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I 
 

Abstract 
 

Purpose: The purpose of this study is to examine heterogeneity in platform ecosystems to better 

understand incentive structures of complementors. It is attempted to explore factors, which might 

affect participation of different types of complementors on digital platforms.  

 

Design/methodology/approach: This research follows a case study in approach with a mono 

method research design, consisting of qualitative interviews to further explore the research area. 

The starting point of this master’s thesis was the academic literature in order to analyse studies that 

examined potential economic and technical factors, which could affect complementors’ innovation 

efforts. 

 

Findings: In total, nine propositions could be defined that relate to complementors’ responses 

towards economic and technical requirements on digital platforms. This study confirms 

heterogeneity of complementors in platform ecosystems by finding different goals expressed 

among co-opetition and non-co-opetition complementors. That said, it was found that co-opetition 

complementors are primarily revenue-driven, while, non-co-opetition complementors value the 

interaction with the user base on a platform. 

 

Research implications: This research adds nuance to existing theories in academic literature. For 

example, it suggests extending the theory of indirect network effects with respect to monetary 

incentives of co-opetition complementors. 

 

Practical implications: A platform governance framework has been proposed which serves to 

support platform owners in creating governance strategies to align heterogeneous interests of 

complementors in their platform ecosystems. 
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1. Introduction 

“I don’t think it’s about how many of the distribution systems you have. I think it’s about how 

many great apps you have. We think we’ll attract great developers to write great apps 

because our platform is so advanced, they can write way better apps on an iPhone than any 

other mobile device. When they get done, we have this frictionless marketing distribution 

transaction engine where they can get them right in front of the customer’s eyes.” (Steve 

Jobs - former CEO of Apple - as cited in Wingfield (2018)) 

In today’s digital age, platform-mediated business models play an essential role in society. This is 

indicated by the top five global firms by market capitalization – Google, Amazon, Apple, Facebook 

and Microsoft – who facilitate interactions between distinct user groups by providing respective 

digital platforms. Given the demand-side perspective, the decision to join a platform is often 

contingent with the perceived value associated with a broad variety of complementing services. For 

instance, as the quote above of Steve Jobs from 2008 implies, the App Store’s value creation highly 

depends on innovation efforts by third-party app developers, who enhance the overall value 

perceived on the platform by publishing a variety of different applications. More than ten years later 

this assumption has been confirmed, given the fact that 2.2 million apps have been published until 

2017, which are part of the accumulated revenue of $120 billion that app developers earned ever 

since the App Store has been launched (Apple Inc., 2019; Wuerthele, 2017). These figures clearly 

indicate the value and the high relevance complementors’1 contributions have in one of the most 

successful digital platforms of today’s age. Not only can the importance and associated value of 

complementors be derived from practical examples, such as Apple’s App Store, it can also be found 

in academic literature revolving on the concept of platforms, which will be presented in the 

following sub-chapter to approach the research question of this master’s thesis. 

 

 
1 This master’s thesis refers to ‘complementors’ as the actors of the supply-side, who enhance a platform’s value by 
creating complementing services (Yoffie & Kwak, 2006). Given the example of Apple’s App Store, complementors refer 
to app developers. 
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1.1 Research purpose and question  

There is a consensus in academic literature that acquiring complementors can attract additional 

users on the demand-side of digital platforms and thus, positively influence and boost a platform’s 

growth (McIntyre & Srinivasan, 2017). As for example Clements & Ohashi (2005), who empirically 

analysed the video game industry in the United States, found that as the number of game titles for 

consoles, like the Sony Playstation, increases, they become more attractive to consumers, which 

results in an increased number of hardware sales. This phenomenon is known as indirect network 

effect2, which many recent studies have already explored and found in platforms that connect two 

distinct types of users (see e.g., Evans, 2003; Rochet & Tirole, 2003; Rysman, 2009). In that context, 

it became apparent that complementors’ participation correlates with indirect network effects; 

hence, it is of essential importance for a platform’s success to develop strategies, which encourage 

complementors’ innovation efforts. That said, the academic picture lacks such insights as to how 

platform owners can incentivize complementors to innovate on a platform (Constantinides, 

Henfridsson, & Parker, 2018; de Reuver, Sørensen, & Basole, 2017; McIntyre & Srinivasan, 2017). 

One study supporting this point of view has been done by Boudreau & Jeppesen (2015), who 

examined if complementors can be encouraged by incentivizes, which are of non-monetary nature, 

and, indeed, they found a correlation with factors that are not related to generating sales revenue 

on a platform. This was confirmed by Boudreau (2018), who pointed out that especially “amateur 

crowds”, complementors with low specialization, are seeking incentives that are of non-monetary 

nature. The findings of both studies imply that complementors in platform ecosystems are 

heterogenous, meaning their types, incentives, strategies or goals are of distinct nature (Adner, 

2017; Jacobides, Cennamo, & Gawer, 2018; Wareham, Fox, & Cano Giner, 2014). Hence, it is 

assumed that complementors might react differently to factors influencing complementors’ 

participation, such as competition in platform ecosystems (Eisenmann, Parker, & Van Alstyne, 2011; 

Gawer & Henderson, 2007; Rietveld, Schilling, & Bellavitis, 2017) or restrictions with respect to 

technical specifications of a platform (Boudreau, 2010; Cennamo, Ozalp, & Kretschmer, 2018; 

Eisenmann, Parker, & Van Alstyne, 2008). 

 

 
2 The phenomenon of network effects will be elaborated in chapter 2.1 
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The research of this master’s thesis responds to recent calls in academic platform literature, which 

identified the need for further studies in the research domain of complementors in platform 

ecosystems (see also: Constantinides et al., 2018; de Reuver et al., 2018; McIntyre & Srinivasan, 

2017). More specifically, it focuses on the relationship between platform owner and complementors 

in order to examine factors that could potentially influence complementors’ innovation efforts in 

platform ecosystems. To address this issue, the following research question will be examined within 

the further course of this paper: 

 

RQ: What are the factors that affect platform complementors’ innovation efforts and how 

can platform owners effectively govern complementors in platform ecosystems? 

 

In order to explore the research question, this master’s thesis follows a case study approach 

investigating a concept of a domestic e-learning platform, which is initiated by a German 

governmental party. The e-learning platform is called MILLA (Modular Lifelong Learning for All) and 

it aims to establish new means of education for German citizens. To do so, the concept provides 

that the platform will connect German citizens to high quality educational content of various 

educational course providers of the country. The platform ecosystem of complementors will 

support a high degree of heterogeneity, ranging from amateur complementors, who have the 

capabilities but will not engage on the platform as their main employment to companies, which 

participate on the platform for strategic reasons, and other educational platform providers, whose 

business models are of similar nature and thus, could even be considered as competitors. In order 

to be able to generalize the findings in the platform-context, educational platform providers can be 

defined as co-opetition complementors, which describe complementors with similar business 

models as the one of the platform owner (Nalebuff & Brandenburger, 1997). This research examines 

heterogeneity in platform ecosystems to explore if and to what extent complementors can be 

distinguished from each other. To do so, qualitative interviews have been conducted with eight 

participants, which are grouped as follows: Amateurs, Companies and Educational platform 

providers. The starting point of this research, however, is the academic platform literature in order 

to analyse previous studies that examined potential economic and technical factors, which could 

influence complementors’ innovation efforts in platform ecosystems. Subsequently, this research 
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seeks to investigate the topics derived from academia as well as to explore new topics, which might 

not have been considered in scientific literature. As the result of the data collection, propositions 

are created that seek to explain patterns detected in the data. Building up on this, a platform 

governance framework is proposed, which summarizes the findings and can be used by platform 

owners to strategically manage their platform ecosystems. 

The findings indicate a high degree of heterogeneity in the examined sample of complementors. By 

distinguishing complementors into different groups based on their type, it became apparent that 

co-opetition complementors are mainly revenue driven and rely their participation heavily on 

monetary outcomes. By contrast, non-co-opetition complementors, especially amateur 

complementors, seem to be primarily driven by non-monetary incentives. However, the aspect of 

generating revenue has been identified as a mediating factor that increases innovation efforts 

across all examined groups. In addition to that, indirect network effects could be found, indicating 

that complementors value a large user base on the demand-side of the platform. However, it is 

suggested to extend the current theory by accounting monetary incentives of co-opetition 

complementors. Further, negative effects could be observed when examining a potential market 

entry by the platform owner, while promotion strategies of the platform owner should be designed 

transparently to encourage complementors’ participation. From a technical perspective, this 

research indicates the need of open platform architectures, which in turn, might increase innovation 

efforts by complementors. In addition to that, this research suggests that same-side interaction can 

be facilitated by a high degree of heterogeneity in platform ecosystems. Further findings indicate 

the need of additional studies in the field of data management and design science in the context of 

digital platforms, as these two variables have been identified to foster complementors’ participation 

on a platform. To conclude, this study proposes a platform governance framework, which supports 

platform owners in effectively managing different interests in their platform ecosystems. 

 

The findings draw a nuanced and holistic picture of heterogeneity and incentives structures of 

complementors in platform ecosystems. More specifically, it provides a deep analysis of a platform 

ecosystem, which findings can be applied to other platforms in different contexts as well. To address 

the findings in the light of current research, heterogeneity in platform ecosystems could be 

confirmed, in particular, with respect to monetary and non-monetary incentives (Boudreau, 2018; 
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Boudreau & Jeppesen, 2015). In addition to that, the findings support the occurrence of indirect 

network effects in two-sided platforms (Evans, 2003; Rochet & Tirole, 2003; Rysman, 2009) as well 

as the need of designing open platforms to encourage complementors’ innovation efforts 

(Boudreau, 2010; Gawer & Cusumano, 2008). However, contradictive findings could be observed 

when examining the emergence of competition with the platform owner (Foerderer, Kude, Mithas, 

& Heinzl, 2018; Gawer & Cusumano, 2002; Gawer & Henderson, 2007) as well as promotion 

strategies initiated by the platform owner (Rietveld, Nieborg, Ploog, & Heugens, 2018; Rietveld et 

al., 2017).  

 

The remainder of this master’s thesis will elaborate on the findings in a more detailed manner. To 

do so, it will, among others, shed light on the theoretical background, the research philosophy and 

the data collection, which led to the findings of this research. The following section will present the 

whole structure of this master’s thesis. 

 

1.2 Thesis Structure 

The following chapter provides an overview of how the master’s thesis is structured in order to give 

the reader an outline of what they can expect. 

 

Chapter 1 – The introduction aims to introduce the research domain and to show the motivation of 

the master’s thesis with respect to current research. It provides an outline of the research area, the 

case study as well as methods that have been used in order to examine the research question. 

Further, it concludes by summarizing the findings and elaborating on the way they reflect academic 

literature. 

Chapter 2 – The theoretical background establishes a common understanding of concepts, which 

are relevant for the purpose of this master’s thesis. In addition to that, the literature review will be 

presented, which includes relevant studies that are subsequently applied to the case of this 

research. 

Chapter 3 – The methodology starts by introducing the case study and the way it addresses 

academic literature. Subsequently, it will be elaborated on the research philosophy, theory 

development and research design. To support dependability, the research process and data 



 

12 
 

collection are presented in detailed manner (Guba, 1981). The chapter will conclude by elaborating 

on research quality and delimitations. 

Chapter 4 – The findings are presented and analysed in chapter 4. Since the participants were 

grouped prior to the data collection, the analysis will start by focusing on inner-group findings. In 

the next step, a cross-group analysis attempts to detect patterns within and across the pre-defined 

groups in order to create proposition for the purpose of this research. In addition, a platform 

governance will be created that summarizes and visualizes the findings.  

Chapter 5 – This chapter will contrast the findings with academic literature. It includes 

interpretations as well as implications for research and practice. 

Chapter 6 – The conclusion finalises the research and concludes this master’s thesis with a 

summarized answer to the research question and process. 

 

2. Theoretical Background 

The following chapter lays the foundation to understand theoretical characteristics in the area of 

digital platforms. To do so, it will provide definitions of relevant terms and shed light on potential 

challenges platform owners face. Subsequently, the literature review will focus on academic 

literature that draws closer lines to the research question. 

 

2.1 Conceptualization of Digital Platforms 

The academic literature provides various definitions of platforms from different perspectives. That 

said, one valid way to conceptualize the nature of platforms lies in their value-creation. While 

conventional non-platform mediated businesses are characterized by creating value through a 

linear series of steps, this cannot be applied to the model of platforms. More specifically, platforms 

provide value by facilitating value-creating interactions between two or more users (Evans, 2003; 

McIntyre & Srinivasan, 2017; Parker, Van Alstyne, & Choudary, 2016; Rochet & Tirole, 2006; Rysman, 

2009). Hence, the perceived value on a platform is associated with the number of actors interacting 

with each other. This relates to the concept of network effects, which describes the way platform-

users’ value perception can be influenced by the interactions associated with the network-size of 

other parties on a platform (Eisenmann, Parker, & Van Alstyne, 2006; Katz & Shapiro, 1986). That 
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said, one can distinguish between direct and indirect network effects. On the one hand, direct 

network effects occur when the perceived value is dependent on the interactions of users of the 

same kind. To further explain this, one can relate to the example of the telephone network 

mentioned in Metcalfe’s law (Parker et al., 2016). The overall purpose of the telephone is to enable 

people communicating with each other. Hence, a growing number of telephone users will enhance 

the value of the network and thus, lead to more users joining it. By contrast, a low number of 

telephone users would decrease the perceived value, which could cause users abandoning the 

platform. On the other hand, indirect network effects arise on two- or multisided platforms, which 

connect two distinct types of users, whose value perception is associated with the number of users 

on the opposing side (Evans, 2003; Rysman, 2009).  As for example, the online media service 

provider ‘Netflix’, who provides a platform that facilitates interactions between viewers, as the 

customers on the demand-side, and film producers on the supply-side, who are defined as 

complementors (Yoffie & Kwak, 2006). In that context, the value perception of both parties on the 

platform is related to the network-size of the other side. In particular, film producers – or 

complementors – will join the platform if they can find a large network of viewers, who are 

potentially willing to consume their productions. Viewers, in turn, are incentivized by a large number 

of film productions on Netflix’s platform. However, recent studies started going beyond traditional 

conceptualizations of indirect network effects by indicating that a platform’s success is not only 

correlated with the mere number of complementors (Binken & Stremersch, 2009; Cennamo, 2018; 

Panico & Cennamo, 2015; Srinivasan & Venkatraman, 2010). By analysing the video game industry, 

Binken & Stremersch (2009), for example, found that high quality complementors, who are well-

known and considered as “superstars”, will trigger positive indirect network effects in a similar vein 

as the size of the platform’s ecosystem would do. This is confirmed by Srinivasan & Venkatraman 

(2010), who pointed out that additional factors supporting “platform dominance” are the variety of 

complementors as well as the occurrence of “high-status” complementors in platform ecosystems. 

Additionally, in a recent study, Cennamo (2018) emphasizes the need of extending the 

conceptualization of indirect network effects and claims that complementors’ quality and variety 

positively impact platforms’ growth at early stages of their life-cycles. 
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In accordance to de Reuver et al. (2018) the conceptualization of platforms in academia lacks a clear 

distinction between platforms that are of digital nature and others that cannot be considered as 

digital platforms. To avoid conceptualizations, which can be applied interchangeably, they propose 

that characteristics of digitality should be considered in studies, which are specifically examining 

digital platforms. Hence, de Reuver et al. (2018) propose that “platforms that merely mediate 

between different user groups but offer no extensible codebase should not be considered digital 

platforms in the IS discourse” (p.127). 

 

This is in line with other researchers, who examined platforms from a rather technical perspective. 

As for example, Baldwin & Woodard (2008) define platforms as “a set of stable components that 

supports variety and evolvability in a system by constraining the linkages among the other 

components” (p.3). Drawing on the definition of Baldwin & Woodard (2008), Tiwana, Konsynski & 

Bush (2010) conceptualise platforms as an “extensible codebase of a software-based system that 

provides core functionality shared by the modules that interoperate with it and the interfaces 

through which they interoperate” (p. 675). By referring to the aforementioned definitions, it became 

apparent that the technical-oriented perspective on platforms heavily relies on architectural 

components. That said, Tiwana et al. (2010) define platform architecture “as a conceptual blueprint 

that describes how the ecosystem is partitioned into a relatively stable platform and a 

complementary set of modules that are encouraged to vary, and the design rules binding on both” 

(p.677). Hence, platforms can be viewed as modular technical artefacts providing a stable core of 

functionalities while also permitting third-party development by actors in their ecosystem. Such 

platforms are usually software-based platforms, as for example, Apple’s App store, Google’s Play 

Store or video game consoles. Given the example of the App Store, Apple, as the platform owner, 

highly relies on external development of applications that will not only complement the ecosystem, 

but also enhance the overall value perceived on the platform. 

 

2.2 Platform Ecosystems 

Platform ecosystems can be conceptualized by referring to the relationship between the platform 

owner and its network of complementors that produce complementing services to increase the 

overall value of the platform (Adner & Kapoor, 2010; McIntyre & Srinivasan, 2017). To draw closer 
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lines and to better understand characteristics of ecosystems, this master’s thesis will refer to Adner 

(2017), who provides a more thorough definition of ecosystems. In particular, he describes 

ecosystems as follows: 

 

“The ecosystem is defined by the alignment structure of the multilateral set of partners 

that need to interact in order for a focal value proposition to materialize” (p.42). 

 
To apply his definition into the platform-context, the term “partner” will be referred to as 

“complementor”. It is perceived that Adner’s (2017) definition reflects ecosystems in the platform-

context in an appropriate way, which can be explained by taking a closer look into the different 

elements of his definition. Adner (2017) assumes that complementors in ecosystems might have 

different goals and incentives to join and participate on a platform. In that context, he suggests that 

complementors’ interests need to be “aligned” in order for an ecosystem to be successful. He 

defines ecosystems to support complementors, which are of “multilateral” nature. In the context of 

platforms, this can be applied to the distinct types of complementors, which compete and interact 

in platform ecosystems. Adner (2017) further points out that the value proposition of the ecosystem 

relies on the extent complementors participate and interact on a platform. 

 

It becomes apparent that Adner (2017) not only points out the importance of complementors’ 

participation, which is an essential aspect of value creation, but also acknowledges heterogeneity 

of complementors in ecosystems. That said, heterogeneity relates to the divergence of 

complementors’ interests, incentives and goals in platform ecosystems. Hence, an ecosystem’s 

value proposition needs to account different views and interests of its complementors. This has 

been confirmed by other platform researchers, such as Jacobides, Cennamo & Gawer (2018), who 

argue that “ecosystems are distinct forms of organizing economic activities that are linked by specific 

types of complementarities” (p.2). In particular, they add to Adner (2017) and propose that 

ecosystems need to manage complementors that are either of “supermodular” or “unique” nature. 

 

To sum up, this chapter showed the characteristics of platform ecosystems by emphasizing the 

aspect of heterogeneity of complementors. Hence, a platform ecosystem’s value creation depends 

on the interaction between complementors that are heterogenous by nature. This implies that 
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platform owners need to account for complementors’ heterogeneity when creating platform 

governance strategies. The following section will shed light on the topic of platform governance, 

which relates to the question of how platform owners have to govern its ecosystem in order to 

benefit from complementors’ interaction. 

 

2.3 Platform Governance 

Platform owners need to define and execute governance strategies that set the boundaries as well 

as the rules of participation in their ecosystem. According to Tiwana (2014), platform governance 

refers to the question of “who decides what in a platform’s ecosystem” (p.25). However, to continue 

following Adner’s (2017) view on ecosystems, this master’s thesis will also refer to his perspective 

on strategically managing and governing ecosystems. Adner (2017) relates to “ecosystem strategy”, 

which is equivalent to the term of platform governance and hence, it will be used interchangeably 

for the purpose of this master’s thesis. According to Adner (2017), ecosystem strategy can be 

defined as follows: 

 

“Ecosystem strategy is defined by the way in which a focal firm approaches the alignment 

of partners and secures its role in a competitive ecosystem.” (p.47) 

 

Once again, to apply his definition into the platform-context, the terms “focal firm” and “partner” 

will be referred to as “platform owner” and “complementor”. Adner (2017) acknowledges the 

heterogeneity of complementors in platform ecosystems by pointing out that a platform owner 

needs to align its strategy with the ones of the complementors in its ecosystems, which may be of 

completely different nature. To do so, Adner (2017) states that the platform owner has to identify 

“gaps” and subsequently create strategies or conditions “to close the gaps”. These gaps can relate 

to two different types of risks – co-innovation risks and adoption chain risks. While the former is 

concerned with “the challenge partners [complementors] face in developing the ability to undertake 

the new activities that underlie their planned contributions” (p.48), adoption chain risks relate to 

“partners’ [complementors’] willingness to undertake the required activities and raise questions of 

priorities and incentives for participation” (p.48). Further, platform owners and complementors, 

certainly, fulfil different roles in which they have to interact with each other. While platform owners 
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take leadership roles by e.g. setting the rules of participation, complementors by contrast, do not 

claim leadership and have to agree on the terms set by the platform owner (Adner, 2017). According 

to Adner (2017), it is crucial that all actors in an ecosystem acknowledge their specific role. In 

addition to that, Adner (2017) points out the importance of competition by noting that “ecosystem 

strategy is guided by concern with the competitiveness of ecosystems and their participants” (p. 49). 

