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PREMISE 
When people ask what is the right way to fill in the canvases we always tell them 
that... there’s none. 
 
There’s no inherent usefulness in filling up a canvas but when you use a well 
designed methodology you are easily brought to new ideas, reflections, 
impressions.   
 
This is the key objective of the Platform Design Toolkit, not to help you fill up a 
bunch of canvases, but bringing  you new insights on how your ecosystem and 
market works or might work and what role you and the others can play in it. 
 
In this guideline we propose one possible way to organize the work around the 
canvases: this is the way we use the PDT in our masterclasses and workshops and 
that’s where you could start in your practice. We foresee, for you, a process by 
which you’ll learn how to master platform design through the toolkit, until you’ll be 
brave enough to explore other ways to use it, or even to change it and adapt it to 
your style. That’s why we made it open source and friendly for those that feel to 
change it. 

 
The Platform Design Toolkit Team 
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1. KEY ELEMENTS OF THE 
PLATFORM DESIGN MODEL 
In the following section you’ll find a description of the basic assumptions behind the overall model used in 
the Platform Design Toolkit. The inner workings of platforms and ecosystems are complex and we don’t 
think that our methodology fully resembles all the cases you may need to model: on the other hand, 
developing a common methodology seems a great way to approach a complicated matter and we offer you 
this approach as a basis. 
 
The process we present is essentially based on a set of “ROLES” we consider playable for the entities 
around a platform powered strategy and a few other “KEY ELEMENTS” that will help you understand what 
a platform is and how you can model it. 
 
Essentially you’ll see how - in our assumption - there is one dimension of the platform strategy that deals 
with the peer to peer (P2P) dynamics and another one that deals with the platform, centralized, vision. 
 
 

1.1 KEY ROLES  
ENTITIES: ROLES IN A PLATFORM 

PLATFORM 
OWNERS  

 

STAKEHOLDERS 
 

 

PARTNERS 
 

 

PEER PRODUCERS 
 

 

PEER CONSUMERS 
 

 

Players who own the 
vision behind the 
realization of the 
market and ensure 
that the platform 
exists 

Entities that have a 
specific interest in 
platform success or 
failure, in controlling 
platform 
externalities and 
outcomes 
 

Professional entities 
that seek to create 
additional 
professional value 
and to collaborate 
with platform 
owners with a 
stronger 
relationship 
 

Entities interested in 
providing value on 
the supply side of 
the 
ecosystem/marketpl
ace, seeking for a 
better performance 
 

Entities interested in 
consuming, utilizing, 
accessing the value 
that is created 
through and on the 
platform 
 

IMPACT SUPPLY DEMAND 
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 THE PLATFORM OWNERS  

Players who owns the vision behind the realization of the market and ensure that the platform exists 

This category refers to the “owners” of the Platform: this set of players owns the vision behind the 
realization of the market, and is ultimately responsible to ensure that the platform exists in production.  
Normally we are talking about the firms - being them Startups or Scale-ups or corporate firms - that owns 
the platform but nothing prevents this to be a non-profit organization, a foundation or a even a cooperative 
structure that is open to the participants. In the latter case, peers or partners could also be somehow 
owners of the platform: as an example, in the Bitcoin Blockchain ecosystem, peers collaboratively own the 
infrastructure that makes the platform. 
 

EXAMPLES Airbnb (as a firm), Apple (re the Apple app store ecosystem), Google (re the Android 
ecosystem for example), Tripadvisor, WordPress, the Bitcoin miners network, etc... 

 

 THE PLATFORM STAKEHOLDERS 

Stakeholders are entities that have a specific interest in platform success or failure, in controlling platform 
externalities and outcomes, in regulating it or in exercising rights in the platform governance. 

This category, normally includes public actors dealing with regulation and control of platforms on a local 
basis, representatives of the plurality of peers and partners involved in the value creation, pre-existing 
institutions that can help the platform thrive. Normally, we’re talking about entities that are hit by the 
positive or negative externalities of the platform. 
 

EXAMPLES A municipality affected by the gentrification effects of short time rentals, the 
government, a holding group, a pre-existing incumbent, a pre-existing network or 
association of professionals interested in joining the platform. 

 

THE PEERS  

Peers are individuals or small-medium ventures that behave as a single, identifiable entity with a specific interest 
and identifiable objectives that the Platform’s Value Proposition should meet. 

