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Abstract

As a kind of emerging two-sided platform, network video platform attracts consumers by releasing
high-quality video content, and charges advertising fees to advertisers for profits. This kind of
two-sided pricing mechanism is different from the pricing model of traditional media industry, which
poses new challenges to the management model of video platforms. This paper introduces the de-
velopment history and business model of network video platforms, as well as the application of
two-sided market theory in network video platforms. Finally, this paper summarizes and analyzes
the two-sided pricing mechanism of network video platforms.
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Figure 1. Mainstream network video platform
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