Hence, competition inside an ecosystem is considered as a factor, which needs to be addressed in 

a platform owner’s governance strategy.  

 

As already noted, academic platform literature identified the variety and quality of complementors 

as additional factors to positively influence indirect network effects (Binken & Stremersch, 2009; 

Cennamo, 2018; Panico & Cennamo, 2015; Srinivasan & Venkatraman, 2010). This reinforces 

Adner’s (2017) view of a heterogenous ecosystem, in which complementors’ interests have to be 

aligned for a platform to be successful. 

 

2.4 Summary of Theoretical Concepts 
 

Prior to presenting the literature review, which seeks to identify factors that could affect 

complementors’ behaviour in platform ecosystems, a short summary of the already defined 

theoretical concepts will be provided to highlight the relevance in research and in practice. As 

aforementioned, a platforms’ value proposition relates to the network of users and complementors 

interacting on it. Thus, the value actors perceive on the platform enhances by an increasing number 

of users and complementors – such an effect can be described as network effects. Hereby, one can 

distinguish between direct and indirect network effects. The latter could be observed primarily in 

two- or multisided platforms. In that vein, digital platforms are conceptualised as technical artefacts 

that provide a stable core, which is complemented by services of actors of their ecosystem – known 

as complementors. The platform ecosystem describes the network of complementors, who enhance 

a platform’s value by producing complementing services. The participation of complementors can 

significantly increase the value a platform and is of particular importance for triggering network 

effects. In the same vein, academia identified heterogeneity of complementors in platform 

ecosystems. Thus, platform owners need to account various factors, which are of distinct nature 

such as interests, incentives or goals, to incentivize innovation efforts of complementors in their 
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ecosystems. Aligning heterogeneity is one of the main challenges faced in platform governance. 

Hence, a deep analysis of a platform ecosystem is needed to create governance strategies which 

can trigger favourable behaviour of complementors. 

 

2.5 Literature review 

In order to obtain a thorough understanding of the research 

area and to add on other researchers’ contributions, a 

systematic literature review of the topic has been 

conducted. Firstly, relevant keywords were identified, such 

as platform complementors, complementors incentives, 

platform architecture, platform ecosystems, platform 

ecosystem strategy or platform competition. Leading 

research databases, such as EBSCO Host or Google Scholar, 

were used to scan academic literature and find relevant 

studies. In addition to that, academic reviews of the current 

state and challenges in platform research helped to identify 

further relevant papers (see Constantinides et al., 2018; de 

Reuver, Sørensen, & Basole, 2018; McIntyre & Srinivasan, 

2017). The figure 1 provides a detailed overview of the 

literature review process. 

 

The overall goal of this literature review is to scrutinize 

academic work that shed light on the dynamics of complementors in platform ecosystems. More 

specifically, it is attempted to review studies that focus on the relationship between platform 

owners and its complementors to create incentives for complementors to contribute.  

 

2.5.1 Economic Perspective: Complementors in Platform Ecosystems  

Recent studies in academic literature have identified the need of investigating economic dynamics 

in platform ecosystems. By doing so, academia focused on examining factors such as pricing and 

competition between complementors and platform owners. The following sub-chapter will focus on 

Figure  SEQ Abbildung \* ARABIC 1: Literature review 
process 

Research Question
How to encourage complementors in platform 

ecosystems? A Case study of MILLA

Database research 
Keywords: platform complementors, complementors 

incentives, platform architecture, platform ecosystems, 
platform ecosystem strategy or platform competition

Scanning literature: Excluding irrelevant articles

52 articles

Thorough review

Final sample: 38 articles

Figure 1: Literature review process 
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studies that shed light on economic dynamics that might affect complementors’ motivation and 

participation in platform ecosystems.  

 

2.5.1.1 Monetary and Non-Monetary Incentives 

Several studies in academic literature have identified the complexity of effective pricing strategies 

in two-sided platforms. More specifically, they point out the need of subsidizing one side of the 

platform in order to gain a crucial number of users on that side, which are in turn, relevant for 

attracting the actors of the other side. Thus, platforms can facilitate network effects and, 

particularly, benefit from indirect network effects (Eisenmann et al., 2006; Parker et al., 2016; Wan, 

Cenamor, Parker, & Van Alstyne, 2017). However, it is crucial to identify the most price sensitive 

side that is consequently going to be subsidized by the platform owner (Wan et al., 2017). This is 

acknowledged by Eisenmann et al. (2006), who substantiate it by referring to Adobe’s pricing 

strategy of their Acrobat software, which facilitates creating and viewing files in Portable Document 

Format (PDF). The platform consists of two types of actors – writers, who create documents and 

readers, who use the software to view them. Readers can get the software free of charge, whereas, 

writers have to pay a fee in order to use it. Nevertheless, writers do appreciate the large user base 

on the readers-side, which encourage them to join the platform and pay the fee. Certainly, 

subsidizing one side of a platform can be seen as a monetary incentive for complementors to join 

it, in addition to the potential revenue associated with e.g. number of sales leads generated on a 

platform. 

 

In addition, Eisenmann et al. (2006) emphasize pricing strategies as a tool to ensure quality 

standards on a platform. Hence, platform owners should charge the side of the platform that needs 

to deliver and fulfil certain quality standards. This can be observed in the video game industry, 

where game developers have to pay high fixed costs in the form of royalties. Hence, they will only 

be profitable if their games perform well. Thus, the platform owner ensures that games with bad 

performance potential will not be developed and released in the first place (Eisenmann et al., 2006). 

 

On the other side, recent studies also examined non-monetary incentives of complementors to 

participate on a platform. With that being said, Boudreau & Jeppesen (2015) confirmed that 

complementors, indeed, have further motivations that are not related to generating sales and 
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revenue. By analysing the behaviour of unpaid game developers on multi-player game platforms, 

they conclude that developers are further motivated by factors that include “learning and the joy of 

creating”, “pride”, “articulating my vision” or “pride of ownership” (Boudreau & Jeppesen, 2015). 

However, they also noted that unpaid complementors do not produce network effects. The findings 

are partially acknowledged by Boudreau (2018), who points out that primarily “amateur crowds”, 

complementors with low specializations, join platform ecosystems without sales incentives, 

whereas professional complementors require monetary outcomes. 

 

2.5.1.2 Competition with Platform Owner 

Recent studies analysed different strategies of how platform owners strategically manage different 

kinds of complementors in their ecosystems. In that context, it has to be noted that complementors 

not only add value to the platform by offering their services, but also potentially competes with the 

platform owner. That being said, Eisenmann, Parker & Van Alstyne (2011) explain the concept of 

platform envelopment, which occurs when a platform owner successfully enters into 

complementors’ markets by absorbing their functionalities and user bases. They propose that an 

envelopment attempt is most likely to succeed if the platform owner and the complementors have 

overlapping user bases. In fact, they distinguish between overlapping user bases that are 

reciprocally specific and unilaterally specific to each other. Reciprocally specific overlapping user 

bases refer to high and symmetrical user bases, as for example in the case of eBay, as the platform 

owner, and PayPal as the complementary service on its platform. The vast majority of eBay users 

are most likely also users on PayPal’s platform and vice versa (Eisenmann et al., 2011).  

 

By contrast, other platforms may have asymmetric overlapping user bases with their 

complementors and thus are defined as being unilaterally specific to each other. It has to be noted 

that platform owners do not necessarily have “value capture” in mind when entering 

complementors’ markets. In that context, Gawer & Cusumano (2002) and Gawer & Henderson 

(2007), who conducted an in-depth field study of Intel, point out that Intel e.g. only enters into 

competition to encourage better performances when they are not satisfied with particular 

complementors’ performances. This approach is confirmed by Foerderer et al. (2018), who 

investigated how platform owner’s entry into complementary markets affects the surrounding 
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platform ecosystem. More specifically, they analysed the effects of Google’s entry into photography 

applications associated with the launch of Google photos on their own operating system Android in 

2015. In fact, they observed positive effects due to an increase of complementary innovations 

through the launch of Google photos (Foerderer et al., 2018). In addition, they concluded that 

Google’s entry caused a spill-over effect resulting in increasing consumer attention and demand, 

from which the whole platform ecosystem could benefit.  

 

That being said, Cennamo, Gu, & Zhu (2016), who examined platform competition in the video 

games industry, found that games developed by the console providers often become popular 

“blockbuster-games”. They further noted that complementors responded to first-party competition 

by shifting their efforts to other genres that are not covered by first-party blockbuster-games. This 

is confirmed by Wen & Zhu (2016) who point out that third-party app developers on Google’s 

operating system Android began to focus their innovation efforts into other genres if they perceived 

a potential entry threat by Google. Nevertheless, they also found that only the potential threat of 

Google’s market entry discouraged complementors to develop further apps. This is partly confirmed 

by Kang (2017), who compared Apple’s and Google’s approaches to introduce health apps on their 

operating systems. She argues that, due to a more open governance approach, Google could achieve 

positive effects on encouraging complementors to develop health apps, while, Apple’s rather 

restricted strategy led to negative effects. 

 

The review of academic literature revealed that there might be strategic incentives for platform 

owners to enter complementors’ markets and thus, directly enter into competition with 

complementors on its own platform ecosystem. Hence, it is of interest for this research to examine 

to what extent a potential entry influences complementors’ innovation efforts. 

 

2.5.1.3 Competition between Complementors 

Certainly, complementors face direct competition with other complementors, who offer similar 

services or products on the respective platform. Thus, users can freely choose from a variety of 

similar products or services provided by different complementors. As a consequence, 

complementors need to overcome competition in order to become profitable and remain on the 
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platform. This is reinforced by Rietveld & Eggers (2018) and Rietveld, Nieborg, Ploog & Heugens 

(2018), who point out that the average demand for complementary services will decline through 

platforms’ life cycles as they evolve over time. This is in line with an uneven and skewed distribution 

of demand per complementor, in the sense that only a few and best performing complementors 

will account for the vast majority of the total demand, which is also known as the winner-takes-all-

effect (Rietveld, Nieborg, et al., 2018). Hence, one can argue that complementors really need to 

strengthen their position at an early stage in order to become and remain successful on the 

platform. 

 

In any case, platform owners have incentives to govern complementors’ competition in a way that 

is favourable for the overall platform ecosystem. With that being said, Rietveld et al. (2017) 

examined competition between complementors by focusing on the way platform owners can 

intervene and enhance the overall value of their platform ecosystem through selectively promoting 

complementors. By analysing the video games industry, they conclude that platform owners do not 

necessarily promote the best performing complementors. More specifically, they seek to promote 

complementors based on strategic decisions that can unlock unknown potentials of the platform 

ecosystem. On the basis of this, they find that platform owners tend to promote complementors 

that “had high quality and good initial sales but were not market leaders” as well as complementors 

that were of “high value categories, in which they do not have a top-selling complement” (Rietveld 

et al., 2017). Additionally, they noted differences in terms of timing of selective promotions. They 

found more endorsements in periods in which less game releases could be observed. In addition to 

that, Lueker, Foerderer, & Heinzl (2018) analysed ex-post effects of Google’s strategy promoting the 

best performing apps on its Android platform, in order to find out if such a governance approach 

can encourage innovation efforts by complementors. They conclude that, once complementors 

have reached a superior performance with one of their services, the focus shifts to “exploitation” 

rather than “exploration”, meaning that complementors tend to refine their already well-

performing apps than putting efforts in innovations by developing new apps. 

 

Another way of promoting complementors is through a certification model that certifies quality 

standard respective complementors fulfil. In that context, Rietveld, Seamans, & Meggiorin (2018) 



 

23 
 

conducted a study in which they analysed complementors’ behaviour in regard to the introduction 

of a certification strategy on the money lending platform kiva. They conclude that the introduction 

of such a program did have positive effects in terms of complementors’ performances. Particularly, 

complementors were willing to realign their loan portfolio composition in order to benefit from the 

certifications.  

 

In order to further examine the research question of this master’s thesis, it is important to identify 

and investigate technical platform features that could potentially affect complementors’ 

participation on MILLA. To do so, the following paragraphs will focus on the question of how to 

design a platform architecture that encourages complementary innovations.  

 

2.5.2 Technical Perspective: Complementors in Platform Ecosystems 

In accordance to Baldwin & Clark (2006), designing “an architecture of participation” is essential to 

increase complementors’ participation in platform ecosystems. The following sub-chapter has 

identified Platform ecosystem complexity and Openness as two architectural properties that might 

affect complementors’ motivation and participation. 

 

2.5.2.1 Platform Ecosystem Complexity 

From a technical perspective, platform owners have to develop platforms that fulfil certain technical 

standards in order to encourage complementors to integrate their services on the platform. In that 

context, Kapoor & Agarwal (2017) examined how “ecosystem complexity”, “ecosystem experience” 

as well as “platform transitions” initiated by the platform owner may affect complementors’ ability 

to maintain top performances. Ecosystem complexity relates to the interdependence of the 

complementor’s product to other components in the platform ecosystem. As for example, app 

developers on Google’s operating system Android have to cope with a more complex ecosystem 

than in iOS due to the fact that Android supports devices of various manufacturers where 

applications have to run on. In addition, ecosystem experience refers to the experience 

complementors have gained over the time in respective ecosystems. Hence, complementors could 

leverage their experience to evolve and develop better complementary products. Platform 

transitions are made by the platform owner and relate to e.g. system updates, which is a common 
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practice in the mobile or video games industry. Kapoor & Agarwal (2017) conclude that high 

ecosystem complexity is favourable for top complementors to maintain their positions, and that this 

effect is further supported by high experience of the ecosystem. By contrast, they further conclude 

that platform transitions caused difficulties to sustain top performances, which is further 

“exacerbated by the extent of ecosystem complexity” (p.4). 

 

Drawing on Kapoor’s & Agarwal’s (2017) research, Cennamo et al. (2018) examined how platform 

architecture affects the quality performances of multihoming complementors. Multihoming occurs 

when complementors develop and design their services on multiple platforms, and thus, generate 

additional revenue. Since individual platforms might have different and potentially more complex 

technological capabilities, multihoming complementors face trade-offs that are related to the 

question if integrating their services on multiple platforms is worth the corresponding efforts and 

costs (Cennamo et al., 2018). As a consequence, multihoming complementors could achieve lower 

quality performance on the platforms with higher ecosystem complexity, and, in fact, Cennamo et 

al. (2018) found that multihoming complementors perform better on platforms providing less 

complex ecosystems. 

 

2.5.2.2 Openness 

Platform owners have to decide if they want to design a closed or open platform architecture. 

Closed platforms are generally owned and controlled by one owner, who fully restricts outside 

actors to participate on the platform (Boudreau, 2010). By contrast, open platforms grant access to 

third parties as well as encourage them to participate on the platform. More specifically, Eisenmann, 

Parker, & Van Alstyne (2008) propose a definition of openness, which points out that platforms can 

be referred as open if participation, commercialization and usage are unrestricted as well as equally 

applied to all complementors (Eisenmann et al. 2009, p. 1). Further, it can be distinguished between 

two types of openness: Opening a platform horizontally can be considered if the platform owner 

gives up control by “interoperating with established platform rivals, licensing the platform to 

additional providers or broadening platform’s sponsorship” (Eisenmann et al. 2009, p. 3). On the 

other hand, vertical openness is defined “as granting third-party complementors access to the 
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development platform and sales market of complementary applications” (Boudreau, 2010 as cited 

in Benlian, Hilkert, & Hess, 2015, p. 211). 

 

With that being said, Gawer & Cusumano (2008) point out that it is essential for a platform’s success 

to ensure openness in order to encourage complementary innovations. This is in line with Boudreau 

(2010), who found that granting higher levels of openness to complementors increases the 

innovation rate of new complement development. Open platforms can benefit from a variety of 

external complementors that contribute with innovative inputs and knowledge, which is most likely 

the primary reason why platform owners decide to open up their platforms (Chesbrough, 2003). 

However, granting openness often results in a loss of control over the platform. Hence, platform 

owners have to determine how much control they can afford to give up in order to still ensure 

complementary innovation on their platforms (Boudreau, 2010). In other words, platform owners 

face a further trade-off between “diversity vs. control”.  

 

Benlian et al. (2015) investigated openness by focusing on the complementor’s perspective. In fact, 

they developed the construct called perceived platform openness (PPO) that conceptualizes and 

theorizes complementors’ perceptions about openness on platforms. The PPO is a multidimensional 

construct that has been validated using variables that are associated with complementors’ 

“continuous intentions to contribute” on platforms. They further acknowledge that complementors 

not only consider technical platform components, but also value business aspects that correspond 

with the level of freedom provided on platform marketplaces. 

 

The literature review shed light on studies that reveal valuable insights about potential factors that 

might influence complementors’ behaviour in platform ecosystems. In the next step, it is essential 

to point out how the theory addresses the case study of this master’s thesis. Hence, the following 

chapter will present the methodology part, which exhibits how the theory applies to the case study 

as well as the way the research has been conducted. 
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3. Methodology 

This chapter focuses on the research methodology as well as the methods used to examine the 

research question of this master’s thesis. Since this study follows a case study approach, the 

following chapter will start by introducing the respective case of the thesis. 

 

3.1 Case Introduction  

This master’s thesis will follow a single case study approach by collaborating with the ‘Arbeitsstab 

Zukunft der Arbeit’ in the CDU/CSU parliamentary group3 of the German Bundestag (German federal 

parliament) on the concept of a domestic e-learning platform, which aims to become an essential 

part in the country’s society in terms of lifelong learning and continued learning (Arbeitsstab Zukunft 

der Arbeit, 2019). The name of the platform is MILLA, which is the abbreviated version of Modular 

Interactive Lifelong Learning for All. The purpose of the concept is to provide a platform for German 

citizens on which they can develop skills and competencies that might be relevant for personal 

development as well as on the labour market. Thus, it will be attempted to tackle the lack of skilled 

labour and to prepare the German society for a shift of relevant skills made necessary by the 

emergence of digitalization (Arbeitsstab Zukunft der Arbeit, 2019). To do so, MILLA is going to be 

fully funded by the German government and will bundle educational offerings of various 

educational course providers of the country. German citizens will be able to use the platform free 

of charge to develop an own competence profile based on the courses they complete on the 

platform. Besides educational course providers and German citizens, it is attempted to encourage 

various companies to participate on the platform by e.g. using the MILLA infrastructure for their 

internal e-learning platform. In turn, companies might provide a small amount of their internal 

educational training material for public use on the platform. In addition to that, companies could 

use the platform for recruiting purposes and directly approach potential candidates on the platform. 

The individual competence profiles should assist companies to find matches among all users on 

MILLA. 

Generally, it became apparent that MILLA aims to encourage a heterogenous picture of 

complementors in its ecosystem, ranging from professional and non-professional educational 

 
3 More information can be found here (German website): http://stab-zukunftderarbeit.de/home 
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course providers to companies, which might use the platform infrastructure for internal training or 

recruiting purposes  (MILLA representative, personal communication, April 17, 2019) 

 The heterogeneity of the ecosystem serves as the basis of the analysis of this master’s thesis. It is 

attempted to explore the dynamics in heterogeneous platform ecosystems in order to explore 

incentives to encourage innovation efforts of complementors. To do so, the theories found in 

academic literature serve as the starting point of this research. That said, the following chapter will 

shed light on the way academic theories have been applied and examined for the purpose of this 

master’s thesis. 

 

3.1.1 Case Study in the Light of current Research 

From an economic view, it will become important to analyse to what extent monetary and non-

monetary factors affect complementors’ incentives to contribute on MILLA. According to academic 

literature, platform owners seek to subsidize one side of the platform to attract users of the other 

side by leveraging indirect network effects (Eisenmann et al., 2006; Parker et al., 2016; Wan et al., 

2017). MILLA will set low entry barriers for users of the demand-side by offering the complementors’ 

contents free of charge. However, it is yet unknown if complementors can be attracted by the mere 

network of users on the other side of the platform without offering any additional monetary 

incentives. The concept of MILLA does include a revenue model for complementors, which is, 

however, of variable nature and dependant on the user feedback and relevance of the courses. A 

predefined relevance factor should determine the potential financial output for complementors. 

Hence, courses such as programming courses, are considered as more relevant than other courses, 

such as cooking courses, and thus, will get a higher relevance factor. In addition to that, views and 

user ratings should be considered as part of the calculation that generates complementors’ financial 

output (Arbeitsstab Zukunft der Arbeit, 2019). Similar pricing approaches can be found in academic 

literature that seek to ensure quality standards on a platform (Eisenmann et al., 2006). Even though 

MILLA does not require a fee from their complementors, a variable revenue model assures that 

complementors only get paid according to the actual performance and quality of their services. 

However, this approach could also lead to negative effects if complementors do not achieve 

expected revenue that amortizes the resources they invested to develop their services. 
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On the other side, academic literature found that complementors can also be incentivized by non-

monetary aspects (Boudreau, 2018; Boudreau & Jeppesen, 2015). In particular, it could be observed 

that amateur complementors can be encouraged by other factors that are not related to generating 

revenue. In the context of MILLA, the question of non-monetary incentives is of particular interest, 

due to the fact that the platform will support a variable revenue model, which could lead to low 

financial outputs for complementors. In addition, MILLA seeks to encourage amateur as well as 

professional complementors on their platform. 