 PEER CONSUMERS  
Peer Consumers (PC) that we may also call users, are entities interested in consuming, utilizing, accessing the 
value that is created through and on the platform. 



 
page 4 

 

They are individuals but can also be small/medium business and single representatives or teams in bigger 
organizations. Eventually they may evolve into peer producers, when they realize that beyond fulfilling a 
need they can seek evolutionary opportunities to produce.  
 

EXAMPLES Airbnb travelers (PC), Bloggers using Wordpress (PC), Salesforce customers (PC), 
AngelList Angels (PC), Houzz users (PC) 

 PEER PRODUCERS  
Peer Producers (PP) that we may also call producers, prosumers and providers, are entities – most of the times 
individuals – interested in providing value on the supply side of the ecosystem/marketplace, usually seeking for 
opportunities to improve their professionality and honing their capabilities towards a better performance.  

 
Typically, these players produce value occasionally and not systematically. Often the same peer may 
behave as both consumer and producer in different phases of its relationship with the brand-platform. Like 
in the case of a traveller that also rents her house when she’s not at home, such a user may sometimes 
contribute to the value and other times consume it, depending on lifetime phases, contexts and more. Peer 
producers can as well be SMBs or individuals. 
 

EXAMPLES Airbnb hosts (PP),  AngelList Startups (PP), Houzz users (PC) 

 

 THE PARTNERS 
Partners (PA) are professional entities – individuals and SMBs, most of the times – that seek to create additional 
professional value and to collaborate with platform owners on a stronger level of relationship.  

 
Typically, partners are professional value creators that tend to specialize in a niche or advanced/premium 
product/service and become better and better within time. Partners sometimes also facilitate, cater and 
enhance the value production by acting as brokers, facilitators, connectors. 
 
In particularly polarized platforms, where you substantially have two sides (supply and demand) the 
partner could be an evolution of the peer producer into a more professionalized entity. This evolution is 
typically well received from the platform since partners drive more value than peer producers and are able 
to pull many other players towards a better overall platform experience.  
 

EXAMPLES Airbnb Superhosts, WordPress theme developers, Apple or Android developers, 
Salesforce Forge developers, AngelList syndication SuperAngels, WordPress Cloud 
service providers, Houzz professionals 
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1.2 OTHER KEY ELEMENTS 

 TRANSACTIONS 
A Transaction is a sub-action (part of a more complex “experience”) during which value is either created, 
provided, transferred or traded among two (most often) or more entities. 

The transactions consist in exchanging or transferring - between Peers and/or Partners, through the 
platform - ownership of a currency, a value unit1 (assets, money, token, credits) that can also be intangible 
(such as reputation, trust, kudos, likes, etc...). Transactions can include exchange of labour or enabling 
access to resources. Multiple, coordinated transaction-exchanges make up more complex experiences: 
here’s where design is key. 
 

EXAMPLES Booking a room on AirBnb, Buying an app on the Apple Store, Give a feedback to a driver 
on Uber  

 

 CHANNELS & CONTEXTS 
Channels and contexts allow exchanges to happen inside the platform with negligible friction. They are key to 
allow value creation: the platform should actively create and improve them all the time. 

Every transaction may happen in an informal context or in a more controlled and designed space that we 
call channel. Indeed a context is more broadly defined and informal than a channel and the latter can be 
often considered an evolution of the first. A refined and optimized channel should be available to make 
transactions easier. When complex transactions are broken into several sub-transactions a channel must 
exist for every phase to happen smoothly. The role of channels and contexts is crucial in platforms to let 
exchanges flow as much as possible.  
 

EXAMPLES The Apple Store storefront, the Airbnb mobile app, a meetup where two Etsy crafters 
share knowledge on how to thrive on the platform. 

   

                                                
1 as defined per Sangeet Choudary  
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SERVICES 

Services (empowering, enabling and others) support participant’s continuous performance improvement and 
the full enjoyment of the platform value propositions. They are provided by the platform as “organized 
services” (by organising components, infrastructures, resources to provide a common service) directly to 
Partners (enabling services), Peer Producers (empowering services) and Peer Consumers (other services). 
These services normally support the participant performance improvement journey of the producing entity 
and can also complement the experiences provided by the ecosystem through the platform, being targeted 
to peer consumers.  
 

