal
with the growing role of digital platforms
than countries with limited resources and
capabilities. Limited availability may be due
not only to underdeveloped communications
and skills shortages or from technological,
financial or logistical aspects, but problems
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with local content creation and weak
regulatory and institutional frameworks.
There is a risk that the digital revolution will
create benefits primarily for those who are
already well equipped to create and retain
value in the digital age, rather than contribute
to more inclusive development. [14]

The world today is characterized by a
wide gap between loosely coupled and
hyper-digitalized countries. For example, only
one in five people in least developed
countries use the Internet, compared with
four in five people in developed countries.
Thus, while the situation is improving, there is
still a lack of affordable and reliable digital
communications in many developing
countries.

In addition, many small business owners
in developing countries, especially least
developed countries, lack the necessary
capabilities, skills and knowledge to take full
advantage of the digital economy. Even if
they have access to mobile phones or the
Internet, they may not know how to
effectively use such funds to grow their
business.

In many developing countries, digital
entrepreneurs have limited opportunities to
develop basic  digital technologies
domestically and face various obstacles,
especially if they seek to expand their
activities. The main bottlenecks in the
development of the digital ecosystem of
entrepreneurship and innovation are a small
and undemanding market, a lack of
entrepreneurial knowledge and experience, a
lack of qualified and inexpensive workforce,
and limited access to finance.

The international ICT giant CISCO
Company developed Global Digital Readiness
Index. The Cisco GDRI has been created to
help nations understand how well-positioned
they are to take advantage of the benefits of
digitization. A holistic view of digital readiness
was taken, examining multiple factors that
indicate the progress that a nation has made
towards digital maturity, and demonstrating
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areas of strength while providing guidance as
to how they can invest to improve their
overall readiness. [15]

A countries digital readiness score is
determined by Cisco researchers examining
countries against the seven components
which are believed to indicate a countries
ability to take advantage of digitisation. These
components are:

—Basic Needs - this component is
determined by life expectancy, mortality rate,
population of people using safe drinking
water and access to electricity.

—Business & Government Investment -
this is evaluated by assessing the foreign
direct investment, research and development
expenditure, investment freedom.

—Ease of Doing Business - factors
effecting this ranking include Rule of Law,
Logistic Performance Index and Time to Get
Electricity.

—Human Capital - this is ranked by
evaluating labour force participation rate,
adult literacy rate, education index and
harmonised test score.

—Start-Up Environment - a countries
ranking for this is determined by new
business density, patents granted &
trademarks registered and venture capital
investment & availability.

—Technology Adoption — mobile device
penetration, internet usage and cloud
services.

—Technology Infrastructure - mobile
broadband subscriptions, fixed broadband
subscriptions, secure internet servers and
household internet access.

The overall average readiness score for
2019 year’s report was 11.90. No country
obtained a perfect score on any of the seven
components examined. The analysis revealed
three stages of digital readiness - Amplify,
Accelerate, and Activate - based on their
score’s distance from the average result (see
Fig. 6).
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Figure 6 — The world map of digital readiness stages

Accordingly to Cisco Global Digital
Readiness Index 2019 the overall top five
countries are:

1. Singapore - scored 20.26;

2. Luxembourg - scored 19.54;

3. United States - scored 19.03;

4. Denmark — scored 18.98;

5. Switzerland - scored 18.86.

In 2019 Ukraine is on the stage
Accelerate with GDRI 11.47. The score of
Ukraine in world rank is 77th from 141
countries and it is between Botswana (76th)
and South Africa (78th). The strongest
components are Basic Needs (3,54 from 4) and
Human Capital (2,79 from 4). The weakest
components are Start-Up Environment (0,26
from 3) and Business and Government
Investment (0,92 from 3).

It should be noted that in 2018
Ukrainian score of GDREI was 12.36.

Platformization is happening in all areas
of business, but let's take a closer look at the
aviation industry. Air transport is central to
world tourism and trade. Tourists traveling
internationally by air are estimated to have

Source: [15]

spent about $850 billion in 2018, an increase
of more than 10% over 2017.[16]

The aviation, travel and tourism industry
has been at the forefront of digital innovation,
but industry and technology trends suggest
that further change lies ahead. The sector has
been an early adopter of digital technologies
and platforms, but steep demand for travel,
driven by a growing middle class in emerging
markets and the increasing importance of
digital experiences, implies that further
digitalization will be vital if the expectations
of tomorrow’s consumers are to be met. [17]

The travel ecosystem (see Fig.7) has
helped shape customer expectations for on-
demand and convenient services through
digital innovation, both within and across
industry boundaries. The next step is for
organizations that are lagging behind to
change how they work, so that they too can
capture the opportunities that digital
transformation presents.
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Source: [17]
For the aviation industry, the channels metasearch alone is not enough. Millennials
through which aviation enterprises market are still turning to travel agents. [18]
their services to customers are vital. Making Figure 8 shows what is most important
airline offers available through a range of for a potential passenger when choosing an
booking channels and methods is critical to air flight and where searches take place.

reaching consumers. Airline websites are not
the first place passengers search. When they
are booking more than just flights,

# Competitive price # \etasearch (eg Google

Flights or Kavak)

# Convenience of flight
time/departure airport

® Travel agent shop or
call centre

. . . M Adrline website
i Choice of destinations

8 Travel agent online
# Customer service and booking site
support . :

Pl HReview website (eg

u Free onboard food and TripAdvisor)
drink’ service seat

: & Other
selection

Figure 8 — The most important component for passenger when choosing airlines and first place

they visit when searching for flights
Source: developed by own, based on data from [18]

There are a lot of platforms for flight
searching (see Fig. 9).
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Figure 9 — Flight metasearch

These platforms offer not only flight
search, but also hotel and car rental selection.
But as experienced travelers note, on such
search engines, flights of local airlines may
often not be represented. So choosing the
optimal flight may take some time.