 

As Adner (2017) noted, platform owners need to account for competition within their ecosystems 

when creating platform governance strategies. It needs to be analysed if innovation efforts by 

complementors can be encouraged based on the role they take in the platform ecosystem (Adner, 

2017). In that context, academia identified the opportunity of a direct market entry of platform 

owners to compete with complementors of their own ecosystem (Foerderer et al., 2018; Gawer & 

Cusumano, 2002; Gawer & Henderson, 2007).  Hence, it needs to be analysed to what extent a direct 

market entry by MILLA might affect complementors innovation efforts. It is unknown if it could lead 

to positive spill-over effects as it has been examined in previous academic literature (Cennamo et 

al., 2016; Wen & Zhu, 2016). In accordance to Zhu (2019), academic research lacks analyses on 

defense mechanisms of big complementors that perceive a threat of direct competition with the 

platform owner. In the context of MILLA, it is assumed that professional complementors might have 

the capabilities to relocate their resources if the competition in certain areas become too high. Since 

small or amateur complementors might not have the capabilities to change their focus area, it is 

assumed that they will negatively react to direct competition with MILLA resulting in no further 

innovation efforts.  

Competition in platform ecosystems is not a phenomenon which arises only if platform owners 

enter complementors’ markets, rather, it is permanently present among the complementors in a 

platform ecosystem. A platform owner can influence the competition by selectively promoting 

certain complementors (Lueker et al., 2018; Rietveld, Nieborg, et al., 2018; Rietveld et al., 2017; 

Rietveld, Seamans, et al., 2018). As the platform owner, MILLA naturally seeks to enhance the 

overall value and performance of the platform, which could lead to an unbalanced selection of 
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complementors that are being promoted. It will be of high importance to analyse complementors’ 

reaction towards a platform owner’s strategy of selectively promoting complementors. 

 
From a technical perspective, the identified factors that might affect complementors’ innovation 

efforts are openness and platform ecosystem complexity (Benlian et al., 2015; Boudreau, 2010; 

Cennamo et al., 2018; Chesbrough, 2003; Eisenmann et al., 2008; Kapoor & Agarwal, 2017). In the 

case of MILLA it needs to be examined how complementors might react to ecosystem complexity 

that differs to the one they are used to on other platforms since the vast majority of MILLA’s 

complementors might not design their services exclusively for MILLA. Hence, complementors might 

have to adjust their content based on the platform’s requirements. MILLA will facilitate a platform 

that follows the purpose of interaction between its users and complementors. Therefore, MILLA will 

provide an open platform in order to encourage complementors’ participation and innovation 

efforts, which is in line with the findings in academia (Boudreau, 2010; Chesbrough, 2003; 

Eisenmann et al., 2008). Nevertheless, it is yet unknown to what extent MILLA will be open to its 

potential complementors. At the same time, it needs to be examined if the granted level of 

openness is sufficient to encourage complementary innovations. 

 

To sum up, Table 1 illustrates an overview of the relevant topics identified in academic literature.  

 

 
Table 1: Results of literature review and provisional code list 

Classification Theme References

E
c
o
n
o
m
i
c

Monetary incentives Eisenmann et al. (2006); Parker et al. (2016)

Non-monetary incentives Boudreau & Jeppesen (2015); Boudreau (2018)

Competition with Platform Owner Eisenmann, Parker & Van Alstyne (2011); Gawer & Cusumano
(2002); Gawer & Henderson (2007); Foerderer et al. (2018); 
Cennamo, Gu, & Zhu, (2016); Wen & Zhu (2016); Zhu (2019)

Promotion (Competition between complementors) Rietveld, Schilling, & Bellavi (2019); Lueker, Foerderer, & Heinzl 
(2018)

Certifcation (Competition between complementors) Rietveld, Seamans, & Meggiorin (2018)

Technical

Platform Ecosystem Complexity Kapoor & Agarwal (2017); Cennamo, et al. (2018)

Openness
Boudreau, 2010; Chesbrough, 2003; T. R. Eisenmann et al., 
2008; Benlian et al. (2015)
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After it has been shown how relevant concepts from academic platform literature address the case 

study of this thesis, the further course of this chapter will present the way the research has been 

conducted. Thereby, it starts by demonstrating the research philosophy and theory development, 

followed by presenting the research design and research process, and concludes by elaborating on 

data collection, research quality as well as the delimitations of this study. 

 
3.2 Research Philosophy 

The following chapter sheds light on the author’s research philosophy by relating to his view on 

ontology and epistemology.  

 

3.2.1 The Ontological Stance  

Ontology is described as the chosen nature of reality, and how researchers perceive the world to 

operate. That said, one can distinguish between the two extremes objectivism and subjectivism to 

further define ontology. Ontological objectivism, on the one hand, argues that “there is only one 

true social reality experienced by all actors”, which is based on facts and “unchanging things” 

(Saunders, Lewis, & Thornhill, 2016, p. 128). On the other hand, ontological subjectivism views social 

reality as “made from the perceptions and consequent actions of social actors” (Saunders et al., 

2016, p. 130). Thus, there is no underlying one true reality since people, or social actors, usually 

have individual views on the world. Hence, ontological subjectivism points out the importance of 

different opinions, which can result in different interpretations. This represents the main stance 

that was taken throughout this research. The overarching aim of this master’s thesis is to develop a 

governance framework for platform ecosystems with respect to complementors to further apply on 

the case of MILLA. Hence, the study relates to a real-world and practice-oriented problem. 

Additionally, in order to explore the research area, the researcher acknowledges multiple 

perspectives and experiences through conducting qualitative interviews.  

 

With that being said, the research philosophy of this master’s thesis is best reflected by the research 

paradigm of pragmatism, which mainly relates to the approach of applying research outcomes into 

real-world (Saunders et al., 2016). In accordance to Goldkuhl (2012), qualitative researchers in 

information systems should adopt a pragmatic stance if they “aim for constructive knowledge that 

is appreciated for being useful in action” (p.144). He further compares the main differences between 
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pragmatism and interpretivism, which represents another research paradigm typically used in 

qualitative studies. He states that an interpretive stance, compared to a pragmatic stance, merely 

aims “for understanding that is appreciated for being interesting” (p.144). Hence, interpretive 

researchers seek to explore and understand dynamics in a certain research area, while pragmatists 

rather strive to apply knowledge into action, which also be the primary aim of this master’s thesis. 

Additionally, by pointing out the importance of ethics within organizational research, Wicks & 

Freeman (1998) propose pragmatism as an alternative approach to positivism. They note the 

absence of ethics within positivism, whereas pragmatism “focuses on serving human purposes, and 

thus simultaneously highlights the moral dimensions of organizations and the need for research to 

have practical value” (p.123).  

 

By developing a platform governance framework, this master’s thesis will provide propositions and 

suggestions that can be applied once the platform has been launched. Additionally, the pragmatic 

stance embraces multiple realities, which also reflects the world-view of this study. In particular, it 

will be assumed that different types of complementors might have individual incentives to 

participate on MILLA. This could be attributed to factors such as but not limited to their own 

business model, their resources and capabilities or the technical requirements of MILLA. In order to 

investigate the respective research area, Saunders et al. (2016) note that pragmatist researchers do 

not always apply multiple methods, but rather choose the method that “enable credible, 

wellfounded, reliable and relevant data to be collected that advance the research” (p.144). In respect 

to the research of this study, qualitative interviews have been perceived as the most suitable 

method to examine the underlying research question. The decision as well as the research quality 

will be elaborated on in the following sections of this chapter. 

 

3.2.2 The Epistemological Stance  

Generally speaking, epistemology relates to assumptions that are associated with knowledge. More 

specifically, it defines what can be considered as “valid and legitimate knowledge” as well as the 

way knowledge should be transferred (Saunders et al., 2016, p. 127). As with the definition of 

ontology, Saunders et al. (2016), once again, distinguish between objectivists’ and subjectivists’ 

epistemological perspectives. In that vein, epistemological objectivists seek to encounter the 
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absolute truth based on measurable facts wherefrom generalizations of the social reality can be 

made. On the other side, epistemological subjectivism considers more realities and gives room for 

interpretations by accepting individual opinions as valid knowledge. From an epistemological view, 

this work is aligned with the worldview of pragmatism, which is, primarily, explained by a 

subjectivist standpoint. Since the respective research area is considered as being too complex to 

draw law-like generalizations from, a qualitative research approach has been chosen to examine the 

research question in the best way. Thus, the researcher will take an interpretative role by including 

different opinions to investigate the research question, and eventually, propose a real-world 

framework to the case company. 

 
3.3 Theory Development 

For the purpose of this master’s thesis, it has been perceived as essential to identify certain themes 

and patterns by analysing academic literature prior to starting the collection of qualitative data. 

Through conducting interviews, this research will either modify existing theories or generate new 

ones, which together will illustrate the platform governance framework. This approach is 

characterized as abductive reasoning for theory development. Abduction can be defined as a mixed 

method of deduction, which moves from existing theory to test empirical data, and induction, which 

by contrast aims to create new theory through the collection of empirical data (Saunders et al., 

2016). In addition to that, Bamberger (2018) characterizes the objective of abductive reasoning “to 

generate plausible, conjecturable explanations” (p. 2). He further distinguishes between two types 

of abduction – namely, exploitative abduction and exploratory abduction. In the context of this 

research, the approach of exploratory abduction will be used. In accordance to Bamberger (2018), 

exploratory abduction occurs “when the researcher is confronted with puzzling facts, but unable to 

cleanly apply a theory or theoretical perspective to readily explain them” (p. 4). Hence, researchers 

must find conjecturable explanations themselves by combining existing theory and the conduction 

of own research. This includes “contrastive reasoning”, which corresponds to comparing what, in 

fact, could be observed and what would have been expected based on existing theory (Bamberger, 

2018).  

 

In the context of this research it was of high relevance to conceptualize platforms in general terms 

and thus, lay the theoretical foundation of this master’s thesis. This approach revealed that 
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academia views platforms from two different perspectives – economically and technically. As a 

consequence, the research question has been shaped accordingly to examine incentives of 

complementors from a technical and economic point of view. On the basis of this, the literature 

review also focused on studies that examined the relationship between complementors and 

platform owners from an economic and technical perspective. The analysis of this master’s thesis 

will reveal if the findings in academic literature could be acknowledged or if this results in creating 

new theories. 

 

3.4 Research Design and Strategy 

This master’s thesis aims to demonstrate how complementors in platform ecosystems can be 

incentivized to join, participate and stay on a platform. To do so, the upcoming e-learning platform 

MILLA will serve as a case in order to explore the research area. The research question will be tackled 

by reviewing academic literature and conducting in-depth interviews with potential complementors 

and the platform owner. Thus, the methodological choice of this master’s thesis is a mono method 

qualitative study as the in-depth interviews represent the only source of primary data in this 

research (Saunders et al., 2016). In addition, this study seeks to create a nuanced picture of the 

research area and thus, it can be considered of exploratory nature (Saunders et al., 2016). This will 

be achieved by conducting interviews, which are designed as semi-structured interviews that focus 

on primarily open questions (Saunders et al., 2016). 

 

Further, to ensure real-life context within the research, the case study research approach has been 

chosen as the most appropriate strategy in order to examine the research question. According to 

Yin (1994), a case study is defined as “an empirical enquiry that investigates a contemporary 

phenomenon within its real-life context, especially when the boundaries between phenomenon and 

context are not clearly evident” (p.13). That said, Yin’s (1994) definition highlights that case studies 

should, besides ensuring real-life context, also focus on under-examined research areas. Recent 

studies have identified a need for further research in order to understand the incentives and 

motivations of complementors in platform ecosystems (see Constantinides et al., 2018; de Reuver 

et al., 2018; McIntyre & Srinivasan, 2017). On the basis of exploring this research area to a further 

extent in a real-life context, the case study is perceived as a valid choice. Moreover, one can further 
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distinguish case studies as single or multiple case studies. This master’s thesis will follow a single 

case study approach by collaborating with a German governmental party with respect to a concept 

of an e-learning platform called MILLA. According to Cavaye (1996), single case studies follow the 

purpose of “description, discovery or testing” (p. 236). This is in line with the goal of this research, 

in which it is attempted to explore or “discover” the research area of complementors in digital 

platforms. Moreover, case studies can follow the nature of theory building as well as theory testing, 

which corresponds to the abductive approach of this research (Cavaye, 1996). 

 

3.5 Research Process 

To examine the research question, the research process of this master’s thesis has been divided into 

six steps ranging from planning, designing and preparing the research approach to collecting and 

analysing qualitative data and, eventually, sharing the findings in appropriate manner. More 

specifically, it follows the six-stage case study process proposed by Yin (2009), which serves as a 

methodological guideline for conducting qualitative case studies. Applying Yin’s (2009) model 

enhances the dependability or reliability of this study since other researchers will be able to better 

follow and understand each step of the research process4. The figure 2 illustrates Yin’s (2009) six 

stages case study process. Moreover, further methodological principles are taken into account by 

referring to Baškarada (2014), who adopted the case study process model by Yin (2009) and 

enhanced it with additional methods from academic literature. The following section will elaborate 

on the specific actions taken in each step of the research process. 

 

 
4 More information about Research Quality can be found in chapter 3.7.3 Dependability 
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Figure 2: Yin's (2009) six stages case study process 

 

According to Yin (2009), case study research should start with an initial plan stage, which focuses 

on identifying the research question, deciding to adopt a case study approach by considering its 

strengths and limitations. After finding the case company and evaluating research approaches, the 

case study has been perceived as the most appropriate one for both sides. Though, the most 

challenging step was to find a research problem that is of interest for the case company and is 

aligned with the current state of research. After the first exchange of potential research problems 

with the case company, an initial meeting has been set up, in which both parties presented more 

specific research areas of interest. In preparation for the meeting, a comprehensive pre-assessment 

of academic literature has been undertaken to identify gaps that can be further examined within 

my research. As a result, a need for further research with respect to incentivizing complementors 

to further innovate in platform ecosystems could be identified. Hence, the idea was to examine this 

phenomenon by taking MILLA as the case. The case company agreed to collaborate on the research 

area. Subsequently, the research area could be further defined. 

 

The design stage describes the phase of the process, which focuses on defining the unit of analysis, 

underlying theories and theories and deciding on the case study design (Yin, 2009). During this stage, 

Prepare

Collect

AnalyzeShare

Plan Design
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it was important to establish the theoretical foundation of the research. To do so, a thorough review 

of academic literature has been conducted that, in fact, lays the fertile ground of the research. Due 

to the fact that abduction has been chosen as the approach for theory development, this master’s 

thesis aims to combine theory testing with building new theories. In collaboration with the case 

company, it was decided that this research will focus on a single case study that includes interviews 

with complementors. 

 

In accordance to Yin, (2009), the prepare stage focuses “on developing skills as a case study 

investigator, training for a specific case study, developing a case study protocol, conducting a pilot 

case, and gaining relevant approvals to ensure protection of human subjects” (p.66). The most 

important step taken in this stage was creating an interview guide, which is based on the literature 

review to prepare the subsequent data collection. During the process of creating the interview 

guide, it was important to prepare myself to conduct the interviews in appropriate manner. Hereby, 

it was primarily attempted to avoid bias by asking open questions. Further, mock interviews with 

fictitious interview partners have been conducted prior to executing the actual interviews. In 

addition to that, the case company has approved the interview guide and added further questions 

if needed. According to Yin (2009), the researcher should become familiar with the research domain, 

which was clearly given during this stage of the research process, due to the previously conducted 

literature review and the constant information exchange with the case company. It was also 

important to identify and contact potential interview partners5 (Darke et al., 1998). By doing so, the 

participants were informed about the importance of the study and their involvement as well as the 

anonymization of their data. 

 

In accordance to Yin (2009), the collect stage focuses on “following the case study protocol, using 

multiple sources of evidence, creating a case study database, and maintaining a chain of evidence” 

(p.98). In the context of this study, this stage involves the conduction of the interviews as well as 

the creation of a database, which includes all relevant data that could be collected. The database 

contains audio recordings, transcripts and notes that have been made during the interviews. The 

preparation of data is essential for the purpose of the subsequent analysis. Additionally, “multiple 

 
5 More details can be found in chapter 3.6 Data Collection and Analysis 
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sources” of evidence have been taken into account by interviewing different types of stakeholders 

that might be involved on MILLA6. A “chain of evidence” has been maintained by providing 

respective references during each step of this study. Hence, the reader can trace back academic 

publications, which have been used to establish a theoretical foundation of the topic, or the 

interviews, which were transcribed and also available in audio format. Both, relevant theories and 

primary data, will be taken into account in order to conclude the findings of this research.  

 

According to Yin (2009), the analysis stage includes “examining, categorizing, tabulating, testing, or 

otherwise recombining evidence, to draw empirically based conclusions” (p.126). In other words, it 

needs to be defined how the different sources of evidence will be analysed to draw meaningful 

conclusions. To analyse the collected data, specific coding techniques have been defined, which 

aligns the analysis with the methodological approach of this study7. 

 

The share stage focuses “on defining the audience, composing textual and visual materials, 

displaying enough evidence for a reader to reach his/her own conclusions, and reviewing and re-

writing until done well” (Yin, 2009, p.164). This master’s thesis has been created primarily for two 

distinct audience types. As an academic work in the format of a case study, it should not only be 

used for scientific purposes, but also present a real-life platform governance framework that can 

support the German government in strategic actions when implementing MILLA. Through the 

constant information exchange with the case company and university supervisor it is aimed to 

create a study, which fulfils the expectations of the academic audience as well as stakeholders from 

practice. The figure 3 illustrates the research process and summarizes the actions taken in each step 

of the process. 

 

 
6 A detailed description of the interview partners can be found in chapter 3.6.1.1 In-depth semi-structured interviews 
7 More information can be found in chapter 3.6.1.2 Transcription and Coding of interviews 
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Figure 3: Research process (own illustration based on Yin (2009)) 

 

3.6 Data Collection and Analysis 

The following section will focus on the way the data has been collected and analysed for the purpose 

of this master’s thesis.  

 

3.6.1 Primary Data collection 

Aligned with the qualitative, explorative approach of this master’s thesis, primary data has been 

collected through qualitative interviews with different potential complementors as well as the 

platform owner. The following sub-section will further elaborate on the collection of primary data. 

 

3.6.1.1 In-depth Semi-structured Interviews 

To further examine the research question, in-depth interviews with potential complementors on 

the platform MILLA were conducted. It was attempted to cover all distinct types of complementors 

within the research of this study. Hence, the complementors were divided into three different 

groups based on their business model and their profession. In particular, interviews were conducted 
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with complementors of the following three groups: Companies, Educational platform providers and 

Amateurs. 

 

Companies are described as organizations that do not follow the primary purpose of producing and 

offering educational content to a broad audience within their business model. However, these 

companies often produce online content to educate their own employees for certain topics. It is of 

further interest of this study to examine the potential way these companies consider participating 

on MILLA. Three interviews with representatives of companies of different industries could be 

conducted.  

  

Educational platform providers are organizations that are already specialized and experienced in the 

online educational sector. These organizations provide their own educational online platforms, on 

which courses are offered to a broad audience. Thus, it can be noted that they follow a similar 

business model to the one of MILLA by mainly focusing on educating people through their own 

online channels. For the purpose of this study, three interviews could be conducted with 

educational platform providers.  

 

Amateurs are described as individual persons, who do not engage in the educational sector as their 

primary occupation, but are specialized and skilled in a certain area, which makes them capable to 

offer online courses on platforms such as but not limited to MILLA. Two amateurs, who are mainly 

full-time university students, have been interviewed for the purpose of this study. Besides their 

university studies they already engage in other educational platforms by producing and publishing 

content of the topic of their own interests. MILLA might become a further platform on which they 

publish content on and hence, one could relate to them as multihoming complementors.  

 

A further interview has been conducted with a representative of MILLA. By considering the 

perspectives of all stakeholders, it is attempted to provide a complete view of the research area and 

therefore, it is of equal importance to include the perspective of the platform owner besides the 

views of complementors. The table 2 illustrates a list of all interviewees, which, among other things, 
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includes a description of their job level, role on MILLA as well as the type of data that is available for 

further analyses. 

 

The qualitative interviews were designed as semi-structured interviews to align with the 

explorative approach of this master’s thesis since the interview structure admits more flexibility to 

better understand the perspective of the interviewee during the interview. Flexibility in the 

interview process was of high importance since the preferences of individual complementors were 

fully unknown prior to the interviews. This enabled the interviewer to refocus certain questions or 

ask follow-up questions to discover new topics, which have not been considered when designing 

the interview guide (Baškarada, 2014). An initial structure has been established through an 

interview guide, which can be found in the appendix. To approach the areas of interest, the 

interview guide included five open questions, which all interviewees have been asked about. The 

further course of the interviews was based on the areas the interviewees focused their preferences 

on or new topics that emerged during the interview. The questions were phrased as open questions 

using how and why, so interviewees could give in-depth answers and elaborate on their statements. 

However, since why questions could cause defensive behaviour by the interviewee, it was 

attempted to rather phrase how questions (Yin, 2009).  

 

3.6.1.2 Transcription and Coding of interviews 

The interviews were recorded with a mobile device after receiving interviewees’ consent. 

Subsequently, the interviews were transcribed using the online tool happyscribe8, which has its own 

speech recognition algorithm to transcribe audio files. Each interview has been uploaded and minor 

changes were made to the output file if any discrepancies between the original file and the 

transcribed file could be recognized. The interviews were held and transcribed in English, however, 

there was one exemption in which the interview had to be conducted in German. Consequently, the 

interview has been fully transcribed in German and partly translated into English, if needed for 

analysis purposes. The author of this master’s thesis is a native German speaker as well as fluent in 

English and thus, qualified to translate German text passages into English. Another interview could 

not be fully transcribed since the audio recording stopped after a few minutes for unknown reasons. 