 ENABLING SERVICES 
Services targeted to help partners generate value from their professional capabilities, gain new markets, 
reach new opportunities and visibility and gain decisive improvement as professionals. 

 

 EMPOWERING SERVICES 
Services targeted to help peer producer start performing transactions, hone their capabilities, get better 
on the platform and start the evolution phase. 

 

 OTHER SERVICES 
In many cases platforms provide “complementary”, traditionally organized (industrialized) services for 
peer consumers. They complement the value exchanged and represent strong single user utility. 

 

EXAMPLES ENABLING SERVICES:  
Uber provides partners with financial services to buy new cars - the same approach has 
been followed by Square, providing credit to its community of SMBs. 
 
EMPOWERING SERVICES: 
When guests first login to the platform, Airbnb provides new wannabe hosts with the 
possibility to have pictures of their house made by a professional photographer to 
increase the possibility for them to start transact. 
 
OTHER SERVICES:  
Beyond providing the typical application marketplace, all major smartphone operating 
system brands such as Google and Apple, provide and monetize a bulk of, platform 
provided, consumer services such as email, storage and more, around which the 
experience is complemented by means of independently developed applications. 
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VALUE PROPOSITIONS 
Despite being different from industrial businesses and not being properly modelable with the Business 
Model concept (and canvas), platform business cannot escape the need to have a clear value proposition.  
Typically platforms don’t hold just one value proposition but two at least: that towards the demand side 
and that towards the supply side. The Platform Design Canvas explicitly identifies a primary Core Value 
Proposition and leaves room for ancillary ones. Note that both services and exchanges can create the 
value in the platform’s value propositions: most of the time is an - opportunely designed - combination of 
them that makes a value proposition in the case of Platforms. 
 

 CORE VALUE PROPOSITION 

The core value proposition is the primary value that the platform seeks to create for its core entity. 
 
The Core Value Proposition usually targets Peer Consumers since they’re normally the wider peer 
segment and the segment who’s looking to “consume” value. In some cases by the way, especially in 
market-networks and in more niche oriented contexts, where the volume of transaction is lower and 
value of transaction is greater, peer producers or partners might be the primary targets of the Core 
Value Proposition.  
 

 

EXAMPLES Platform Core value proposition Target 

Airbnb Have a great travel experience, with locals Peer consumer 

Honeybook Find the best providers for event 
organization 

Peer Producer 

WordPress Help bloggers to create great blogs Peer Producer 

Apple, Android Make the best of smartphones through 
applications 

Peer Consumer 

 

ANCILLARY VALUE PROPOSITIONS 

The ancillary value proposition is a secondary value that the platform seeks to enable.  
Ancillary value propositions can be targeted to the same target segment of the Core Value proposition or 
to a different one. Often, platforms complement a core value proposition for the demand side of the 
platform with one targeted to the supply side. 
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EXAMPLES Airbnb first ancillary value proposition is clearly that towards hosts (supply side): airbnb 
offers  them the opportunity to monetize their properties. Beyond that Airbnb is also 
providing a “for business” offering that is targeted to a slightly different peer segment 
(travel offices for companies/business travelers) and is now experimenting with city 
hosts targeting another Peer Producer segment, that of city guides. 
 
The ancillary value proposition of the WordPress ecosystem is that aimed at the 
Partners - for example plugin or template designers - providing them with a distribution 
channel and shared technology to monetize their developments. 

 

 INFRASTRUCTURE & CORE COMPONENTS 

Infrastructure and core components are controlled and owned by the platform owners and governed 
according to the platform governance. They are assets that ensure that the platform works and it is usable 
by the ecosystem, they can be tangible (such as with an application or a venue) and intangible (such as with 
a shared standard).  
 

EXAMPLES Bitcoin platform exists on top of a physical computing infrastructure (tangible), the 
Blockchain (tangible) and the bitcoin protocol (intangible). Airbnb’s core components are 
no doubts the web and mobile applications. 
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2.  STEP BY STEP USER GUIDE 
In the following pages you’ll find a step by step user guide to use the whole Platform 
Design Toolkit to design a new platform strategy from scratch. This is normally the 
most frequent use case we’ve been facing (everyone has a great platform idea in 
mind, don’t you?) but in reality one can use pretty much the same approach to model 
an existing platform as well. Each tool is presented in details and we also share 
details about how we do use it. Each canvas also contains brief embedded, semi-
transparent, instructions when you download it so that it’s handier during work 
sessions. 
 
