
locating platforms: spatial disparities

code-co-occurrence model of „sustainability“ and „financing“ by MAXQDA

trends in e-commerce

Based on literature review, we identify four trends in e-commerce, which are 
displayed below. In our further research, we put emphasis on sustainability of 
platforms, questioning particularly financial concepts. 

sources: Image: Marcus Hübscher (2018), *quotation: HDE (2014): Lage 
und Perspektive im Sommer 2014. In: information  | Konjunktur , vol. 3.

digitization and urban commerce

Digitization is causing urban transformation processes. As for the retail sector, e-com-
merce is regarded both as chance and challenge. On the one hand, primary effects 
of electronic commerce are expected to desolate local shops. On the other hand, a 
rising number of online market places can be identified.
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competitor analysis as mixed method approach

Existing platforms diverge strongly when it comes to success and function. Analyzing 
these platforms, their high number requires both quantitative and qualitative methods. 
Therefore, 95 platforms are analyzed by means of desktop research. 42 out of 95 
research platforms are portrayed in detail, taking into account relevant aspects. On 
that basis, best practices are identified by a ranking system. Finally, interviews with 
relevant stakeholders are conducted helping to understand best practices’ function-
alities and concepts.

The aim of this poster is to [1] identify platforms, [2] analyze them concerning future 
trends and [3] transfer the results to future systems in order to contribute to urban 
sustainability. 
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background quantitative analysis: spatial disparities and trends

•	metropolitan areas have a 
high density of platforms

•	high number of platforms 
in small and medium sized 
towns
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qualitative analysis: challenging financial sustainability 

“If you want to do well, you need a lot of money, 
from my point of view. We now have to see for ourselves 
how we can continue to do that because the staff also 
costs money“

“So that‘s a very important point, that one is not 
building a castle in the air from development funds and 
everyone applauds that they now do digitization“
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five theses for improving sustainability of platforms
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discussion: chances for future platforms

municipal representative “Wir-in Günzburg”

operator, “Lokaso in Siegen”
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5. Public funding helps, but a stable financial model is indispensable.

1. Platforms are networks. Bottom-up projects are more likely to be successful          
    than top-down initiatives.   

4. In structurally weak regions, public funding is particularly necessary. webe
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2. In order to address diverse target groups, platforms should integrate urban     
    functions.  

3. Communication needs to be multidimensional to enable networking.
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source: own elaboration based on transcribed interviews, MAXQDA

source: own elaboration based on HADERLEIN (2017): Digitale City-Initiati-
ven im Überblick. http://localcommerce.info/initiativen/ 06.02.2018.
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