 
8 More information: https://www.happyscribe.co/ 
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However, field notes were made during the interview and were used as the source of evidence. The 

table 2 illustrates a summary of all the interview partners. 

 

 
Table 2: List and description of interviewees 

 

For analysis purposes, the transcribed interviews have been imported and coded in NVivo. Two 

different coding methods have been used throughout the coding process since the analysis has been 

divided into two coding cycles. Provisional coding has been applied during the first coding cycle, 

while Pattern coding has been selected as the most appropriate technique in order to conclude the 

analysis of data in the second and final coding cycle (Saldaña, 2009).  

 

According to Miles & Hubermann (1994), provisional coding is characterized by a “start list of codes 

prior to fieldwork” (p.58). Since this is aligned with the abductive approach of this master’s thesis, a 

provisional list of codes has been created, based on the insights and knowledge gained through the 

literature review prior to conducting and analysing the interviews. Table 19 illustrates the codes that 

have been identified as relevant for the purpose of this study. The codes have been divided into two 

distinct groups, which classify economic as well as technical incentives for complementors in 

 
9 The code list can be found in chapter 3.1.1 Case study in the light of current research. The chapter also provides 
explanations on how the topics derived from academic literature has been applied to case study of this research 

# Job level
Type of 
stakeholder

Company size/Number of 
followers Business/Profession Available data

1 Head of Employee Training

Company

< 250.000 employees Mobility

Transcription of interview. Interview 
has been held and transcribed in 
German. For the purpose of the 
analysis, selected parts have been 
translated into English 

2
Government and Regulatory Affairs 
Executive

< 250.000 employees
Technology Transcription of interview

3
Public Policy and Government Relations 
Senior Analyst

< 250.000 employees
Technology Transcription of interview

4 Co-founder Educational 
platform 
provider

< 15 employees (Start-Up) Digital education Transcription of interview

5 Entrepreneur
Entrepreneur and 5 
employees Mathematics Transcription of interview

6 Director B2B and Director Didactics < 500 employees Language education Field notes and transcription of the 
first minutes of the interview

7 Student and course provider on Udemy
Amateur < 300 course attendees on 

Udemy Mathematics Transcription of interview

8
Student and educational content provider 
on YouTube

< 150.000 followers on 
YouTube Programming Transcription of interview

9 Representative of MILLA

Platform owner
(MILLA) unknown Politcs Transcription of interview
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platforms ecosystems. While the codes derived from academic literature in the economic domain 

describe revenue, non-monetary incentives as well as competition with the platform owner and 

other complementors, the technical domain focuses on platform ecosystem complexity and 

openness as potential variables to incentivize complementors.  

 

It has been noted that defining a list of codes prior to collecting and analysing data could negatively 

affect the results and do not represent the reality that this study, in fact, seeks to explore (Saldaña, 

2009). In order to prevent such an effect, the interviews were of semi-structured nature including 

open questions, which every interviewee has been asked about (further explanations about the 

research quality of this study can be found in chapter 3.5). This approach also permits discovering 

additional variables that could not be identified in academic literature yet.  

 

To align with the pragmatic world-view of this master’s thesis and since this study follows the 

overarching goal of creating a platform governance framework that includes propositions of how to 

effectively govern complementors in platform ecosystems, pattern coding has been perceived as 

the most appropriate coding technique to understand the extent to which certain variables affect 

complementors’ behaviour in platform ecosystems. According to Miles & Huberman (1994), “first-

level coding is a device for summarizing segments of data. Pattern coding is a way of grouping those 

summaries into a smaller number of sets, themes, or constructs.” (p.69). For the purpose of this 

study, the set of codes identified in the first coding cycle has been broken down into a smaller set 

of pattern codes that describe mutual behaviour of complementors on certain circumstances. Thus, 

it will be possible to evaluate coding passages and find patterns in the data.  

 

3.6.2 Secondary Data: Academic Literature and Other Sources 

In alignment with the abductive approach of this research, academic literature is pivotal in the 

process of theory development. Academic sources have been used in order to establish a common 

understanding of theoretical concepts, which are relevant for the purpose of this research. That 

said, the literature review includes primarily scholarly articles. Further, the concept paper of MILLA 

has been used to present the case while other internet sources have been accessed to derive to 

statistical information from. 
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3.7 Research Quality 

This section will further elaborate on the research quality of this study. That said, validity and 

reliability are usually seen as important measures when discussing the quality and trustworthiness 

of quantitative and qualitative research (Saunders et al., 2016). However, researchers noted that 

due to the different nature between qualitative and quantitative research, one should consider 

other concepts in order to assess the quality of qualitative research (Agar, 1986; Krefting, 1991). 

Guba (1981), for instance, proposes a model for assessing the trustworthiness of data in qualitative 

research. More specifically, he proposes strategies related to Credibility, Transferability, 

Dependability and Confirmability, which researchers have to take into account in order to ensure 

trustworthiness. For the purpose of this study, Guba’s (1981) model will be applied in order to 

elaborate on the research quality. 

 

3.7.1 Credibility 

In accordance to Guba (1981), the credibility of a qualitative study corresponds with its truth value. 

The truth value relates to the degree of confidence the researcher could establish with the truth of 

the findings (Krefting, 1991). In quantitative research, this is often assessed by measuring internal 

validity, which illustrates if a causal relationship between the investigated variables exist (Saunders 

et al., 2016). In qualitative research, internal validity rather relates to the subjective perception of 

the researcher towards multiple and individual opinions of the participants. Thus, the researcher 

has to find an appropriate way to represent multiple realities of the participants in the study (Lincoln 

& Guba, 1985). 

 

Several strategies have been applied in order to increase credibility in the context of this research. 

That said, Guba (1981) states that credibility in qualitative research can be enhanced by engaging 

with the participants over a long period of time. In the context of this research, this strategy has 

been applied by establishing a constant information exchange with the case company of MILLA. 

Especially for preparation of the interviews it was of high relevance to view the perspective of the 

platform owner. In addition to that, triangulation of the data sources also supported the goal of 

collecting credible data. The sample of participants have been divided into groups with similar 

business models and professions, which was essential in order to represent the whole picture of 
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possible complementors of MILLA’s platform ecosystem. Further, each group consists of at least 

two participants, which enables cross-group as well as inner-group comparisons to detect 

differences and similarities in the observations. Moreover, it was attempted to enhance credibility 

during the interviews itself, which can be achieved by ensuring flexibility during the interview 

process or asking open questions (Krefting, 1991). 

 

3.7.2 Transferability 

The notion of transferability is similar to the concept of external validity and thus, relates to the 

question if and to what extent findings are generalizable (Guba, 1981). In other words, can the 

findings of this research be applied to platforms of different nature? To align with the abductive 

approach, the starting point of this study can be found in academic platform literature, where 

theories have been derived from for further investigations. These theories resulted from studies 

that primarily examined other types of platforms but contribute to the whole picture in academic 

platform literature. More specifically, since this study seeks to explore dynamics in platform 

ecosystems, it was attempted to examine the reality the best way by dividing complementors into 

groups that also reflect types of actors, which are generally present in platform ecosystems. That 

includes complementors as strategic partners that follow a similar or different business model, 

which are described as Companies and Educational platform providers in this research. To ground 

my approach in academic literature, such a strategic integration is described and defined as ‘co-

opetition’ (Nalebuff & Brandenburger, 1997; Parker et al., 2016). In addition to that, other 

platforms, such as but not limited to Apple’s iOS platforms, support complementors with low 

professions, which are defined as Amateurs for the purpose of this research. Once again, this 

research builds on academic studies that has examined dynamics of amateurs in platform 

ecosystems (Boudreau, 2018; Boudreau & Jeppesen, 2015). 

Further, transferability has been ensured by finding a highly qualified sample of participants. The 

participants are extraordinary specialized as well as experienced in their field of profession and are 

mainly already in discussions about a potential integration of their services on MILLA’s platform. 

The selection of participants has been done in close collaboration with representatives of MILLA, 

who served as a judge to support in finding representative participants. According to Lincoln & Guba 

(1985), researchers should provide sufficient information in order to enable others to assess the 
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transferability of the research based on the sample of participants. In the context of this research, 

this could be done to the extent that ensures anonymity of participants’ identities10. 

 

3.7.3 Dependability 

Dependability explains an alternative conceptualization of the traditional construct of reliability in 

qualitative research (Guba, 1981; Lincoln & Guba, 1985; Saunders et al., 2016). As with reliability, 

dependability relates to the question if the same results can be achieved when the data collection 

will be repeated. To ensure dependability in the context of this study, a detailed description of the 

methodological approach, ranging from elaborating on the underlying research philosophy and 

theory development to explaining the research design and research process, has been provided. To 

further enhance dependability, the research process of this study has been aligned to the six-stages 

case study process model by Yin (2009), who provides a framework for case study researchers. Yin’s 

(2009) model is well-known in academia and aligning my research enables other researchers to 

understand each step and thus, replicate the study. 

 

3.7.4 Confirmability 

Guba (1981) states that neutrality of a researcher can be established by ensuring confirmability 

within the research. Once again, applying triangulation can enhance also confirmability. In the 

context of this research, the consideration of multiple data sources will show if observations can be 

confirmed within the sample of participants. In addition to that, Guba (1981) proposes the “audit 

strategy”, which includes an external auditor, who accompanies the study to understand the 

decisions made throughout the research process. The auditor will evaluate the research process, 

the data, findings and interpretations (Krefting, 1991; Lincoln & Guba, 1985). In the context of this 

study, the case company MILLA and my university supervisor provided support and thus, served as 

auditors during the research process. Both parties were involved in every step of the research.  

 

 
10 More information about the participants can be found in chapter 3.6.1.2 Transcription and Coding of Interviews 
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3.8 Delimitations 

This section will shed light on the delimitations in regard to this master’s thesis. Since this study 

focuses on a single case study of only one platform in one specific industry, one could argue that 

this decreases the generalizability of the research. Even though, actions were undertaken to ensure 

generalizable findings, it is yet unknown to what extent the actual outcomes of this research can be 

applied to platforms of other industries. From a methodological perspective, it might have been a 

valid approach to execute a multiple case study, and thus, analyse the generalizability of the findings 

by comparing MILLA’s platform with platforms of other industries.  

 

4. Analysis and Results 

The following chapter presents the results of the interviews as well as provides an analysis of the 

data in order to answer the research question of this master’s thesis. Since the participants have 

been divided into different groups, the analysis starts by viewing within-case findings to 

subsequently analyse the results and patterns that could be observed across the predefined groups. 

 

4.1 Within-case Analysis  

Prior to conducting the interviews, the participants have been divided into the following groups: 

‘Companies’, ‘Educational platform providers’ and ‘Amateurs’11. In alignment with the abductive 

approach of this master’s thesis, the analyses start by relating the observations of this research to 

recent studies in academic literature. To do so, a provisional code list12, which covers relevant 

themes, serves as the starting point of the analyses. The following paragraphs outline how the 

particular groups react to the economic and technical themes identified in academic literature and 

to what extent they affect their incentives to further participate on the platform. Subsequently, it is 

shown if additional themes, which have not been covered in academic literature, could be found. 

 

 
11 A detailed description about the different groups can be found in chapter 3.6.1.1 In-depth semi-structured 
interviews 
12 The provisional code list can be found in table 1 in chapter 3.1.1 Case Study in the Light of current Research 
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4.1.1 Companies 

As aforementioned, three complementors classified as ‘Companies’ (see appendix: Company I-III) 

could be interviewed for the purpose of this master’s thesis.  

 

That said, two interviewees (Company I and Company II) showed interest to participate on the 

MILLA platform, whereas, one of them (Company III) revealed a negative stance and does not see 

any added value in joining the platform. This is due to the fact that the company’s business model 

focuses on educating their own employees and they do not see any use case to implement MILLA 

into their business model yet. However, since this research’s purpose is to investigate real-world 

use cases, it is important to also analyse incentives of complementors that initially do not intend to 

join the platform in order to think of ways to encourage further participation. The two companies 

who expressed willingness to join MILLA, stated that the primary reasons to join the platform were 

not of monetary nature. Nevertheless, Company II acknowledged the importance of further 

monetary incentives by stating that a financial benefit “would be an incentive to provide high quality 

material and to invest in such content” (May 3, 2019, 08:42.820). This is in line with the statements 

of Company III, who does not want to join MILLA. The interviewee pointed out that they would 

consider joining the platform if MILLA could “facilitate an efficient way to reach a [new] customer 

group” and “if it is not negatively affecting their internal employee educational program” (May 14, 

2019).  

 

In regard to direct competition with MILLA as the platform owner, Company I and II acknowledged 

a market entry as a good enhancement for the platform and do not fear to compete on similar 

customer groups. However, Company I noted that it will require “planning and structure just to 

make sure that we're kind of aligned and not taking away from each other because I think we have 

the same objective” (April 24, 2019, 24:02.930). Company I further elaborated on possible effects a 

market entry of MILLA could have. In particular, they elaborated on if it could move their focus to 

different areas that are not covered by MILLA. They acknowledge that it is “hard to predict” but they 

do see a possibility if they can reach as many and distinct types of customers as they do on their 

own platform (April 24, 2019, 24:02.930).  
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Company I also acknowledged the importance of MILLA as the platform owner to provide active 

support in achieving their goals on the platform. More specifically, they see promotional support 

of their courses by MILLA as an additional factor that could encourage them to further contribute 

to the platform: “The greater the role of MILLA, the more engaged they can get the community the 

greater the incentive for us to be active as well and to participate” (April 24, 2019, 17:45.760). 

However, they particularly mentioned that MILLA’s support is not a prerequisite to actually join the 

platform. In addition to that, they stated that such actions by MILLA should be made transparent in 

a sense that complementors get informed about requirements of how to get promotional support 

by MILLA. This is in line with the statements of Company III, who elaborates on the “matching 

character” (May 14, 2019) of MILLA in order to bring users and course providers together. Thus, 

course providers need to know how to get favourable positions.  

 

A negative position could be observed when speaking about quality assurance or a certification 

model on MILLA. Company III strictly rejected a possible approach of MILLA to pre-select 

complementary courses based on certain quality standards. It seems that they do not want a central 

judge, in form of a governmental body, to evaluate the quality of their courses. Instead, they 

proposed to let the market decide on quality. Even though Company III is the only source of evidence 

in this group that elaborated on this issue, it might be relevant to consider since Company III named 

it as one of the most important factors that impacts their participation on the platform.  

 

From a technical perspective, there appeared to be a consensus with respect to openness of the 

platform between Company II and III (Company I stated that they do not have the expertise to 

answer technical related questions). Company II noted that the platform must be designed as “an 

open platform where content providers are encouraged to deliver content“ (May 3, 2019, 

05:35.040). The interviewee further elaborated that “there shouldn't be a vendor lock in so if you 

put content on the platform you should be able to integrate it on other platforms as well” (May 3, 

2019, 09:43.780). This is acknowledged by Company III, who points out the importance of an “easy 

access” and corresponding open APIs (May 14, 2019). These companies already produce 

educational content, which is published on their own platforms. Hence, it was examined if they were 

open to adapt their course content to a different and potentially more complex technical 
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environment. Company II and III clearly stated that they would expect open standards and a more 

or less frictionless entry. However, Company I and III also noted they would adjust their courses to 

a more complex infrastructure if they see the “value” to commit themselves on the platform. 

 

During the data collection it became apparent that the main incentive for Company I and II to join 

the platform is to reach a broader audience. Company I even pointed out that this is “the biggest 

incentive that we would have if we were to join“ (April 24, 2019,01:37.710). Hence, one could argue 

that participation can be achieved by an increasing number of users reached on the demand-side 

of the platform.  

 

In addition to the factors that could potentially impact complementors’ participation on MILLA 

derived from academic literature, this research seeks to explore further insights that can be possibly 

added, and thus, enhance the academic picture. That said, it seems that companies are willing to 

engage more on platforms that are designed in a user-friendly way. Company II, for example, stated 

that the platform owner could provide support in achieving their personal goals by establishing a 

platform that is “easy to use platform for the users” (May 3, 2019, 05:35.040). Company III confirmed 

that statement by noting that “an easy access for the users might be one of the most important 

points to solve for the platform owner” (May 14, 2019). Another relevant factor that could be 

identified might relate to the user data the platform owner gathers on their platform. Company II 

stated that they do want to receive feedback and interact if they decide to offer their courses on 

the platform. 

 

4.1.1.1 Summary of Findings 

To sum up, it appeared that companies with business models differing from that of the platform 

owner do not necessarily require monetary incentives to join the platform. Instead, the participants 

stated that they seek to leverage the user base on the platform to present their content to a broader 

audience. However, there is also indication that the aspect of generating revenue might affect their 

participation. That said, Company III, which is currently not willing to join the platform, stated to 

reconsider its decision if the platform owner can provide monetary incentives. In addition to that, 

Company II noted to increase their efforts if the platform owner can establish a new revenue stream. 
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In addition to that, the companies acknowledged the role of the platform owner to support them in 

achieving their goals by, for example, promoting their services on the platform. It seems that they 

do not require promotion, but it would positively affect their participation on the platform. 

However, there is also small evidence that an unbalanced and non-transparent promotion can 

negatively affect their behaviour on the platform. From a technical perspective, it seemed that 

participation is positively affected by an open platform that supports a frictionless entry of different 

types of contents. However, the companies seemed to be willing to adjust their contents to the 

specifications of the platform if they see the value of joining the platform. In addition to the themes 

identified in academic literature, two further topics could be found that potentially affects 

complementors’ participation. That said, it seems they require a platform which is designed in a 

user-friendly way. 

 

4.1.2 Educational Platform Providers 

Three participants classified as educational platform providers (EPP I – EPP III) could be interviewed 

for the purpose of this master’s thesis. Prior to the interviews, all participants expressed the 

willingness to join the MILLA platform. It became apparent that the question of monetary incentives 

is essential for educational platform providers. EPP I, for instance, clearly stated that their 

participation is dependent on economic opportunities on the platform. This is confirmed by EPP II 

and EP III, who pointed out that their commitment on MILLA has to be profitable for him.  EPP II 

further elaborated by comparing a possible commitment on MILLA with his current work on other 

third-party platforms, such as YouTube, and concluded that “if the earnings from MILLA would be 

far below the earnings I have the YouTube platform. Why should I do it?” (May 20, 2019, 11:32.410). 

 

A further consensus between the participants could be observed when speaking about a potential 

market entry of the platform owner. That said, all participants showed concerns in regard to their 

monetary outcome on the platform. As for example, EPP II who raised the question “what if this 

content would push my content out of reach and in three years from now I won't get the money I 

need?” (May 20, 2019, 27:29.370). The participants seemed to be discouraged by potential 

competition with the platform owner as they acknowledged that this situation could potentially 

harm their own performance on the platform.  



 

51 
 

With respect to competition with other complementors on the platform, all participants seemed 

to stand neutral towards it acknowledging that the “best content wins” (EP III, personal 

communication, May 10, 2019, 14:50.400). However, EPP I and EPP III raised concerns to promoting 

strategies of the platform owner that are not transparent by nature. Hence, they expected the 

platform owner to openly reveal the requirements of how to get highly promoted on the platform. 

That said, the participants suggested that an appropriate requirement should be the 

complementors’ performance and quality. EPP II, for example, proposed to promote the best 

content providers on a monthly basis. According to EPP II, this is something that is not available on 

other platforms such as YouTube.  

 

From a technical perspective, the participants valued an easy and frictionless way, which matches 

the formats they currently use on their own platforms. In addition to that, EPP II and EPP III stated 

that reshaping their course contents highly depends on the monetary outcome they can achieve on 

MILLA. Once again, this stresses the significant importance of their economic performance on the 

platform. 

 

In addition to the potentially important themes identified in academic literature, new topics could 

be explored through the interviews. It became apparent that the participants not only value a high 

reach of customers on MILLA’s platform, but also strive to convert those users into own customers. 

To do so, EPP I and EPP III might provide teaser content on MILLA, while offering exclusive content 

on their own platform. Thus, they want to benefit from the high reach and distinct user groups on 

MILLA.  

 

Further, the interviews revealed that the participants value a platform that is designed in a user-

friendly way. As for example, EPP II clearly highlighted the importance of a good UI/UX of the 

platform. It seems that this might be a critical factor for him to actually join the platform, as he 

pointed out: “You cannot say Daniel Jung, Simple Club etc. come to my platform and you have a 

horrible UI/UX” (May 20, 2019, 20:26.180). This is in line with EPP III, who expects the platform 

owner to support them by building a “great platform” (May 10, 2019, 17:10.760) on which they put 

their content on. According to EPP III, it is not sufficient to only offer good content on a platform, 
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which is not well-designed from a technical perspective since this might lead to a poor user 

experience and, consequently, users abandoning the platform. 

 

The aspect of providing user data has been mentioned as another way of how the platform owner 

can support and encourage them to further innovate on the platform. According to EPP III, it would 

be “super helpful to provide as much as possible data for us so that we can analyse user behaviour” 

(May 10, 2019, 10:25.890). That said, EPP III additionally pointed out the relevance of user data if 

they are not achieving their goals on MILLA. Thus, they would analyse user behaviour in order to 

improve their own performance on the platform. This is in line with EPP II, who pointed out that the 

provision of user data would support him in achieving his goals on the platform.  