Normally, we use the Platform Design Canvas as the place where we consolidate, 
iteratively, all the insights we generate from the use of other canvases: at every 
step, you’ll find details on how to use the single canvas - in a proposed order - and 
how to consolidate results into the Platform Design Canvas. 
 
We’ll provide you with a few easy to understand examples on the way, referring to: 
Airbnb (we also provide you a sample of all canvases for it), the Apple mobile 
ecosystem and a fictional marketplace for sport practitioners, trainers and gyms we 
call Gymmy.  
 
We’re currently working to extend our case studies list and create more resources 
for a self managed adoption of the Toolkit, stay tuned on our blog and newsletter 
channels on www.platformdesigntoolkit.com.  
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STEP 1 - Map the entities in the Ecosystem Canvas  

 

HOW TO FILL IN THE ECOSYSTEM CANVAS 

The Ecosystem Canvas is used to map all actors in an ecosystem. 
Larger circles (or “zones”) mean that one group is normally wider (eg: 
consumers) than another. Also, the closer a group is to the owners the 
more strategic the collaboration is between the two, according to 
potential impact for platform success. 

With the upcoming revolution in smart contracts, soon we may have to 
consider the definition of "peers" to go beyond humans and SME's.ù 

This "peer entity" operating on the open marketplace could become 
some sort of "node": a human, a legal entity, a group, a software agent, 
an algorithm or just... a thing . Our definition of a peer as an entity 
carrying a specific interest/objective is sufficiently future proof to 
accommodate for the future evolutions. 

 

Normally when we fill in the Ecosystem canvas we first start by 
identifying the entities that are in the ecosystem to produce the value, 
and those that are in the ecosystem to consume the value: essentially we 
first identify SUPPLY and DEMAND. 

1. You can start by writing down a series of entities (one entity per post-
it). In a first phase you’ll end up with many entities.  

2. Then, you reduce the number of entities by: 
❏ Clustering the most similar (share the same goals, you 

expect them to interact in a similar way) 
❏ Removing those that are marginal (the platform can exist 

without them) 
You should end with a selection of the,  maximum 5, entities. 

 

3. Now, you divide them in two groups: SUPPLY and DEMAND.  
Some of them will be clearly on the DEMAND side, so we move those 
post-its on the part of the canvas labeled Peer Consumers. 

 

4. At this point focus on the supply side and try to understand if some of 
the entities are more professionally or strategically linked to the platform 
and, in this case, move them on the side of canvas labelled Partners. The 
remaining ones will be the Peer producers.   

 

 
Partners vs Peer Producers? 
The essential difference between 
Partners and Peer-producers is that 
the latter are not professional and 
are mainly interested in sporadically 
create value on the platform while 
the first care about a strong 
relationship with the platform and 
are more professionally linked to it. 

FILLING IN THE PLATFORM DESIGN CANVAS WITH THIS INFO 
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The ecosystem map will provide you the first entries of the Platform 
Design Canvas: 

- Platform Owners and Platform Stakeholders on the left side 
- Partners, Peer Producers, Peer Consumers on the right side 

 
Go ahead and fill out the right side of the Platform Design Canvas with 
the entities you’ve selected in this phase! 

 

 
 
 

EXAMPLES  

   Peers 
  (PC, PP) 

● Airbnb: hosts (PP) and guests (PC) 
● Apple mobile ecosystem: developers (PP) and users (PC) 
● Gymmy: sport practitioners (PC) + non professional trainers 

(PP)  

 
  Partners 
  (PA) 

● Airbnb: super-hosts (hosts that professionalize thanks to the 
platform) 

● Apple: agencies are partners more than simple producers (like a 
non-professional developer making one app could be)  

● GYMMY : a professional trainer, owners of a gym  
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The Airbnb Example 

 

The Airbnb Example 
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STEP 2 - Investigate motivations and potential for 
exchange in the Ecosystem’s Motivation Matrix 
 

HOW TO FILL IN THE MOTIVATIONS MATRIX 

The Ecosystem Motivations Matrix is used to dig deep into the 
motivations that push entities in the ecosystem to join the platform. It 
tracks the advantages in participating (needs met, opportunities 
provided, positive outcomes) and what each entity can “give to” others.  