On the other hand, information is
becoming the most important resource
today. In recent years, the market for data
analysis and predictive analytics within the
aviation industry has significantly matured.
Consider several aviation data platforms that
are pushing for market dominance or looking
to reshape areas of the industry that are
lagging in digitization.

Skywise. The platform is built to collect,
aggregate, and share airline data from work
orders, spares consumption, component
data, fleet configuration, sensor data and
flight schedules. Additional data sources
traditionally shared with Airbus and hosted
only on isolated servers—such as aircraft
condition  monitoring  reports,  parts
replacements, on-board aircraft data and
technical documentation—can be integrated
into the platform and combine with the full
scope of platform data to allow operators a
broader range of analysis and decision-
making. [5 aviation data platforms to keep
your eye on. SatAir. URL:

https://blog.satair.com/5-aviation-data-
platforms-to-keep-your-eye-on]

The platform is used by over 100+
airlines all across the globe, contributing to a
vast and industry-wide data pool from which
airlines and operators can utilise in the
operations.

Honeywell Forge. The data analytics
platform Honeywell Forge spans across
several industries but was released for the
aviation industry in 2019.

The platform provided predictive health
monitoring  capabilities  through the
collection, cleaning and analysis of streams of
diverse data. This data is collected and
aggregated based on its source—for
example, aircraft, airport, government or
general Honeywell sources.

The platform promises real-time
insights and aircraft health data to improve an
airline's understanding of its fleet, profitability
and passenger experience.

AVIATAR. Lufthansa Technik, one of the
world's leading MROs (Maintenance, Repair
and Overhaul), is on the front line of
innovation and well on the road to what's
becoming known as MRO 4.0.

The company made waves when they
launched their cloud-based digital aviation
platform AVIATOR in 2017, and the progress
on the project has been ramping up ever
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since. What started after an 18 month
development period, and launched with
seven apps that covered things like fault
analytics, condition  monitoring, and
performance metrics, has grown into fully
fleshed out aircraft health monitoring system
which provides real-time support for complex
fleet management and forecasting.

Contrary to the "under-lock-and-key"
culture that is more common throughout the
industry, AVAITAR allows more personal
freedom with how it is used, even going so far
as making a software development kit
available to all airlines and potential partners.

Flight Deck. Beep Analytics' Flight Deck
platform aims to compile a lot of data that
originates from the supplier itself—data that
relates to the aircraft, who are the MROs that
are working on the components, how much
aircraft is flying, etc.

This aviation data platform then
aggregates and sorts all the data. It blends all
the information together, to create insights
on how the marketplace for a supplier looks.
It shows what parts of the market the supplier
is covering, and what part of the market they
are not and could expand into.

It also shows who the competitors are,
and where their strengths and weaknesses
are—in regards to covering the aftermarket.
It helps them to build the background data
that they need to do better supply chain
planning.

Enspan. Development on this supply
chain digital ecosystem began as Parts
Pedigree in partnership with Deloitte in 2018.
Since then, the company, now called Enspan,
has expanded its focus to encompass more
supply chain industries, but narrows the focus
of its Parts Pedigree solution is what they
described as "mobile app solution that
provides parts history, track and trace
capability and stores digital documentation
on a part chronology which creates a 'digital
logistical twin."

And these are just some examples of
digital platforms in the aviation industry. If the

83-98
v.3 (2020)
https://smart-scm.org

existing trends continue, then every day they
will become more and more, with new aims
and, possibly, new technologies.

Conclusion. Today it is taken for
granted that the world is moving to digital
reality. Information is becoming one of the
world's main resources, and ways of
monetizing it play a decisive role for business.
The digital data and platforms are drivers of
digitalization. The idea of platforms is far from
new, it has its origins in ancient markets and
bazaars. But now platforms became digital.
Digital platforms are online businesses that
facilitate commercial interactions between at
least two different groups—with one
typically being suppliers and the other
consumers. Platforms have grown for several
reasons, including increases in Internet
adoption, the maturation of the online
advertising industry, and the growth of cloud
computing. A rapid rise in smartphone
ownership also has provided consumers
greater access to platforms.

Digital platforms enable much of the
digital economy. Globally, platform
companies have a combined market
capitalization of $2.6 trillion [19], and they
have a wide-ranging impact on businesses,
workers, and consumers. Digital platforms
make it easier for companies to find
customers, monetize underutilized assets,
and reduce transaction costs. Digital
platforms have many pro-competitive effects,
such as reducing barriers to entry and making
it easier for small, flexible suppliers to reach
consumers. By reducing the fixed costs
needed to participate in the market, digital
platforms also reduce prices and increase
consumer choice.

The aviation industry certainly does not
stand aside from today's  digital
transformation. The ability of new
technologies to aggregate customer data,
combined with a constantly connected
consumer base, provides incredible potential.
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