 

4.1.2.1 Summary of Findings 

To sum up, it became apparent that the motivations and incentives of EPPs are primarily revenue 

driven. The findings indicate that their incentives are mainly linked to their economic performance 

on the platform, which means that non-monetary incentives might not have a strong impact on 

their participation on the platform. If they cannot achieve economic goals directly on the platform, 

they strive to leverage the user base and try to convert them into own customers and thus, they 

would still benefit financially from their participation on the platform. In addition, they raised 

concerns about a potential market entry by the platform owner if this would lead to decreasing 

monetary outcome. It appeared that the promotion strategy might decrease innovation efforts if it 

is perceived as unfair and non-transparent. From a technical perspective, the EPPs required an open 

platform, which assures an easy upload of their contents. They further mentioned to be willing to 

put efforts into adjusting their courses to the technical specifications of the platform if they perceive 

economic benefits. With that being said, the relevance of the economic aspect became apparent 

once again. In addition to that, it seemed that the EPPs expect to find a platform with an excellent 

user experience. The EPPs might be discouraged if the platform owner is not able to provide a well-

designed platform. Moreover, it could be observed that the provision of user data is perceived as 

an additional support to the EPPs and thus might positively affect their participation. 
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4.1.3 Amateurs 

Two participants, classified as Amateurs (Amateur I – II), could be found and interviewed for the 

purpose of this master’s thesis. Amateurs are described as complementors, who have the profession 

to provide courses on MILLA but do not do it as their main employment. The two amateurs included 

in this study, are both full-time university students, but also active as educational content providers 

on the third-party platforms YouTube and Udemy. Hence, they are already experienced in 

interacting on educational platforms similar to MILLA and thus, are capable to participate on MILLA. 

 

The interviewees pointed out that the aspect of generating revenue on MILLA is not the main driver 

for them to contribute on the platform. Amateur II, for example, outlined that his economic 

expectations rely on the state of his career, which is the reason why he does not expect monetary 

outcomes at this point. However, he emphasized that generating revenue from his courses will 

become “one of the most important things” (May 28, 2019, 07:28.230) as he evolves in his career. 

This is confirmed by Amateur I, who noted that his work becomes “more like a business” (April 24, 

2019, 03:02.090) as it evolves over time. However, it appeared that his main incentives to contribute 

on MILLA are also primarily of non-monetary nature. He emphasized to engage in online education 

due to his love to mathematics and he enjoys transferring it to a broad audience. Hence, it seems 

that his primary goal on MILLA is to help people through his courses, which would be, according to 

Amateur I, “enough to stay on the platform” (April 24, 2019, 06:20.930). He further underpinned 

this statement by experiences he has made through his current commitment on the YouTube 

platform. That said, he clearly values the fact that people recognize him and express their gratitude 

for the help they have received through his YouTube videos. Thus, it became apparent that the 

social interaction and the perception of helping people are strong drivers for him to contribute on 

the platform. This is confirmed by Amateur II, who does acknowledge that the aspect of generating 

revenue might be the reason for most complementors to produce regular content, however, he 

points out to rather value the interaction with users in order to “see that there are people actually 

using and profiting from what you do” (May 28, 2019, 08:37.970). In addition to that, he mentioned 

to join the platform to enhance his personal profile and credibility for future employees. 
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The participants did not seem to be discouraged by a potential market entry by MILLA. Amateur I, 

for example, acknowledged that a learning platform has a “more important core idea”, which is “to 

teach or educate people” (May 28, 2019, 20:53.000). Hence, more and better content would support 

achieving that goal. He further elaborates on a potentially emerging scenario of complementors 

being hired by the platform owner to exclusively produce content on MILLA. It seemed that he does 

not fear such a scenario, by contrast, he mentioned to be really interested to be part of such a 

model. Amateur I fully confirms the general stance towards potential competition with the platform 

owner by pointing out “if the content is great, then use [fill] your platform with great content and if 

you can produce it yourself then do it” (April 24, 2019, 16:22.820). Nevertheless, he is also aware of 

a negative effect, which could potentially result in MILLA receiving the major amount of attention 

and thus, pushing away his courses. However, he sees the platform owner to be responsible to 

design a platform that fairly distributes users’ attention among the complementors in order to 

prevent such an effect. According to Amateur I, a possible decline of participation caused by a 

market entry of the platform owner can be prevented by implementing a promotion strategy that 

favours actors of the entire platform ecosystem.  

 

Certainly, MILLA’s promotion strategy does not only affect the possible competition with the 

platform owner, but also the competition between complementors in the platform ecosystem. 

Different opinions could be observed in regard to the degree of transparency the platform should 

grant over its promotion strategy. While, Amateur II expects a fully transparent promotion strategy, 

Amateur I noted a risk of misuse if the requirements are fully revealed. He referred to the 

recommendation system on YouTube and emphasized that if people know exactly how to get 

recognized by the algorithm, they could try to “manipulate the system” in order to get ranked higher 

(April 24, 2019, 22:38.530). However, he also pointed out that an unbalanced promotion would 

negatively affect his participation in the long run, which is in line with the statement of Amateur II. 

Both mentioned to perceive the aspect of quality as a valid criterion to get favourable positions on 

the platform.  

 

A topic that Amateur I did not touch upon but seemed to be of high relevance for Amateur II, is the 

question of how to select complementors on the platform. He mentioned to be concerned about 
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an overcrowded platform that promotes courses with poor quality, which are not preselected by 

any third-party in the first place. Particularly, at the beginning of the platform’s life cycle such 

courses could benefit from a first mover-advantage and receive positive feedback by the users, even 

if they do not fulfil certain quality standards. According to Amateur II, this would be the “biggest 

reason” for him to abandon the platform (May 28, 2019, 10:15.500). 

 

Since the participants are already active on another platform, they appreciated a platform on which 

they can upload their existing content without any or only small adjustments. Amateur I, however, 

noted to be open to adjust the courses if the platform owner can create economic incentives or 

reach a high number of users on MILLA. 

 

In addition to the themes derived from academic literature, a new topic could be found that might 

affect complementors’ participation on digital platforms. With that being said, both want to access 

as much user data as possible to specifically analyse the performance of their contents. As for 

example, Amateur I elaborated on the way he can access the data on the YouTube platform, while 

Amateur II clearly stated to require feedback on what specifically helped users. According to 

Amateur II, he would “waste time” if he did not know whether he can really provide support to the 

users (May 28, 2019, 30:34.850). 

 
4.1.3.1 Summary of Findings 

It became apparent that the group of Amateurs did not seem to be primarily revenue driven. By 

contrast, other factors such as educating people, enhancing their own credibility as well as fun and 

love for the subject of their interest were perceived as the main motivational drivers to start 

participating on the platform. However, both participants noted that generating revenue might 

become more relevant once they evolve in their career. In addition to that, they acknowledge a 

market entry of the platform owner as an enhancement of the whole platform and did not seem to 

be discouraged by emerging competition. However, Amateur I noted that it could negatively 

influence his participation if the platform owner is not able to distribute the users’ attention. 

Further, it became apparent that they might require access to user data in order to analyse their 

own performances and to receive feedback on what type of content provides the most valuable 

support to people. 
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4.2 Cross-case Analysis and Propositions 

While the previous section analysed the data collection within the predefined groups, this section 

sheds light on similarities as well as differences identified across the respective groups. This analysis 

seeks to explore patterns that might explain complementors’ behaviour within or across the 

predefined groups. As a result, this analysis provides propositions with regard to inner-group and 

cross-group behaviour of complementors in platform ecosystems.  

 

To start with, different patterns could be observed across the groups when examining the question 

of incentivizing complementors by offering high potential revenue on the platform. As for example, 

EPPs claimed to only join the platform if they perceive monetary benefits, whereas Amateurs stated 

to not intend to participate due to economic reasons. This is partly confirmed by those 

complementors who have been classified as companies. While two companies pointed out to not 

contribute on the platform due to monetary reasons, one company emphasized to only consider 

joining the platform if a monetary benefit can be established. In any case, it could be observed that 

monetary benefits might positively impact all complementors’ innovation efforts, even though they 

do not claim to have revenue goals as their main incentive. On the basis of this, the following 

proposition has been created:  

 

Proposition I: Complementors might increase innovation efforts if they perceive financial benefits 

on the platform. 

 

In addition to that, a clear distinction could be observed between EPPs and amateur 

complementors. To generalise the findings, EPPs can be referred as co-opetition complementors 

due to a similar business model as the one of the platform owner (Nalebuff & Brandenburger, 1997). 

In the context of this research, it was shown that co-opetition complementors might be completely 

revenue driven, while amateur complementors appeared to be mainly motivated by non-monetary 

incentives and do not necessarily seek to achieve high monetary outcome. Hence, the following 

proposition has been formulated: 
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Proposition II: Efforts of amateur complementors might not be affected by low monetary 

outcome, whereas, co-opetition complementors might reduce efforts or abandon the platform if 

the monetary trade-off is negative. 

 

The figures 4-12 illustrate the findings, which led to the creation of the research’s propositions. In 

particular, it shows the final step of the coding process, which seeks to detect patterns in the 

collected data. By using In-Vivo codes, it is attempted to find explanations for the identified 

patterns. As for example, the following figure 4 below provides a cross-case illustration of the most 

significant In-Vivo codes, which explain the detected behaviour regarding monetary and non-

monetary incentives leading to proposition I and proposition II. The following propositions are be 

presented in the same way, thus, providing support to understand identified patterns and 

complementors’ behaviour in examined situations. 

 

 
Figure 4: Results - Monetary / Non-monetary incentives (own illustration) 

 
This research indicates strong evidence of positive indirect network effects. That said, the aspect 

of a large user base on the demand-side of the platform appeared to be relevant for all 

complementors. As for the group classified as companies, this was perceived as the most important 

Monetary / 
Non-monetary 

incentives

“And if I see that many people have an extra value there from 
my videos, I think this might be enough for me to stay on the 

platform. (Amateur I)

“having a good credibility in many different entities that all go 
together and build this personal profile of yours is more 

important to me than making revenue” (Amateur II)

“I think if there's a desire to join MILLA, we are not 
looking.. I mean our business model is not making 

money from online courses at all. So it would no, no.” 
(Company I)

“Not primarily but of course if there is a remuneration 
or financial benefit in providing content to the platform, 

we wouldn't say no of course. […] that would be an 
incentive to provide high quality material and to invest 

in such content.” (Company II)
“We have to finance ourselves and if MILLA gives us the 
opportunity to reach a new customer group efficiently, 

then that is one thing we would look at.

“And obviously, we would only do it if we see a business opportunity in there.” (EPP I)

“If we don't make any money out of it and if we don't convert any user out of it, then we 
would probably question the platform at some point” (EPP II)

„So, what I'm looking for is possible new ways of earning some money“ […] And at the end 
of the day, if you have the MILLA platform and I produce regular content on it, but it were 

far better for me earning on my own platform I would have to switch […]” (EPP III)

AMATEURS

COMPANIES

CO-OPETITION COMPLEMENTORS
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factor for which two out of the three participants consider joining the platform. This can be also 

applied to the group of amateur complementors, who strive to provide educational support to a 

large user audience. The EPPs, or co-opetition complementors, seemed to value a large user base 

as well. However, it became apparent that the user base has to be associated with the opportunity 

to directly or indirectly generate revenue. This means, that co-opetition complementors seek to 

leverage the user base to either financially benefit directly from the platform or by converting its 

users into own customers. Hence, the overall monetary trade-off has to be positive as mentioned 

in proposition II. Based on the findings, the following proposition could be defined: 

 

Proposition III: Non-co-opetition complementors might join a platform or increase innovation 

efforts if they perceive a large user base on the demand-side, whereas, co-opetition 

complementors are encouraged if they perceive an economic value associated with a platform’s 

user base. 

 

 
Figure 5: Results - Indirect Network effects (own illustration) 

 

A consensus could be observed when examining the way platform owners should design promotion 

strategies in order to avoid negative effects. That said, it seems that all complementor groups 

Positive indirect 
network effects

“[…| But yeah if MILLA maybe can reach about the 
same audience size or even a tenth of this audience size 

it be would be good […] “ (Amateur I)
“ [...] it is really about developing technical skills for 
non-technical people in a nice and visual way in a 

practical way with lots of practical assignments and 
stuff like that. So, this is kind of why I'm interested in 

joining […] ” (Amateur II)

“our incentive is to kind of increase the reach of our 
program.” (Company I)

it's a much broader platform that say so people might 
find our courses on that as well who may not have 

searched for it specifically. So I would say that's 
probably the biggest this incentive that we would have 

if we were to join (Company I)
“if we're able to get a big reach on the platform then I 

think that would be really fantastic and really definitely 
an incentive to see to to get more involved even more 

involved.” (Company I)
“Well of course, for us it's interesting to open our 

content to a broader audience“ (Company II)

The strategy is to generate leads from MILLA to their own platform. (EPP I, field note)
“as kind of a teaser for our platform so that you see one or two pieces of content on MILLA 

and you say, OK, that's so great I want to have more and visit your website.“ (EPP II)
“you have to measure and see how they convert into a paying customer, maybe they do, 

maybe they don't. We would test it a lot. First of all, we want it we would probably provide 
the content and then see how people like the content they use.” (EPP II)

AMATEURS

COMPANIES

CO-OPETITION COMPLEMENTORS
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perceive it as a support and are, in general, positively encouraged by a promotion of their contents. 

However, it might lead to a negative effect if the promotion strategy is not transparent and 

perceived as unbalanced by the complementors. This leads to the following proposition:  

 

Proposition IV: Complementors’ innovation efforts might be discouraged when recognizing a non-

transparent and unbalanced promotion strategy by the platform owner.  

 

 
Figure 6: Results - Promotion by the platform owner (own illustration) 

 
Contradicting opinions could be observed in regard to the introduction of a certification model by 

the platform owner in order to ensure quality on the platform. While Amateur II clearly pointed out 

to require a way to certify quality standards of complementors to e.g. avoid overcrowding of the 

platform, Company III rigorously rejected such actions and emphasized that a pre-selection of their 

content would be the main reason for staying away from the platform. The opinion of Company III 

could be confirmed by representatives of MILLA, who were also interviewed for the purpose of this 

study. As the platform owner, they stated to plan to facilitate a platform, which will be open for 

educational course providers of any kind. In order to ensure quality, they want to let the market 

decide, which might filter poor quality so that only high-quality course contents will succeed. Even 

Transparent 
and balanced 

promotion

“Well, in the end, the platform should be there and 
should really give users the best content and so I think 
it's most healthy if it really just recommends the best 
content and if I'm not the best content then I have no 

right to be supported by the algorithm in this sense […]“ 
(Amateur I)

“ [...] So it's more, if it seems unfair, if it really seems 
unfair that there is no participation in your course and 
there's some or if the other one is promoted, then it 
would definitely affect me because then I would, of 

course, feel treated badly […] ” (Amateur II)

“[…] I would not think that you know MILLA, which 
is funded by tax payers money would then go out 
and be very like non-transparent about the way 
they're handling relationships with partners and 
supporters. But yeah I think we would definitely 

value transparency […]“ (Company I)
“[…] Transparency relating to how do the cost 

rates work, cost structures, which things are being 
highlighted, which are not highlighted.“ (Company 

III)

Promotion should be transparent (EPP I, field note)
“If it benefits us, it's fine. If it doesn't, I would complain.” (EPP III)

“if you're not providing the best content for the user, so you're not 
recommending the best content but paid content, you will lose. So in 
the interest of the project and therefore in the best interest of all the 

partners long term, it should be super transparent.” (EPP III)

AMATEURS COMPANIES

CO-OPETITION COMPLEMENTORS
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though only two out of the nine participants elaborated on this particular topic, it can be argued 

that it is a significant finding which needs to be further discussed, since both participants stated this 

to be a factor that influences their participation in a significant way. Due to the observed 

contradicting opinions, a proposition cannot be created in the context of this research. It appears 

that a platform owner needs to carefully evaluate a certification strategy and align it with all 

stakeholders to ensure participation, as it has the potential to exclude complementors from the 

platform. 

 
Figure 7: Results - Quality assurance (own illustration) 

 

In regard to a potential market entry by the platform owner, it could be found that co-opetition 

complementors might become discouraged if the platform owner’s contents achieve top 

performances, which eventually leads to decreasing revenue on complementors’ side. The two 

other groups initially did not seem to be discouraged by emerging competition with the platform 

owner. Since they seek to reach a broad audience without primary monetary incentives, it appeared 

that a market entry was perceived as an enhancement to the platform rather than a threat in the 

first place. Company I, for instance, pointed out that a platform owner’s market entry “is not really 

a problem. It's just a challenge that requires kind of planning and structure” (Company I, personal 

communication, April 24, 24:02.930). In a similar vein, Amateur I emphasized to potentially benefit 

Quality 
assurance

“Probably the biggest reason I would stop or quit doing 
something like this, is if there is kind of like a flood of 

content coming to the platform and if there is no 
filtering, there's just too much crap or too many courses 
of bad quality in order to find what is good. Especially, in 

the beginning when there is no like this selection 
process or is this really rise of one or two or a bunch of 

really good courses and then only did the bad stuff 
comes in so people can still find okay by review or by 
rating. But if everything comes right away and it's not 

filtered by some third party or by some reviewers, then I 
think it would be really demotivating if you produce 

good content, you push it to the platform and there's 
five hundred other courses that do exactly the same 

thing but only that they do it in really bad quality or in 
really bad teaching style and stuff like that and they still 
get a lot of views because people cannot differentiate 

between good and bad courses right from the beginning 
because you have to look into the course itself 

beforehand or you have to take some lectures and see if 
they are good before you can judge. And so this would 

be probably very demotivating.” (Amateur II)

“[…] Subjects such as curating the content and a state 
decision-making committee to decide what makes sense 
and what not, I would strongly disagree. I do not think it 
makes any sense. I do not believe in a state-controlled 
quality body. I am more of a supporter of a free market 
and that the market will show us what makes sense or 

not[…]“ (Company III)
„[…] Transparency, openness and, in fact, no control 

functions. Of course, you have to watch that right-wing 
extremists or similar content are not on the platform. I 

think an external quality assessment is a bit difficult 
here “ (Company III)

“[…] But when it comes to the fact that there is a review 
committee that decides what is allowed on MILLA and 

what not, what are the criteria for that? I think that it is 
a bit difficult because the question is, which hypothesis 

is behind it? That the market will not regulate it and that 
somebody knows better what people need and what is 

interesting and important for them?“ (Company III)

AMATEURS
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from a market entry if the platform owner is able to distribute users’ attention by promoting and 

recommending similar contents of other complementors. Hence, it seems that complementors’ 

innovation efforts will only be encouraged if a platform owner’s market entry does not stand in 

contradiction to complementors’ goals on the platform. In the context of this research, it became 

apparent that co-opetition complementors seek to achieve high monetary outcome, whereas, non-

co-opetition complementors seemed to primarily value to interact with a broad audience on the 

platform. Hence, it can be argued that if the platform owner is able to assure that co-opetition 

complementors achieve their revenue goals and non-co-opetition complementors to reach a broad 

audience, a platform owner’s market entry might not negatively affect complementors’ innovation 

efforts. Specific defence strategies could not be observed, thus it is assumed that complementors 

might reduce innovation efforts and possibly abandon the platform. Having in mind the different 

goals of the complementor groups, the following proposition has been created: 

 

Proposition V: Complementors’ innovation efforts might be discouraged by a potential market 

entry of the platform owner if it negatively affects their primary monetary or non-monetary goals 

on the platform.  

 

 
Figure 8: Results - Competition with platform owner (own illustration) 

Competition 
with platform 

owner

“Well, it's kind of depends. I could see it going both ways. I 
could see it going that the own produced math courses by 
MILLA is pushing me away from the other, from my stuff 

because I also do math. Yeah but I also could see it kind of in 
the opposite way pushing my channel as well up […] “ 

(Amateur I)
“I would think it's beneficial for both courses if they have the 

similar content, but this very much depends on how 
specifically are the algorithms tuned / designed and to 

recommending stuff. If someone is interested in one channel, 
do they recommend another similar channel or not and so 

on?.“ (Amateur I)

“ […] But it's not really a problem. It's just a challenge that 
requires kind of planning and structure just to make sure 
that we're kind of aligned and not taking away from each 

other because I think we have the same objective.” 
(Company I)

Competition with MILLA: It has to be evaluated if it affects them monetarily(EPP I, field 
note)

“What if this content would push out my content out of reach and in three years from now 
I won't get the money I need. So what is the platform all about? Would it be an alone 

standing thing for me as an earning? Then I depend on this earning, what would be my 
strategy, would MILLA be interested in taking care of my work future?” (EPP II)

“From a content producer's point of view, obviously the less competition the higher the 
probability of our videos being watched the higher the probabilities we are economically 

successful” (EPP III)
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From a technical perspective, it became apparent that participation is further encouraged by an 

open platform, on which complementors can upload their already existing content on. A negative 

effect could be observed if the platform owner starts restricting access by forcing complementors 

to adjust their contents to technical specifications of the platform. It has to be noted that all 

participants manage own platforms or already produce content for other third-party platforms, 

hence, it appeared that an additional adjustment of their content can only be justified if they 

perceive any kind of value on the platform. Hence, the following proposition has been created:  

 

Proposition VI: Complementors’ innovation efforts might be encouraged by an open platform, 

while restricted access might negatively impact efforts if complementors do not perceive value of 

any kind. 