In this matrix we track what is the potential to exchange between the 
different roles (PA, PP and PC) and also the intrinsic motivation for 
participants to join the platform. 

 

1. In the first box of the first column write one entity from the 
previously mapped ones. Write the same entity in the first box of the 
first row. Continue by filling all the boxes with this order. For each 
entity sign, in the first column, the corresponding roles box (PA, PP, 
PC)  

2. In the diagonal write the intrinsic motivation, of the corresponding 
entity (look at figure 1 to understand better how to explore intrinsic 
motivations) 

3. In the other cells write the “gives to”: what the entity 1 on the left axis 
can “give to” the entity 2 on the upper axis. (not necessarily these 
“gives to” must be applicable to every relationship).  

 
Why should a participant join?  

First because she wants to consume 
or produce value, secondly - when the 
same opportunities exist outside of 
the platform - because most likely the 
platform makes her life easier and 
drives more opportunities. When 
mapping the “gives to” try to think 
why for the entity 1 it’s positive the 
presence of the entity 2? What 
opportunities can arise from their 
interaction? 

 

 

 
Figure 1 - How to identify intrinsic motivations 
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FILLING IN THE PLATFORM DESIGN CANVAS WITH THIS INFO 

After the matrix has been compiled, you can use the intrinsic 
motivations as a mean to shape your value proposition towards these 
players and fill out the Platform Design Canvas in the central boxes: 
“Core Value Proposition” and “Ancillary Value Propositions”.  Building 
Platform’s value propositions in line with existing intrinsic motivations is 
central to the implementation of a shaping strategy: convincing 
everyone in the ecosystem that joining the platform will be a winning 
move is essential to the Platform’s success. 

 
To create a good Value Proposition 
think about your participants landing 
on your web page and finding a 
message that answers to the following  
question: “Thanks to the platform I 
will be able to....” 

 

What’s the difference between Core Value Proposition and Ancillary Value Propositions? 
 
Core Platform Value Proposition is just the primary one: it’s normally that targeted to what we call the Core 
Segment, the largest group or the mainly paying/consuming group if any. Other value propositions are 
targeted to other peer segments or partners, will be considered non core but ancillary ones. 

 
 

 
Building Platform’s value propositions in line with existing strong intrinsic motivations is central to the 
implementation of a shaping strategy: convincing everyone in the ecosystem that betting on the platform-
infrastructure will be a winning move is essential to the Platform’s success.  
 
 
Answer to the questions: 
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● What would be your platform’s value proposition? 
● Does your platform offer a value proposition for both consumers, producers and partners ? 

 

EXAMPLES ● Airbnb has two VPs: guests (to travel cheaply, with locals) & hosts (monetize 
spare rooms, homes, time) that both meet the intrinsic motivations of the entities 

● Apple has two VPs: users (make the best of iPhones and personalize) & 
developers (distribute content fast and effectively) 

● Gymmy has 3 VPs: sport practitioner (use different spaces, access trainers easier 
and cheaper); space owners (monetize spaces better)  & trainers (find more 
opportunities for training, in different spaces) 

 

The Airbnb Example 

 

 

The Airbnb Example 
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STEP 3 - With the Transaction Board, map key value units 
and “currencies” that entities exchange.  For each of them, 
map the channel or context that can be the place where 
the exchange happens 

 

HOW TO FILL IN THE TRANSACTION INTERACTION BOARD 

The Transaction Board is used to make a list of the key transactions that 
happen on the platform.  
Each transaction includes: 

● The Entities interacting 
● A Value Unit that gets exchanged 
● The Channel/Context where it happens 

 

We can derive the transactions from the work done on the Motivation 
Matrix in identifying the give-to potential. Normally we start from the 
Core Entity, the one related with the Core Value Proposition. 

 

1. Focusing on the give-tos try to reflect on the following questions: 
- what are the exchanges that map with the Core Value Proposition 

(and therefore to the Core Entity)? 
 

2. For every transaction you should be able to characterize: 
- a value unit that is exchanged (can be money, reputation, 

knowledge, a tangible product, etc...)  
- the two parties involved 
- and the channel or context that can be the place where the 

exchange happens (can be a specific part of the website, a live 
exchange, an organised event, etc…) 

 

You can use the pre-printed arrows on the transaction board to explain 
the directionality (fill in or mark the one that fits your directionality). 
Note that some transactions can be bidirectional. 

 

3. After having mapped all the transactions that involve the core 
segments you can still identify a few ones which you deem as 
important: focus on other transactions that may involve a large 
number of participants and also to those that will need a 
formalization to happen easily (something that may not happen if 

 
 
What transactions? 

A good method is always to focus to 
the exchanges that carry the most 
important platform value units such 
as money & reputation.  

 

Channel vs Context 

We use “channels” for more tangible 
places while “contexts” is more for 
intangibles (as an example, a meetup 
might be a context while a payment 
system is more a channel). 

To better focus on the core entity, 
look at the matrix in the following 
way:
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there’s no channel available).  
 

At the end of the exercise try to link the transactions that are linked in a 
sequence or experience. 

FILLING IN THE PLATFORM DESIGN CANVAS WITH THIS INFO 

The Transactions you identified will fit in the “Transactions” box in the 
Platform Design Canvas. 

 

While you add them we suggest you to use the same name you used in 
the board above to find them more easily after. It’s also a good idea to 
add the name of the Entities involved and the currency used. Channels 
and contexts should instead populate the box underneath. 

 

 

 
 

 
 

EXAMPLES Airbnb - Airbnb - 3 key transactions: booking (value unit: money), staying (value unit: 
experience) and reviewing (value unit: reputation).  Some happen in web/app channels 
some in real life. 
Further exchange that happens: knowledge between hosts. Contexts for that are 
meetups, the Airbnb Open Conference. 

Apple – 3 essential transactions: downloading (value unit: money, increasingly free), 
buying goods in-app (value unit: money), reviewing (value unit: reputation currency). 
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 Also creates communities and conferences to increase knowledge exchanges between 
partners (as contexts) 

Gymmy - booking (value unit:  money) and reviewing (spaces or trainers, value unit: 
reputation). Contexts for non transactional exchanges might be events and happenings, 
occasions for trainers (pro and non-pro) to share learnings and training each other on 
new practices 
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The Airbnb Example 

basic transactions  
from the guest point of view 

 

 

The Airbnb Example 
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STEP 4 - Use the Experience Learning Canvas to reflect on 
what kind of services and improvement opportunities does 
the Platform offer to Partners and Peers.  

 

THE EXPERIENCE LEARNING CANVAS  

The Experience Learning Canvas can be used to design the step by step 
evolutions for participants.  

We assume three steps for the participants: 

- Onboarding: it’s the phase when the most important challenge for 
the participant is to do the first transaction 

- Getting Better: it’s the phase when the most important challenge 
for the participant is excel and stand out from the crowd, mainly 
through gaining reputation 

- New Opportunities: it’s the phase when the participant can finally 
get to do something new, more powerful and gain new skills and 
capabilities 

 

 
 

1. For each of these steps we want to identify the most important 
challenge and the related services that the platform provides to the 
participant to solve the issue.   

2. By using “entry rows” you can draw a arrow in correspondence of the 
entity in case there’s the possibility to enter the platform directly 
with that role. In some cases a given role can only be “gained” in 
advanced evolutionary stages.  

3. You can creatively use the canvas and connect the roles among them 
if an evolution through roles is possible. 

 
 
Example 

As an example I may enter a sport 
community platform as a ‘practitioner’ 
and end up being a ‘trainer’ (therefore 
evolving). As a practitioner my first 
challenge would be to do the first 
training, and I could eventually evolve 
up until becoming a ‘training 
professional’. 

 

 

 

Challenges & Services 

It’s very important to understand the 
relationship between challenges and 
services: Platforms provide services to 
the participant to help them overcome 
the challenges they meet during their 
evolution. 

HOW THIS REFLECTS ON THE THE PLATFORM DESIGN CANVAS 
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After having identified the services your platform needs to provide to 
sustain the evolution of participants, bring them in the relative part of 
the canvas.  

 

If the service recipient is a peer producer, consumer or partner just write 
the service name or description in the related box. Note that normally, in 
the box dedicated to consumers, you may also add services that are 
directly provided by the platform, to complement the value that the 
participants can get from p2p transactions.  