 

 
Figure 9: Results - Open platform arcitecture (own illustration) 

 

In addition to the above identified themes derived from academic literature this research seeks to 

explore factors, which were not considered in the literature review. That said, across all groups it 

could be observed that complementors’ participation might be positively influenced by an access 

Participation 
through open 

platform

“[…] But yeah if MILLA maybe can reach about the same 
audience size or even a tenth of this audience size it be 

would be good. And of course, if there's also the economic 
incentive then it would make sense to set apart that extra 
time or just to adapt to MILLA specifically […]” (Amateur I) 

“It depends on the amount of changes, on how complex it is 
and how much changes are needed. If it is like creating a 
completely new course, then I probably wouldn't do it. In 

most cases, you have most of the content already ready, so 
you might have to do some small adjustments or things like 
that it is not too complex and doesn't take too much time.” 

(Amateur II)

“There shouldn't be a vendor lock in so if you put 
content on the platform you should be able to integrate 

it on other platforms as well […] That should be 
designed in a way that all companies can make use of it 

by using API technology, neutral language, of course 
there is a degree of adaption“ (Company II)

“[…] Well of course it must be an open platform where 
content providers are encouraged to deliver content“ 

(Company II)
“ […] Easy access for us if we were providers and easy 

access for users” (Company III)
“ […] normal APIs. If MILLA does not fit all available 
formats, then it is a misconstruction anyway and I 

would not worry about it” (Company III)

Require easy and frictionless entry. Considering platform complexity: An entry really depends on the business 
evaluation (EPP I, field note)

“It has to be very easy for me to give my content to the platform.“ (EPP II)
„It depends. If this is our main source of revenue in the future, I would obviously adapt a course. If there's just a 
tiny fraction and it doesn't provide any value for us and maybe provide our content for the greater good. But I 

probably wouldn't take too much effort to actually change the format of course.” (EPP III)
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to the highest possible amount of data associated with their contents. Thus, complementors seek 

to analyse their performances and improve if necessary. On the basis of this, the following 

proposition has been created: 

 

Proposition VII: The provision of user data might cause an increase of complementors’ innovation 

efforts on a platform. 

 

 
Figure 10: Results - User Data (own illustration) 

 

In addition to that, across all groups of complementors evidence could be found that they require a 

platform that fulfils certain standards in terms of user experience. It appeared that they value the 

overall appearance of the platform, which could be diminished by a poor user experience. That said, 

participants referred to other already established platforms and pointed out the importance of user 

experience related to their success. In the context of this research, it will be argued that the user 

experience of a platform might be a further incentivizing factor to acquire complementors on its 

platform. Hence, the following proposition has been created:  

 

Proposition VIII: A good user experience might incentivize complementors to join a platform. 

Positive effect 
through user 

data

“[…] I would hope to get some statistics as a content creator 
for example of how long do people watch my video? 

YouTube analytics has a lot of data available for creators to 
see exactly why a video is popular and where it is popular 

and how it is popular […]” (Amateur I) 
“[…] Well I would be glad to see as many statistics as I can 
from my own stuff to know exactly how people are using 
the platform with my videos specifically “[…]  (Amateur I)

“And I think the third one would be, giving me feedback on 
what if it's actually helpful for people or not. Because if I 

just create things and people don't care about it or people 
don't do it and people have nothing out of it then I mean 
why should I waste my time in doing this. Then it doesn't 

make sense for me.” (Amateur II)

“I think if we provide our own content it's very important 
for us that we have a feedback or a communication 

channel to the users to make sure that we understand 
the needs of our clients and our platform users to make 

sure that we can interact with them. “ (Company II)
“[…] So, there must be a certain degree of the possibility 
to make use of the user data that could be anonymously 
or pseudonymously, but to have an artificial intelligence 

mechanism at the back end to recommend similar 
content.“ (Company II)

“how is my content developing, really good access to the to the to the views. So if I have not the overview 
about what's MILLA doing with my click rate etc. how are they getting those things so, I really want be involved 

in the process..“ (EPP II)
“First of all, we would try to improve. So we would really look into the data. So there could be so many cases. 

(EPP III)
“what is actually super helpful to provide as much as possible data for us so that we can analyse user behaviour. 

[...] The more data you can provide for us the better we can develop the content.” (EPP III)
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Figure 11: Results - Platform's user experience (own illustration) 

 
Small evidence could be found with respect to a further governmental factor that could potentially 

positively impact complementors’ innovation efforts on a platform. While this research has 

encountered strong evidence for positive cross-side network effects, the data collection also 

indicates small evidence of positive same-side dynamics. Two participants, in particular Amateur I 

and Company I, mentioned to be willing to use the platform in order to interact with other 

complementors. More specifically, they proposed the opportunity to get into interaction with other 

stakeholders that might have the need for specific courses. Hence, they could other stakeholders in 

the platform ecosystem and request a course, which then will be shaped by their individual needs. 

By contrast to the indirect network effects that have been found during this research, this finding 

does not indicate that complementors will be incentivized by merely an increasing number of same-

side stakeholders on the platform. In addition, generally it might appear to be counterintuitive that 

complementors seek to interact with stakeholders of the same side since on many platforms they 

might be considered as merely competitors, which compete for attention of the actors from the 

other side of the platform. However, in the context of this research it will be argued that MILLA is a 

platform, which ensures a high degree of complementors’ heterogeneity and thus, it is possible to 

facilitate same-side interaction on the complementors’ side of the platform ecosystem. The 

Importance of  
platform’s user 

experience

“[…] I mean the most important part is that they 
provide you a platform that is convenient to use and 

that is simple to use basically. That's the most 
important part because otherwise people won't 

create content for it. […]” (Amateur II) 

“It should be an easy to use platform for the 
users“ (Company II)

“[…] Und zwar Easy Access dann für uns wenn 
wir Anbieter wären und Easy Access für User, 

das eines der größten Knackpunkte überhaupt.“ 
(Company III)

“So who would be the creators of this platform? That's a big issue why Instagram, tick tock, Netflix, 
Uber etc. are so famous and successful. They have really good developers, UI/UX developers and that's 

a really huge thing.” (EPP II)
“So you cannot say Daniel Jung, Simple Club etc. come to my platform and you have a horrible UI/UX. 

Because the people who are coming into the platform the next generation wants to do it quick and 
fast“ (EPP II)

“You can have the best content; nobody will use it. If you have the greatest platform in the world and 
you just have shitty content, nobody will use is as well. I think build a really great platform and open 

platform. This is a critical challenge. Build a great platform would help us the most.“ (EPP III)
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heterogenous types of complementors on the MILLA platform might the reason which enables 

same-side interaction, whereas, platform ecosystems with complementors of homogenous or less 

heterogenous nature might not be able to benefit from such an effect. This led to the creation of 

the following proposition: 

 

Proposition IX: A high degree of heterogeneous complementors in platform ecosystems might 

cause positive same-side effects and enable same-side interaction, which has an overall positive 

impact on innovation efforts of complementors. 

 

 
Figure 12: Results - Same-side interaction 

 

To sum up, the findings indicate heterogeneity with respect to complementors’ incentives, goals 

and strategies. In that context, co-opetition complementors showed that their participation is 

heavily dependent on monetary outcomes, whereas, non-co-petition complementors primarily 

valued a large user base to interact with. That said, positive indirect network effects could be 

observed, however, co-opetition complementors pointed out to only perceive benefits if monetary 

outcomes can be generated in conjunction with the user base on the platform. Negative effects 

could be observed with respect to a potential market entry of the platform owner as well as to 

unbalanced and non-transparent promotion strategies. In addition, the findings suggest the need 

for further research in the field of design science and data management in the platform-context. 

Especially, in terms of user experience it seems to be a factor that complementors require to join 

and innovate on a platform. Moreover, this study argues that heterogeneous platform ecosystems 

Facilitating 

same-side 

interaction

“So, there might be some ways to kind of do 

corporations even with companies so that they pay 

for specific courses they need. Like with for example 

Udacity where they have corporations with big 

companies that help develop specific courses so they 

can really get people that are trained in specific skills, 

that's already.” (Amateur II)

[…] working with other partners who are also on 

MILLA, I think that's also another very attractive 

feature of going on the platform you know if you 

said: OK there's, I don't know, a trade union or this I 

don't know another company that we haven't had 

an interaction with but who may have 

complementary offerings or who may have specific 

demands where we can say hey let's get together on 

the platform as do something together. That could 

also be something that's quite interesting I think 

[…]“ (Company I)

“[…] I could imagine that it could also be a platform. 

Where people then come up to us and say: OK you 

have this course, it sounds really interesting to us, 

can you like tailor make it for us? So as a kind of 

meet up place“ (Company I)
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can facilitate same-side interactions, which platform owners should consider as a further factor 

when designing platform governance strategies. 

 

To conclude the findings of this study, the following chapter will propose a platform governance 

framework, which aims to support platform owners in effectively aligning heterogeneous interests 

in their platform ecosystems. 

 

4.3 Platform Governance framework based on MILLA as the Case Study 

 
According to Adner (2017), “the heart of ecosystem strategy [platform governance] is the search for 

alignment” (p.49). By acknowledging heterogeneity in platform ecosystems, this study proposes a 

platform governance framework, which serves as a guidance for platform owners to develop 

strategies that aim to align different interests of complementors in their platform ecosystems. 

 

Figure 13 illustrates the proposed platform governance framework, which represents the findings 

of this research relating to competitiveness as well as economic incentives and technological 

restrictions in platform ecosystems. To address heterogeneity in platform ecosystems, the 

governance framework has been divided into non-co-opetition complementors and co-opetition 

complementors. 
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Figure 13: Platform Governance Framework 

 

It includes two layers indicating the granularity or level of complementors’ participation. The first 

and outer layer represents factors, which this research identified as essential for the respective type 

of complementors to join a platform, while the second and inner layer relates to identified factors 

that positively affect complementors’ innovation efforts. Accordingly, factors can have an impact 

on complementors’ decision to join as well as to further contribute once they are on the platform. 

Thus, respective factors can appear in both layers. In addition, the factors written outside the 

layered model, relate to factors negatively influencing complementors’ participation. Given the 

example of Non-co-opetition complementors, the model shows that this type of complementor is 

primarily driven by a large base of demand-side users, which is the main factor to join as well as to 

further contribute on the platform. In addition, their innovation efforts can be further incentivized 

by monetary benefits, an openly designed platform architecture as well as the provision of user data 

and facilitation of same-side interactions. By contrast, negative effects could be observed when a 

market entry of the platform owner affects their goals on the platform as well as if they recognize a 

non-transparent and unbalanced promotion strategy by the platform owner. Platform owners can 

Monetary
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Monetary
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Monetary
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use the model to create strategies in order to align the interests of heterogeneous complementors 

in their platform ecosystems. 

 

5. Discussion 

The goal of this research was to understand complementors’ incentives to contribute in platform 

ecosystems. The research area was assessed by conducting qualitative interviews with 

complementors of a potentially launched e-learning platform in Germany. As a consequence, this 

study yields nine propositions, which will be elaborated on in the following chapter. 

 

5.1 Key Findings in the light of current Research 

Proposition I and II relate to the question if complementors are incentivized by monetary aspects. 

The findings suggest that generating revenue is a mediating factor encouraging complementors to 

contribute on a platform, however, discrepancies could be detected across different types of 

complementors. While, non-co-opetition complementors do not participate mainly for monetary 

incentives, co-opetition complementors, in fact, relate their participation to monetary outcomes on 

the platform leading to negative effects, such as abandoning the platform, if economic goals cannot 

be achieved.  

 

In regard to placing to monetary incentives, academic literature suggests unlocking network effects 

by subsidizing one side of the platform until a critical mass has been attracted (Eisenmann et al., 

2006; Parker et al., 2016; Wan et al., 2017). The idea behind it is to provide monetary incentives for 

the most price sensitive side, which in turn, will attract actors of the other side through network 

effects. In the context of the research of this master’s thesis, it could be confirmed that 

complementors can be incentivized through monetary incentives, which subsequently might unlock 

network effects. However, since this research examined heterogeneity in platform ecosystems, it 

could be found that complementors, who are of non-co-opetition nature, mainly value the 

interaction with a broad variety of users without having sales incentives in mind. This is in line with 

recent studies, which point out that complementors in heterogeneous ecosystems are not 

necessarily incentivized by monetary aspects (Boudreau, 2018; Boudreau & Jeppesen, 2015). 
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Accordingly, Boudreau (2018) argues that “amateur crowds”, complementors with low 

specialization, do not follow economic goals, which this research can strongly support. 

 

Proposition III confirms the occurrence of indirect network effects in two-sided platforms (Evans, 

2003; McIntyre & Srinivasan, 2017; Parker et al., 2016; Rochet & Tirole, 2006; Rysman, 2009). 

However, since this research provides a nuanced view on platform ecosystems, it only partly 

confirms the traditional conceptualization of indirect network effects and suggests extending the 

existing view. While academic literature notes that indirect network effects in two-sided platforms 

are triggered by an increasing number of actors of the opposed side (Evans, 2003; Rysman, 2009), 

this study argues that this is not necessarily the case. More specifically, a positive effect for co-

opetition complementors could only be observed if they can capture an economic value associated 

with the platform’s user base. This could be by transforming the platform users into own customers 

or generating sufficient revenue on the platform itself. It became apparent that if co-opetition 

complementors cannot achieve their economic goals, they might abandon the platform regardless 

of the potential network size they could interact with. By contrast, non-co-opetition complementors 

are not primarily revenue-driven but value the interaction with the users of the platform. Thus, one 

can apply the existing view of indirect network effects to non-co-opetition complementors noting 

that an increasing number of demand-side users will encourage further non-co-opetition 

complementors to join a platform. 

 

Proposition IV relates to the question of how platform owners can manage competition in platform 

ecosystems to encourage complementors’ innovation efforts. Rietveld et al. (2017) found that 

platform owners do not necessarily promote the best performing complementor, more specifically, 

they tend to promote complementors based on assumptions that can unlock unknown potentials 

of their platform ecosystems. Hence, it is attempted to enhance the overall value of their platform 

ecosystems by selectively promoting complementors, who did not necessarily achieve superior 

performances. Instead, they “had high quality and good initial sales but were not market leaders” 

or were in “high value categories, in which they do not have a top-selling complement”. In the 

context of this research, such an approach might lead to contradictory negative effects. It was found 

that complementors claim the best content to be promoted and an unbalanced and non-
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transparent promotion strategy would decrease innovation efforts of complementors. Promoting 

complementors, who are not in superior positions, might support them and improve their 

respective performances, however it might come along with negative side effects if other 

complementors recognize such an approach and perceive it as unfair. 

 

The fifth proposition relates to potential competition with the platform owner. This research 

suggests that a potential market entry of the platform owner could lead to negative effects by 

discouraging complementors’ innovation efforts if such negatively affects their individual goals on 

the platform. With respect to co-opetition complementors the main identified goal is to generate a 

profitable revenue stream, whereas, non-co-opetition complementors seek to interact with a broad 

variety of users. Given the potential case that platform owners decide to enter complementors’ 

markets, it is assumed that negative effects can only be avoided if the platform ecosystem does not 

perceive the emerging competition as harmful to their own goals. 

 

The academic platform literature provides a mixed view on the topic. On the one hand, it has been 

acknowledged as a governance method to improve complementors in areas, in which they perform 

poorly (Gawer & Cusumano, 2002; Gawer & Henderson, 2007). Additionally, another study found 

positive effects through an increasing consumer attention, caused by the platform owner’s market 

entry, from which the whole platform ecosystem could benefit (Foerderer et al., 2018). In the 

context of this research, a positive effect could not be observed. Instead, complementors seemed 

to be concerned about their individual goals in case of a potential market entry of the platform 

owner. This in line with other studies, which found negative effects resulting in discouraging 

complementors’ participation (Kang, 2017; Wen & Zhu, 2016). However, Kang (2017) argues that 

platform owners could foster positive effects by establishing favourable platform governance 

strategies. Thereon, she compared Google’s and Apple’s approach of introducing health apps on 

their operating systems and concludes that Google could achieve positive effects through an open 

governance approach, while, Apple’s respective closed system did not encourage innovation efforts 

of other complementors. In this research, there is small evidence that platform owners can 

influence a potential market entry through governance strategies. That said, one participant pointed 

out the need of “planning and structure to make sure that we're [they are] kind of aligned and not 
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taking away from each other” (Company I, personal communication, April 24, 24:02.930). 

Additionally, another participant emphasized that they could achieve positive effects if increased 

consumer attention in the areas entered by the platform owner can be distributed to other 

complementors in the platform ecosystem. This could be achieved by e.g. implementing a 

recommendation system which promotes the complementors’ services. 

 

To conclude, it is assumed that if platform owners can align complementors’ interests into the 

overall platform strategy, a market entry might not have negative effects with respect to 

complementors’ participation. Nevertheless, if the platform owner does not account for 

heterogeneous interests and directly competes with complementors of its platform ecosystem, it 

will most likely lead to negative effects. 

 

Proposition VI relates to technical specifications of platforms that might influence complementors’ 

participation. From academic literature, platform ecosystem complexity (Cennamo et al., 2018; 

Kapoor & Agarwal, 2017) as well as openness (Boudreau, 2010; Eisenmann et al., 2008; Gawer & 

Cusumano, 2008) has been identified as potential factors. The research of this master’s thesis 

confirms findings in academic literature of open platforms to encourage complementors’ innovation 

efforts (Boudreau, 2010; Eisenmann et al., 2008; Gawer & Cusumano, 2008). The examined sample 

of complementors can be considered as multihoming complementors since they would not produce 

content exclusively for MILLA’s platform. Hence, they expect an open platform with frictionless 

entry points. However, indications could be found that they might consider adapting their services 

to specific technical specifications if there is any kind of value perceived on the platform (Cennamo 

et al., 2018). In the case of co-opetition complementors this is associated with a positive monetary 

trade-off, while non-co-opetition complementors need to perceive the interaction with a broad 

variety of users.  

 

The propositions VII and VIII relate to data management and a platform’s user experience, which 

could not be identified as motivational drivers to encourage complementors’ innovation efforts in 

academic literature prior to this research. The findings will be discussed as future research areas in 

the subsequent chapters. 
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Proposition IX relates to a potential characteristic identified in heterogeneous platform ecosystems. 

This research suggests that heterogeneous interests, goals and strategies in platform ecosystems 

might enable same-side interactions as a further value proposition for complementors. In the 

context of platform research, one could assume that the observation of potential same-side 

interaction on the complementor-side also indicates positive direct network effects, which would 

imply that complementors’ value perception is contingent with the number of actors on their side 

of the platform. Hence, the perceived value would increase as the number of complementors grows 

(Eisenmann et al., 2006; McIntyre & Srinivasan, 2017; Parker et al., 2016). By referring to current 

research as well as indications of this research’s data collection, it is argued that positive direct 

network effects might not occur in heterogeneous platform ecosystems and that it is not equivalent 

to this finding. In the context of this research, one participant of the amateur group argued to 

require a pre-assessment of complementors based on the quality of their courses. Thus, it would be 

prevented that complementors of poor quality would gain and take away demand-side users’ 

attention from high-quality complementors. Specifically, at the beginning of a platform’s life cycle 

this might be an issue since demand-side users might not be capable to evaluate the quality of 

complementors’ services. According to the participant, a platform crowded with poor quality 

complementors would most likely cause him to abandon it. This is in line with academia, where 

current studies found that overcrowded platform ecosystems would harm the platform and prevent 

other complementors to join and innovate on it (Boudreau, 2012; Venkatraman & Lee, 2004). It 

appears that platform literature suggests that the number of complementors in platform 

ecosystems is not essential, instead, platform owners should try to attract complementors based 

on quality. With that being said, other studies argue that quality and variety in platform ecosystems 

are factors that trigger indirect network effects (Binken & Stremersch, 2009; Cennamo, 2018; Panico 

& Cennamo, 2015; Srinivasan & Venkatraman, 2010), whereas, an overcrowded platform ecosystem 

might impact the platform in a negative way (Boudreau, 2012; Venkatraman & Lee, 2004). 

 

Based on the indication found in the data in addition to findings from academic literature, this 

research does not suggest the occurrence of positive direct network effects in platform ecosystems. 

More specifically, it is argued that platform owners might seek to attract complementors based on 
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quality rather than quantity. Thus, they could leverage same-side interaction as well prevent 

overcrowding. 

 

Following this discussion and the overarching goal of this master’s thesis’s research to contribute to 

academia as well as to provide valuable insights which can be applied in practice, the following 

chapter will shed light on the way the findings can help platform owners in strategic decisions. 

 

5.2 Implications for Practice 

This research supports platform owners in effectively managing their platform ecosystems in order 

to attract and encourage complementors. Not only do the findings contribute to platforms in the 

educational sector, instead, it is argued that it can also be applied to digital platforms of different 

nature. The proposed platform governance framework summarizes and visually illustrates the 

findings of this research. Thus, it can be used by platform owners to create strategies based on the 

insights identified within this research. The platform governance framework provides a holistic view 

on factors, which might impact complementors’ participation. Those factors relate to the platform 

architecture as well as economic factors such as monetization and intra-platform competition 

between complementors and the platform owner. 