 

 
 

EXAMPLES EXAMPLES OF EVOLUTION FROM PEERS TO PARTNERS 

Producing peers   →  Partners 

Airbnb Hosts        
AngelList Angel    
eToro Trader          

→  Airbnb Superhosts 

→  AngelList Syndicate coordinator 

→  eToro Popular Investor 
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The Airbnb Example 

 

The Airbnb Example 
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NOTES ON ADVANCED TOOLS  
After having released the 2.0 version Platform Design Toolkit set in the fall of 2016, we had the chance to 
work with tens of clients and partners and therefore developed additional canvases on the way. 
 
These canvases are now not yet fully introduced in this user guide but we’re providing you here a series of 
links to our blog that will help you adopt them in your explorations and send us feedbacks before these get 
included in the next full 3.0 release and guideline. 
 
 

The Platform Schema What’s for? 

 

Use the Platform Schema to identify who’s to produce the Core 
Value Proposition and the other Value Generation Activities and how 
such activities impact on external stakeholders. 
  
After having carried on the first part of the analysis the designer will 
be more apt to determine if, how and when the entities in the 
ecosystem should be involved or not in the two key steering activities 
such as the governance of the platform and the evolution of the 
design of the same. 

Where to find more: 

Introducing The Platform Design Toolkit 2.0. [online] Available at: 
https://meedabyte.com/2015/11/06/platform-design-toolkit-2-0-
open-for-comments/  

  

The Ecosystem Entity 
Portrait 

What’s for? 

 

The entity portrait is a user research tool. Can be used effectively 
after ecosystem mapping and as an alternative to investigating 
intrinsic motivations in the Motivations Matrix Diagonal. 

Where to find more: 

Evolving User Research in the Age of Platforms & Ecosystems 
Stories of Platform Design - Available at: 
https://stories.platformdesigntoolkit.com/evolving-user-research-
into-the-age-of-platforms-ecosystems-9ca549f81d76  
 
Introducing Lean Ecosystem Development – Stories of Platform 
Design - Available at: 
https://stories.platformdesigntoolkit.com/introducing-lean-
ecosystem-development-1aa76b4cead5  
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The Platform Experience 
Canvas 

What’s for? 

 

The Experience Canvas will help you describe the experience that 
one entity is subject to when participating in the platform. It also 
helps you understand the key elements of the business model related 
with that experience. 

Where to find more: 

Introducing Lean Ecosystem Development – Stories of Platform 
Design - Available at: 
https://stories.platformdesigntoolkit.com/introducing-lean-
ecosystem-development-1aa76b4cead5  

  

The Ecosystem Discovery 
Canvas 

What’s for? 

 

This canvas is thought to help you approach the validation and 
prototyping phase, it is designed to support you in setting up the first 
round of Ecosystem Discovery interviews and later on to support you 
in identifying what should be your Minimum Viable Platform, in 
combination with the Experience Canvas and the Entity Portrait. 

Where to find more: 

Introducing Lean Ecosystem Development – Stories of Platform 
Design - Available at: 
https://stories.platformdesigntoolkit.com/introducing-lean-
ecosystem-development-1aa76b4cead5  

 

  



 
page 25 

 

ONE PAGE RECAP - BASIC PROCESS 

How to fill the canvases - a step by step guide for the 
strategic design phase 
 

A. Map the entities in the Ecosystem Canvas: we suggest you to end up with a set of maximum five 
entities globally (between Peer Consumers, Peer Producers and Partners). 

A. Complete Platform Design Canvas in the boxes of the right and left side column  
B. Use the Ecosystem Motivation Matrix to map intrinsic motivations and what each entity-role can 

“give to” each other 
  

C. Use intrinsic motivations as a mean to shape your value proposition towards these players.  
D. Complete Platform Design Canvas in the boxes “Core Value Proposition” and “Ancillary Value 

Propositions” 
E. Use the Transaction Board to map key how the exchange potential will map to single transactions 

and for each one identify the channel or context that can be the place where it happens.  
F. Complete Platform Design Canvas in the boxes “Exchanges” and “Channels & Contexts” 
G. Use the Experience Learning Canvas to reflect on what kind of services and improvement 

opportunities does the Platform offer to Partners, and Peers.  
H. Complete Platform Design Canvas in the boxes “Enabling Services”, “Empowering Services” and 

“Other Services” 
I. Add up Infrastructures and Core Components in the end 

 

 

 

 

Know more about the Platform Design Toolkit, get in touch with us and 

register to the Platform Design Newsletter  

here at www.platformdesigntoolkit.com / hello@platformdesigntoolkit.com  