 

Especially from an economic perspective, valuable insights are provided on how to conceptualize a 

platform’s business model and manage competition within a heterogeneous platform ecosystem. It 

is suggested that platform owners can grow their platform ecosystem by establishing monetary 

incentives for co-opetition complementors, while, non-co-opetition complementors can be 

attracted by non-monetary incentives. In particular, non-co-opetition complementors value the 

interaction with a broad audience of users. Hence, at early stages of a platform’s life cycle, platform 

owners might focus on attracting demand-side users, which in turn will incentivize non-co-opetition 

complementors to join the platform as well. However, this research also indicates that the size of 

the demand-side user base is not valuable for co-opetition complementors unless they can capture 

an economic value. Hence, platform owners might create a business case, which outlines how co-

opetition complementors can financially benefit from the demand-side users on the platform.  
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Generally, the view on co-opetition complementors can be specifically valuable for practitioners 

since it might be a challenging task to attract and encourage complementors, which follow a similar 

business model and thus, can be considered as competitors at the same time. From a co-opetition 

complementor’s perspective, it might be contradictory to contribute to a platform’s success, which 

competes for a similar target audience in the same sector. Nevertheless, this research suggests that 

such collaborations are possible and outlines under which conditions they can sustain. The insights 

identified within this study support platform owners in attracting and strategically managing co-

opetition complementors, which could be of significant value for the overall success of a platform. 

Not only do additional services by co-opetition complementors enhance the value of the own 

platform, it might also reduce inter-platform competition. 

 
5.3 Future Research 

This research establishes a nuanced view on platform ecosystems and highlights the importance of 

accounting heterogeneity in strategic decisions. It confirms the occurrence of heterogeneity in 

platform ecosystems and the need of aligning different interests of platform complementors. 

However, contradictory findings could be found, which call for further research.  

 

A contradictory topic in the data collection was the question of quality assurance. While one 

participant highlighted the importance of a quality pre-assessment to avoid overcrowded platform 

ecosystems (Amateur II, personal communication, May 28, 2019) another participant and the 

platform owner (EPP III, personal communication, May 10, 2019; MILLA representative, personal 

communication, April 29, 2019), rejected it by pointing out their preference for a free market on 

which the demand-side users will filter complementors of poor quality. However, this is in 

contradiction to academic literature with respect to overcrowding platform ecosystems (Boudreau, 

2012; Venkatraman & Lee, 2004), thus, future research might examine if a free market approach 

can result in positive effects.  

 

This research found evidence of indirect network effects. However, it suggests adding nuance to the 

existing theory with respect to co-opetition complementors. That said, co-opetition complementors 

pointed out to value the demand-side user base only if they can benefit economically from the 

network, while the traditional theory of indirect network effects suggests that complementors 
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perceive added value merely by an increasing number of demand-side users. The finding of this 

research indicates the need of further research in order to deeply understand the theory of network 

effects. 

 

Since this research focuses on exploring incentive structures on the complementor-side of a 

platform, future research could expand on it by conducting similar studies referring to the demand-

side user base. Thus, platform owners could better understand the interplay between both sides.  

 

In addition, this master’s thesis calls for further research with respect to data management and 

design research in the platform-context. The findings emphasize the high value of user data and the 

importance of designing platforms in a user-friendly way from a complementors’ perspective. Both 

factors appeared to be an influential factor for complementors to join and increase innovation 

efforts on a platform. Future research could focus on deeper analyses, which define how platform 

owners can efficiently manage their data and design user interfaces, which encourages interaction 

of complementors as well as complementors. 

 
5.4 Limitations 

This section sheds light on the limitations of the research of this master’s thesis. A limitation that 

emerged during the data collection, relates to the capabilities and profession of the interview 

sample. Even though, the interviewees were highly specialized within their area of profession, it 

became apparent that they could not respond to every question in an appropriate manner, if the 

question was not covered within their individual professions. As for example, questions related to 

technical features were often perceived as too difficult to answer if the interview partners did not 

have technical backgrounds. 

 

Additionally, it has to be acknowledged that the case study is based on a concept of a platform, 

which is still under political debate. More specifically, the interviews were conducted right after the 

first concept of the platform was published. Due to the early stage in the conceptual phase, it is 

argued that complementors might not have been familiar with the details of the platform’s concept, 

which could be recognized during the interviews. Hence, the examined opinions and motivations 
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could change once the platform becomes tangible and complementors are aware of every detail. 

Generally, the findings can be seen as a reflection of the reality at a specific time, which  

 

Even though, actions were undertaken to ensure a high degree of generalizability or 

transferability13, it can be argued that not all findings can be applied to every platform ecosystem 

in any context. The examined platform relates to the concept of an e-learning platform, which seeks 

to facilitate interactions between a highly heterogeneous platform ecosystem and demand-side 

users. Certainly, not every digital platform provides heterogeneous platform ecosystems as well as 

not the same degree of interaction between its user-sides. That said, the purpose of some digital 

platforms lies merely in finding matches among distinct user groups. For instance, the ride sharing 

application ‘Uber’ provides a platform for matching riders and people, who are seeking for reliable 

means of transportation. The interaction on the platform is limited and restricted to only finding 

matches, while, the interaction on MILLA requires much more complexity. In addition, this research 

argues that the variety of complementors on the Uber platform is limited to only riders who follow 

similar purposes, whereas complementors on MILLA are potentially much more heterogeneous. 

Hence, the findings of this research might mainly be applicable to platforms that provide a similar 

degree of heterogeneity within their platform ecosystem as well as the quality of interactions 

between its users. 

6. Conclusion 

The purpose of this master’s thesis was to examine heterogeneity in platform ecosystems to better 

understand incentive structures of platform complementors. To do so, a case study of MILLA, a 

concept of a domestic e-learning platform in Germany, has been conducted in order to explore the 

following research question: 

 

RQ: What are the factors that affect platform complementors’ innovation efforts and how 

can platform owners effectively govern complementors in platform ecosystems? 

 

 
13 More information can be found in chapter 3.7.2 Transferability 
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To analyse the research question of this master’s thesis, qualitative interviews have been conducted 

with potential complementors of the MILLA platform. Prior to the research, the participants were 

divided into three different groups, which enabled me to examine heterogeneity of co-opetition 

and non-co-opetition complementors in platform ecosystems. However, the starting point of this 

research was the academic literature from which theories could be derived relating to potential 

factors that might influence complementors’ behaviour in platform ecosystems. These factors relate 

to monetization (Boudreau, 2018; Boudreau & Jeppesen, 2015; Eisenmann et al., 2006; Parker et 

al., 2016; Wan et al., 2017) as well as intra-platform competition (Eisenmann et al., 2011; Gawer & 

Henderson, 2007; Rietveld et al., 2017) and restrictions related to technical specifications 

(Boudreau, 2010; Cennamo et al., 2018; Eisenmann et al., 2008). 

 

The findings could confirm as well as add nuance to existing theory in academic literature. Foremost, 

the research highlights the occurrence of heterogeneity in platform ecosystems, which is indicated 

by the primary goals observed across the sample of complementors. While co-opetition 

complementors emphasized to require an economic value associated with the participation on the 

platform, non-co-opetition complementors pointed out to mainly seek for the interaction with a 

broad user base. By contrast, it could be observed that the co-opetition complementors’ value 

perception is positively influenced by an increasing number of demand-side users only if they can 

capture economic value from the growing network-size. This implies the need of a modification of 

the existing theory of indirect network effects, which defines the value perception of 

complementors to be contingent with the mere number of users on the opposed side of the 

platform (Eisenmann et al., 2006; McIntyre & Srinivasan, 2017; Parker et al., 2016). However, the 

analysis of co-opetition complementors suggests adding nuance by accounting additional factors, 

such as the economic value, to the existing theory. In addition to that, this research suggests that 

heterogeneous platform ecosystems might enable same-side interactions of complementors, which 

would enhance the overall value proposition of a platform. It has to be noted that this finding is not 

linked to positive direct network effects since this research could not find evidence for 

complementors’ value perception to be related to the number of other complementors acting on 

the platform. Instead, it is proposed that platform owners should strive to acquire the right kinds of 

complementors in order to establish same-side interactions as well as to enhance the platform’s 
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value and thus, potentially attract demand-side users through indirect network effects. Further 

findings suggest negative effects with respect to potential competition with the platform owner as 

well as an unbalanced and non-transparent promotion strategy of the complementors’ services, 

whereas by contrast, complementors appeared to be encouraged by an open platform architecture, 

which ensures a frictionless platform entry. In addition to that, further research is needed with 

respect to data management and design science in the platform-context since these factors have 

been identified as potentially encouraging complementors in platform ecosystems. Ultimately, a 

platform governance framework has been proposed, which summarizes the findings of this thesis 

and serves as support for platform owners to create platform governance strategies by aligning 

heterogeneous interests of complementors in their platform ecosystems. 

 

This research contributes to academia by responding to recent calls for further research on incentive 

structures in platform ecosystems (Constantinides et al., 2018; de Reuver et al., 2018; McIntyre & 

Srinivasan, 2017). It provides an in-depth analysis of a heterogeneous platform ecosystem to outline 

factors which might influence complementors’ value-creation. Thus, it also contributes to practice 

since platform owners can use this work to shape platform governance strategies that align 

heterogeneous interests of the entire platform ecosystem. 
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Appendix 1: Interview Guide 
 

Introduction 

 

Thank you so much for taking part in the interview. My name is Milad Habib, I am currently writing 

my master thesis about the e-learning platform MILLA. During the next time I will ask you some 

questions that are related to your participation on MILLA. All information will be kept confidential 

and be treated anonymously and none of what you say during the interview will be attributed to 

you unless you give explicit permission to do so in advance. Also, of course you have the right not 

to answer any questions you for whatever reasons don't want to answer. And if at any point you 

wish to cancel, the Interview will be stopped. Again, all information collected will be used exclusively 

for the purpose of our research. I would also like to record the interview electronically and use the 

recording for the analysis.  

 

Is that still okay with you? 

  

I estimate this interview to last anywhere between 20 minutes and up to about an hour. However, 

there is no real time limit so you're most welcome to give lengthy answers or also elaborate on your 

statements if you want to. So, considering this information just provided to you, are you still okay 

with participating?  

 

General questions all interviewees are being asked: 

 

1. Why do you want to join the platform? What are your specific goals? 

2. How do you want to make sure to achieve your goals? 
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3. What would motivate you to produce regular content or at least increase your efforts? 

4. How do you intend to implement your service on MILLA? 

5. How can MILLA support you in achieving your goals? 

 

 

FOLLOW UP QUESTIONS  

 

ECONOMIC: 

1. Maybe you can start with a short introduction of yourself and your business and maybe you 

can also touch upon why you want to join MILLA’s platform? 

2. How do you want to integrate MILLA into your company’s business model? 

3. Do you have any specific strategies in mind that can improve your performance on the 

platform? 

4. Would you consider producing and publishing content on a regular basis? If no, can you 

elaborate on why? 

5. What would motivate you to produce regular content or at least increase your efforts? 

6. If you think of the factors you just mentioned that positively influence your participation, 

can you rank these factors from most important to least important and also explain your 

decision? 

7. Can you think of any factors that could negatively affect such efforts and why? 

8. How would you react if you are not satisfied with your performance on MILLA? Could a poor 

performance affect your participation in a negative way? 

9. Are you aware of competition? If yes, how do you want to overcome the competition? 

10. How do you expect the platform owner to support you in promoting your service?  

11. If you recognize support by the platform owner, would that affect your participation in any 

way? 

12. Should the platform owner be transparent about the requirements for course providers in 

order to get promoted on the platform? 

13. How important is a transparent and balanced promotion on the platform for you? 

14. How do you ensure your courses fulfill required quality standards? 
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15. Would you make sure to fulfill high quality standards to participate on the platform? Even 

though, you would need to adjust courses to do so? 

16. Consider MILLA starts producing their own courses in order to enhance the platform with 

high quality courses:  

a. Do you think this could increase the overall value of the platform? 

b. To what extent could that affect your participation on the platform? 

c. (Would you consider focusing on other areas that are not covered by MILLA’s 

courses) 

 

Technical: 

17. How do you intend to implement your service on MILLA? 

18. How do you intend to interact with the end-users on the platform? 

 

Appendix 2: Interview Amateur I (24.04.2019) 

 
[00:00:10.420] - Milad 

All right so yeah let's start. Thank you so much for taking part in the interview. My name is Milad 

Habib, I am currently writing my master thesis about the e-learning platform MILLA. During the next 

time I will ask you some questions that are related to your participation on MILLA. All information 

will be kept confidential and be treated anonymously and none of what you say during the interview 

will be attributed to you unless you give explicit permission to do so in advance. Also, of course you 

have the right not to answer any questions you for whatever reasons don't want to answer. And if 

at any point you wish to cancel, the Interview will be stopped. Again, all information collected will 

be used exclusively for the purpose of our research. I would also like to record the interview 

electronically and use the recording for the analysis. Is that still okay with you? 

 

[00:01:25.030] - Participant 

Yes 

 

[00:01:35.220] - Milad 
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I estimate this interview to last anywhere between 20 minutes and up to about an hour. However, 

there is no real time limit so you're most welcome to give lengthy answers or also elaborate on your 

statements if you want to. So, considering this information just provided to you, are you still okay 

with participating? 

 

[00:01:46.180] - Participant 

Yes I am ok with participating 

 

[00:01:46.200] – Milad 

Nice, ok. Then let’s start. The first question is: Why do you want to join the platform? What are your 

specific goals? 

 

[00:01:46.830] - Participant 

I already have a youtube channel and this kind of work was created just because I wanted to get 

information across and just do something with my love for mathematics and since I have also 

studied mathematics, it's kind of, I think it's beneficial for everyone if I can have fun with 

mathematics and also show this online and then I also realized pretty quickly that I can help others 

just by explaining stuff or showing that math can be at a little fun. And so these are the reasons why 

I started educating. Education online in video form and so MILLA seems like a platform where I can 

do this as well. 

 

[00:02:45.680] - Milad 

Nice, you mentioned your love as one incentive or one goal for you. Do you have any economic 

incentives or goals you want to achieve on the platform? 

 

[00:03:02.090] - Participant 

Yeah so for me I started  my YouTube channel, which is the main thing for me now in online 

education. When I have started there was a time where it was not possible to earn money with it. 

So the first incentive was really completely not economic for me and I still do it. Mostly because I 

like it. But of course the bigger it grows the more you get to to the point where it is more like a 
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business. And so also to move to another platform or just take into consideration maybe producing 

for multiple sites and formats and so on, is of course also good to have to get the personal and 

economic incentives aligned. And so yeah YouTube does it fairly good to just if you collect a lot of 

views, you can monetize it directly on the platform and also you can do sponsorships on YouTube 

so you get some economic value out of your your videos. And so I think also for the bigger picture 

and for everyone it would be necessary for a platform like MILLA to have some economic value for 

the creators. Yeah. 

 

[00:04:35.520] - Milad 

Sure. I don't know if you have or if you're very familiar with the revenue model on MILLA. It's gonna 

be variable revenue model so it should..  

 

[00:04:45.810] - Participant 

Yeah just briefly I just read some some small sentences I never heard that really explained cohesive.  

 

[00:04:52.190] - Milad 

So just a little recap: It's gonna be based on your performance and the feedback you get on MILLA. 

I mean if you get good reviews on the platform you will also generate more revenue. And what's 

also important is the relevance of your course. I mean you offer mathematic courses. So it might be 

ranked as a high  relevant course. And based on your actual performance and on the feedback you 

will generate revenue. So that's how it's gonna be calculated. 

 

[00:05:27.710] - Participant 

Okay. This is the the the outline I read. Do you know any more specifics on whether a star rating at 

the end of the course or after every video with thumbs up or down. Or is this all too early for 

specifics.  

 

[00:05:42.570] - Milad 

There's gonna be something. Maybe the participants will receive emails to review it, something that 

they will integrate for sure. Yeah. As you said, it's too early to really name it. But considering the 
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potential fact that you will not achieve their economic goals you maybe have on MILLA, to what 

extent would that affect your participation? 

 

[00:06:20.930] - Participant 

Well I would say my participation on MILLA I would say is mainly so that I have another or maybe a 

better way for some people to get the information or a better environment for learning and so on. 

And if I see that many people have an extra value there from my videos, I think this  might be enough 

for me to stay on the platform. But it seems like this is also aligned with the economic value it gives 

for me so if no one or if not many people like it or give it a bad rating on MILLA then it also would 

the incentive would not be given because if people do not enjoy what I do on this platform then I 

don't have to do it. 

 

[00:07:22.490] - Milad 

Would you consider producing and publishing content on a regular basis? 

 

[00:07:29.840] - Participant 

I would consider it. But maybe it depends on whether I am I'm going to focus on online video for 

education as my career because right now I'm doing it PHD or a doctor and I work at the university 

and so I have many things to do and so MILLA seems right now just like another project which cannot 

grow ultimately too big. And I think I won't be able to produce one video a week exclusively for 

MILLA or I would have to look in which format I can find whether I can find something that I can 

produce pretty easily. But usually I like to do stuff and think about how I'm doing it for multiple 

weeks or time or sometimes month and years. So yeah it's also love but not in the sense like you 

asked. 

 

[00:08:39.330] - Milad 

Yeah. Okay let's. But still I mean is there anything that could motivate you to produce regular 

content or at least increase your efforts? I mean you said you're all you're busy by side but still is 

there anything that the platform provider could do in order to encourage you to do more on the 

platform? 
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[00:09:02.080] - Participant 

Well this is a really interesting question and at least I'm comparing it right now to YouTube. Yes 

that's the the the the biggest competitor or similarity I see right now and the one I have the most 

experience with. And even on YouTube, there is like a big incentive to upload regularly to get pushed 

by the YouTube algorithm and also MILLA would be supported with artificial intelligence and I think 

the algorithms  would like to see there is a regular schedule and everything but still, my most 

favorite educational creators on YouTube also in the international scheme, all say focus on on your 

substance focus on what you love doing and publish a video when it's done and not when the 

algorithm decides you have to put out another thing. So I think I would highly regard my my freedom 

of I can say this this video just needs another week and then maybe it's finished. And I think this is 

more and more important for my style of work and of video than to say I have to publish every week 

or something like this. If I think I would do it if I would have like a contract that I must do it. But I 

think I would, yeah, ometimes maybe feel like in a creative prison. And then I just have to do it 

because I have to do it. And this would also diminish the quality of the content I would think. 

 

[00:10:46.710] - Milad 

Yeah. Maybe you already partly answered this question but can you maybe I elaborate on how you 

want to make sure to achieve your goals on MILLA? 

 

[00:11:02.440] - Participant 

Well since my my goals are not really that hard coded or pretty soft goals, I also don't have a very 

hard job, no plan or criteria where I would say this is what I would have to do and then I would know 

that I succeeded. It's it's pretty soft but, yeah. So it's like. If I meet people as as a YouTuber I 

sometimes get recognized on the street and they recognize me from my YouTube videos sometimes. 

Sometimes, they thank me for helping them getting through school with my videos. And if if this 

kind of feeling can be somehow transported also on MILLA, this would be a success. 

 

[00:11:53.610] - Milad 
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OK. Can you think of actions you're gonna take in order to achieve such goals. Do you have any 

strategy already in mind? 

 

[00:12:02.640] - Participant 

No, I would very much look to the specifics on the platform like how or how does my video feel in 

the context of MILLA, and yeah of course the one one big question is to whether I can just use my 

already existing YouTube videos and take them to MILLA. So this would be of course a perfect 

strategy where a lot of content is already created. And then maybe it's even good to produce 

specifically for MILLA with a specific format in mind which which works best on the platform. 

 

[00:12:46.500] - Milad 

This is already brings me to my next question. How do you intend to implement your service on 

MILLA? 

 

[00:12:54.500] - Participant 

Yeah I would look, what are the technical possibilities. Is it just just the video itself or is there 

integration of. I don't know. Maybe an online test that you can can solve after the video and yeah. 

So I would I would try to use all the features from the platform that are technically there. And then 

I would just go by trial and error trying all the things out like in my style with my wording and so on 

and then see the statistics of course. And I would hope to get some statistics as a content creator 

for example of how long do people watch my video? YouTube analytics has a lot of  data available 

for creators to see exactly why a video is popular and where it is popular and how it is popular and 

so on and so I would I would look at the specifics on MILLA and see which features are used by the 

users. And then concentrate on this. 

 

[00:14:09.920] - Milad 

 I mean you just mentioned that you could adapt to the format of the platform, right? Are you open 

for that? 

 

[00:14:18.440] - Participant 
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Yeah I'm at least open for this of course on my YouTube channel I now have more than 100000 

subscribers so there's a big audience to reach. And so I I know it's worth the effort or even worth 

the extra effort to put into a video because I know at least 10000 people are going to see it and 

potentially a million. I don't think MILLA can reach this kind of popularity just like this. But yeah if 

MILLA maybe can reach about the same audience size for even a tenth of this audience size it be 

would be good. And of course, if there's also the economic incentive then it would make sense to 

set apart that extra time or just to to adapt to MILLA specifically. 

 

[00:15:21.900] - Milad 

Can you think of anything, how MILLA can support you in achieving your goals? 

 

[00:15:31.780] - Participant 

Well I would be glad to see as many as statistics as I can from my own stuff to know exactly how 

people are using the platform with my videos specifically. Yeah and I mean to give the basic 

economic incentive to do it and I think these two would be enough for me to to be happy in the first 

place. 

 

[00:16:04.480] - Milad 

Consider a miller producing their own courses in order to enhance the  the quality of the platform. 

What are your thoughts about that? If MILLA all of a sudden starts producing math courses as well 

by their own? 

 

[00:16:22.820] - Participant 

Yeah, sure why not. If the content is great then then use your platform with great content and if you 

can produce it yourself then do it. 

 

[00:16:39.580] - Milad 

To what extent would that effect or could that affect your participation on the platform? 

 

[00:16:47.380] - Participant 
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Well, it's kind of depends. I could see it going both ways. I could see it going that the own produced 

math courses by MILLA is pushing me away from from the other. From from my stuff because I also 

do math. Yeah but I also could see it kind of in the opposite way pushing my channel as well up 

because if users are generally interested in math and  they know they find a lot of stuff on MILLA 

even more than on YouTube, in the best case but would be a very long way to go. Then they come 

to MILLA and after they maybe first take the MILLA math course which is own produced they get 

recommended one of my videos or courses or whoever is in the system, so this could be very 

beneficial to kind of grow a bigger math community and ecosystem than just an isolated channel. 

But yeah, I would have to see whether it's good or bad for me. I would think it's beneficial for both 

courses if they have the similar content but this very much depends on how specifically are the 

algorithms tuned / designed and to recommending stuff. If someone is interested in one channel do 

they recommend another similar channel or not and so on and so yeah. I think it completely depends 

on the specifics of the algorithm. 

 

[00:18:38.720] - Milad 

The algorithms brings me to my next question. How do you expect the platform owner to support 

you in promoting your services? I mean one way could be setting up algorithms. Do you have 

anything else in mind? 

 

[00:18:58.550] - Participant 

Well, in the end, the platform should be there and should really give users the best content and so. 

I think it's most healthy if it really just recommends the best content and if I'm not the best content 

then I have no right to be supported by the algorithm in this sense. But the algorithm should... So 

on YouTube, we already have a big ecosystem and big algorithms to notice and they are sometimes 

it can happen that   not always the best content has the best marketing, the best thumbnail and the 

best title, so it's not always the most popular. So from a platform like MILLA, which focuses on 

education I would think it should focus also on getting to make the users want to click on the best 

content video. And maybe this means supporting the creators who get the best rating and so on 

and how they can, with best practices, make their content more attractive to people. If the content 

is good but the marketing is not so good or something like this. Yeah. 



 

95 
 

 

[00:20:31.800] - Milad 

Yeah. And you just mentioned YouTube as promoting videos that are not maybe the best. So you 

have noticed an unbalanced promotion on YouTube, right? 

 

[00:20:43.350] - Participant 

So YouTube has.. 

 

[00:20:43.350] - Milad 

So my question my question is: Would that affect your participation on MILLA as well if you 

recognize such an unbalanced promotion similar to YouTube?  

 

[00:21:06.720] - Participant 

Yeah I think if I noticed this it doesn't matter for the short term but in the long term it paints a 

picture of the platform where I know I have to do many videos to get to the algorithm, for every 

search term there there's a video title of me and not one. One big piece where I do it all consistent 

and maybe in and. Sometimes they that it's better to see many things in context and not just small 

snippets and examples and on YouTube often times when you search for something specific you 

only find these small snippets of just small examples where you don't get the whole picture to be 

shown. So stuff like this, I would just notice in the first place. But for the long run it would, it would 

shape my picture of the platform and maybe this would sometimes then be the reason that the 

future to say: Well overall it's it's not for me or something like this. 

 

[00:22:18.570] - Milad 

To what extent to do you appreciate transparency in that regard? 

 

[00:22:26.980] - Participant 

Of course transparency is... 

 

[00:22:30.810] - Milad 
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Do you think that platform owners should provide transparency to 100 percent? 

 

[00:22:38.530] - Participant 

This is a real interesting question because if every creator and stakeholder knows 100 percent how 

the algorithm works then everyone just tries to trick the algorithm into showing your videos first 

and then if they if they know that a view of a video counts after watching it half a minute, then 

everybody will tell their friends to watch their video for a half a minute, so they will get the view. So 

every time you are completely transparent, you just give way to manipulate the system. And I don't 

really know how transparent one should be with that like with the algorithms. 

 

[00:23:26.950] - Milad 

Yes it's very tricky and a difficult question as a platform owner. I mean on the one side you want to 

encourage others to produce but on the other side, as you said you don't want to give them the 

ability to manipulate. 

 

[00:23:44.610] - Participant 

But for me as a content creator, I just want to focus on the best video and the best viewing 

experience. What should the audience see and feel like when they're watching it and what should 

they learn on which way? And then I do my best to put this into one video and then I'm  just hoping 

that I can trust MILLA or YouTube or whichever platform  to distribute this in a way that makes 

sense, that they algorithms kind of understand what I was looking for and not that I have to shape 

my whole video just around the algorithm but the algorithm is rather shaped by my video itself or 

not even by my video but by the reaction that users have to my video. The algorithm learns over 

time that maybe he does videos which are in a strange format but people enjoy it that the algorithm 

has to adapt and see: Ah! it's a strange format but people enjoying it so I have to change my 

parameters. 

 

[00:24:55.830] - Milad 

How do you intend to interact with end users on the platform? 
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[00:25:03.830] - Participant 

Well,this is also a question of whether of how they can participate in the platform if they can write 

comments I maybe encourage them to write comments or if they can give me a like then I encourage 

them to give me a like.  But yeah and even if there are maybe interactive abilities to make e-learning, 

quizzes and tests, I would also like to play around with this and see whether this could be a good 

thing for educational stuff. And so the way I interact with the audiences is hugely dependent on the 

platform I am on. even with social media, you just do the stuff that works on each platform. And so 

I would see the platform first and then I know how to interact. 

 

[00:26:11.780] - Milad 

Do you want to access data of the users? If yes, to what extent do you want to access user data? 

 

[00:26:32.370] - Participant 

So I would say, the YouTube analytics business what I'm comparing it, and they give some broad 

things like just the gender or how much percent of it especially for for math or the Mint math 

informatics science and technical field, it's always interesting how much percent of your audience 

is female because there's a big gap between the genders in this area. 

 

[00:27:04.560] - Milad 

Is it more guys? 

 

[00:27:07.050] - Participant 

Yeah it's usually more guys. So for me I think I have a 80 percent male audience also 70 to 80 percent 

depends on the day and so on and on each day it's different. But I have already seen like from physics 

channels on YouTube which are like 97 percent male audience and so on. But at least on YouTube 

it's pretty common that specific channels are mainly watched by one gender. So yeah but stuff like 

this is all always interesting but also it does not really shape my my worldview or how I create 

content that much. I'm trying to think of what the most useful YouTube analytics statistics are, but 

I think the most useful is really the comment section as if people really feel like they it's natural for 
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them after the video to a two to write short feedback in the comments section. Then you can read 

what they enjoyed or what what they find annoying. And so this is the most valuable feedback. 

 

[00:28:24.730] - Milad 

Okay good. Okay thank you very much for the interview. 

 

[00:28:31.080] - Participant 

Yeah it was very good. Thank you so much. 

  
Appendix 3: Interview Amateur II (28.05.2019) 
 
[00:00:08.780] - Milad 

All right. Thank you so much for taking part in the interview. My name is Milad Habib, I am currently 

writing my master thesis about the e-learning platform MILLA. During the next time I will ask you 

some questions that are related to your participation on MILLA. All information will be kept 

confidential and be treated anonymously and none of what you say during the interview will be 

attributed to you unless you give explicit permission to do so in advance. Also, of course you have 

the right not to answer any questions you for whatever reasons don't want to answer. And if at any 

point you wish to cancel, the Interview will be stopped. Again, all information collected will be used 

exclusively for the purpose of our research. I would also like to record the interview electronically 

and use the recording for the analysis. Is that ok with you? 

 

[00:00:57.850] - Participant 

That's perfect 

 

[00:00:57.850] - Milad 

I estimate this interview to last anywhere between 20 minutes and up to about an hour. However, 

there is no real time limit so you're most welcome to give lengthy answers or also elaborate on your 

statements if you want to. So, considering his information just provided to you, are you still okay 

with participating?  
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[00:01:16.620] - Participant 

Still OK.  

 

[00:01:18.520] - Milad 

All right. Perfect. So the first question is Why do you want to join the platform? What are your 

specific goals? 

 

[00:01:27.700] - Participant 

So as far as I've seen for now it's like a very open for many people for many kind of skill sets for 

many kind of departments, technical, non-technical and kind of in every possible situation. So, 

joining the platform would be really interesting to not only promote myself but also to deploy and 

provide learning material for non-technical people about technical problems like technical skills. 

Actually it is really about developing technical skills for it for non-technical people in a nice and visual 

way in a practical way with lots of practical assignments and stuff like that. So this is kind of why I'm 

interested in joining. I did a few other courses before and wrote a book about data visualization, so 

I'm very into visual learning and applied learning and I think I'd like a general lesson for all people 

accessible for free would be really interesting to maybe shift the interest of a lot of people in other 

directions as well. 

 

[00:02:45.740] - Milad 

Okay so how do you want to make sure to achieve your goals? Do you have any strategies already 

in mind? 

 

[00:02:58.670] - Participant 

I mean as far as I know the platform right now is only like a concept right? So it's not there yet. So I 

only have a very blurred view of how the platform will look later on. So what I would do is definitely 

writing course outlines before I actually start recording or deploying the courses, so that they can 

get approved and and can even get maybe tweaked by people in, I don't know, the review 

committee or there will probably be something like that to do that. So there might be some ways 

to to kind of. Do corporations even with companies so that they pay for specific courses they need. 



 

100 
 

Like with for example Udacity where they have corporations with big big companies that help 

develop specific courses so they can really get people that are trained in specific skills that's already. 

 

[00:04:02.230] - Milad 

Okay. Are you familiar with the business model of MILLA?  

 

[00:04:05.820] - Participant 

No. No.  

 

[00:04:09.440] - Milad 

The revenue model? If you have read something about it. 

 

[00:04:14.310] - Participant 

You mean revenue for people who are recording stuff?  

 

[00:04:16.760] - Milad 

For course providers 

 

[00:04:22.870] - Participant 

Okay. Yeah I saw it a little bit in the presentation slides but it's more like a very very broad overview. 

So as far as I know it's based on the the importance of the specific skill set that is taught in the 

project and in the ratings and among the students they have. So it's kind of a calculation between 

different factors that is then intelligently adjusted to data like demand. 

 

[00:04:54.160] - Milad 

Yeah exactly. And based on the feedback you get on the courses you will generate the revenue. 

Yeah. Let's talk about the business model. What are your thoughts about the business model or the 

revenue model you just explained? 

 

[00:05:11.730] - Participant 
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I think it's really interesting. I mean it's good that if courses or lecturers or whatever skill building 

information gets good feedback and if it is of good quality then it should profit more right. Since I 

read that there will be like a lot of content available so everybody can develop content and then 

push it onto the platform. So there has to be some way to really differentiate and to also filter for 

content with good quality and maybe even like a good presentation and where people like... 

 

[00:06:18.190] - Milad 

The connection became very bad, can you just repeat the last part? 

 

[00:06:30.640] - Participant 

Ok, the last part was about. Yeah. What I think is good about this is revenue model having many 

factors set in this in this revenue model and not just like "OK your course will sell for 10 bucks, it 

doesn't matter if it's good or bad it doesn't matter if the feedback is good and doesn't matter if it's 

even needed or if you're just fraud stuff that the people will buy because they might think it's 

interesting but really develop on or builds courses on the on the base of demand of people of 

demand of customers and businesses especially. I think it's real interesting. It's a good a good idea 

too.  

 

[00:07:17.840] - Milad 

Yeah, considering that the revenue model. To what extent would the revenue model affect your 

participation on MILLA? 

 

[00:07:28.230] - Participant 

Hmm, good question. I think it really depends on the state of my career I would say. So for example 

I did a lot of things in the past that were completely free and I never expected any outcome from it 

just because it improved my credibility for future employees, for possible future employees and 

stuff like that. So having a good credibility in many many different entities that all go together and 

build this personal profile of yours is this more important to me than making revenue, but at some 

point being able to make money from it would definitely be one of the most important things.  
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[00:08:20.860] - Milad 

Would you consider to produce regular content or can you think of anything that could motivate 

you to increase your efforts or produce more content more frequently?  

 

[00:08:37.970] - Participant 

Hmm, yeah probably. For most people it probably would be if there is more money to make. I mean, 

if you can make a lot of money from it, there will definitely be more actions and there will be more 

people interested and motivated to produce more content. But I also think it's important to get 

feedback from people and see that there are people actually using and profiting from what you do 

from the courses you create there and the lectures you create. This is playing of the viewers of your 

content would be very interesting when you see a specific person took your course and maybe half 

a year later or a year later you can look up to the person that bought the course or kind of went 

through your whole course and you see one or half a year later you can see on her LinkedIn that 

she's now employed somewhere that required what she learned in your courses as a skill. This would 

be really interesting for me. 

 

[00:09:49.620] - Milad 

Yeah and then you can be proud of yourself. 

 

[00:10:02.840] - Participant 

Yeah exactly. 

 

[00:10:03.360] - Milad 

Can you think of any factors that could negatively affect such efforts and why? 

 

[00:10:15.500] - Participant 

Probably the biggest reason I would stop or quit doing something like this, is if there is kind of like a 

flood of content coming to the platform and there is no filtering, there's just too much crap or too 

many courses of bad quality in order to find what is good. Especially, in the beginning when there is 

no like this selection process or is this really rise of one or two or a bunch of really good courses and 
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then only did the bad stuff comes in so people can still find okay by review or by rating. But if 

everything comes right away and it's not filtered by it by some third party or by some reviewers, 

then I think it would be really demotivating if you produce good content, you push it to the platform 

and there's five hundred other courses that do exactly the same thing but only that they do it in 

really bad quality or in really bad teaching styles and stuff like that and they still get a lot of views 

because people cannot differentiate between good and bad course right from the beginning 

because you have to look into the course itself beforehand or you have to take some lectures and 

see if they are good before you can judge. And so this would be probably very demotivating. 

 

[00:11:42.800] - Milad 

Are you aware of competition? And how do you want to overcome competition on the platform? 

 

[00:11:46.520] - Participant 

I mean if I compare it to Udemy or Udacity. Udemy is probably the biggest one because Udacity is 

very high quality content So mostly, I think Udemy is the biggest one. So the thing is being early or 

having a niche, a very niche topic are two of the most important things that you can probably do 

because once there is an established course you can't go in and kind of create a nicher that is that 

you can push it from the side and people still take but having like ten courses that give you an 

overview of one technology, yeah it's useless, it's a waste of time.  

 

[00:12:45.620] - Milad 

Do you expect MILLA as a platform owner to support you in any kind of way when it comes to 

promoting for example your courses?  

 

[00:13:04.190] - Participant 

Yes, I mean I expect to see some ways, not like mandatory ways, not like either it supports me or 

not but more like maybe like or something like where you can say no I don't want any promotion 

from them because this would increase the effort for them, right? They would take shares of my 

revenue of course. Otherwise it probably wouldn't work and then they maybe there are three ways 

you can do it. You choose either no advertising at all or you choose some advertising which is very 
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basic or you go like oh all in it and they push it or they advertise it everywhere also on third party 

pages and things like that. 

 

[00:13:47.150] - Milad 

I mean it doesn't have to be necessarily advertisement. I mean you are probably familiar with 

Netflix, YouTube, also Udemy/Udacity. You get recommendations, so just basic recommendations, 

which could be linked on an AI, which kind of tracks the preferences of the users and based on their 

preferences they will get certain courses recommended. So yeah considering... 

 

[00:14:15.860] - Participant 

Sorry. I would expect that to be unbiased. I don't want that to be influenced by either if a person 

pays for it or not? 

 

[00:14:27.830] - Milad 

 Can you elaborate on that? How do you expect that their recommendation system to be? 

 

[00:14:31.190] - Participant 

I mean there are different ways. I mean, every A.I. system or every machine learning systems is built 

on different parameters, right? And if you decided in a way that it does not take the amount of 

money that is invested or that it is shared with platform provider into account into that specific 

model then you make. Are you okay let me say this in a simpler way. You just don't want to make 

sure that the model is not influenced by whether a course is advertised by the by to platform itself 

or not. So if a person watches courses about I don't know whatever maybe likes programming 

languages, then you want to get recommendations from other programming languages because 

they are good. Maybe because they're not the most watched ones because they have a good rating 

and not because the problem like the creator of that of that specific course payed for it, right.  

 

[00:15:42.800] - Milad 

So to what extent do you wish MILLA as platform owner to be transparent in regards to the 

requirements of getting highly promoted by the recommender system? 
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[00:15:57.350] - Participant 

So what I, in the best case, what I would wish for recommendations is that it shows you that it's a 

recommendation from the platform and then you can click on some link or something like that says 

why is this recommended to me. And then you get a reasoning, maybe some traffic like in traffic...  

 

[00:16:43.340] - Milad 

Let me just let me rephrase my question. Do you want MILLA, as the platform owner, to be 

transparent to you as a cost provider? By giving you the requirements you need to fulfill in order to 

get highly recommended? So to what extent do you think MILLA should be transparent in that? 

 

[00:17:26.370] - Participant 

Fully transparent. 

 

[00:17:26.370] - Milad 

Okay, good. If you recognize an unbalanced promotion, to what extent would that affect your 

participation? With unbalanced promotion, I mean, if you think okay, my course is very good, much 

much better than another course but this course by course provider X gets more promoted, even 

though I produce the better content. Just as an example, would that affect you in any kind of way? 

Or to what extent would it affect you? 

 

[00:18:10.570] - Participant 

I think that's difficult to say. It depends on on how different the quality, how different the feedback 

and reviews of that course and how different that demand of students is for the courses. Right. So 

it's more, if it seems unfair, if it really seems unfair that there is no participation in your course and 

there's some or if the other one is promoted then it would definitely affect me because then I would, 

of course, feel treated badly. 

 

[00:18:49.960] - Milad 

Okay. All right. It's more like a subjective like. By own interest, how is it being treated on Udemy? 
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[00:19:30.890] - Participant 

On Udemy I know if all of all of the revenue come over an affiliate link that you post somewhere 

and people come over that affiliate link so you don't pay anything. So they don't promote you as 

well so you have to have either a very good content and you get many people or you tell them they 

can promote you on their own page, which is 30 percent for them, 70 percent for you. And if they 

promote you even on YouTube, on other platforms they get 70 percent of the share and you get 30. 

 

[00:20:02.750] - Milad 

All right, let's continue talking about the competition. Consider MILLA starts producing their own 

courses in order to, I don't know, enhance the quality of the platform. What are your thoughts about 

that? If they all of a sudden start producing content in your area or courses that cover your 

topics?ThereforeOkay 

 

[00:20:53.000] - Participant 

I really wouldn't care because as I said before that for me there's a more important core idea behind 

a learning platform. This is, educate or teach people and if there's more content coming out from 

more people in different areas because they wouldn't produce five courses of the same topic right. 

So they would do a lot of other courses as well. And then they would completely fulfill the 

requirements this whole platform, why not? Maybe it changes from being a platform that just has 

content from random people that produce mediocre or bad content to having like a core team of 

people that already produced content, so maybe they will contract the other people because they 

will have to have some producers of those content, right? So maybe it changes from "I am a private 

person and I am publishing a course to the platform to being hired by the platform to produce the 

content for them about a specific topic". 

 

[00:22:04.330] - Milad 

The scenario you just explained, would that be something for you or would that be interesting for 

you to be hired by MILLA and produce content for them?  
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[00:22:15.880] - Participant 

Yeah, I would think that would be really interesting. 

 

[00:22:21.370] - Milad 

Ok, Yeah. How would you ensure your courses fulfill required quality standards? 

 

[00:22:35.140] - Participant 

I think this again has to do with peer review process. I would also add I would I would really rely on. 

I mean there has to be some way of reviewing so there has to be some team or are even, you talked 

about the AI before, so maybe there is some machine learning model or some  AI model that at least 

does some very basic qualification of the content and decides whether it is content is good enough 

for the platform or not. Or it has to be reviewed because quality is subjective for a lot of people. 

Even if the visuals of that specific course is bad, maybe the teacher is incredible and teacher's 

concepts like nobody else. So it's also kind of difficult topic. 

 

[00:23:30.010] - Milad 

OK, let's talk about the technical side. I mean, we know you already have produced courses and it 

might be interesting for MILLA to put your existing courses on MILLA if that's possible. How do you 

intend to implement your services on MILLA?  

 

[00:23:51.300] - Participant 

So I mean for the content I created already, it's only videos, that would be super simple because I 

have all the videos ready, right. So I just have to upload them and recreate the structure of the 

course on the MILLA platform. 

 

[00:24:39.680] - Milad 

To what extent do you wish the platform to be open in order to enable you to just put the courses 

on the platform? 

 

[00:25:02.820] - Participant 
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Or could you maybe you elaborate on thatß What exactly do you mean with that? 

 

[00:25:09.880] - Milad 

I mean there might be certain degrees of openness. MILLA for example could say, we only accept 

this specific format for all the courses on the platform. This might result in you having to reshape it 

or MILLA is very very open accepting every format on the platform so everybody can just take their 

courseswithout adjusting them they can just put it on the platform.  

 

[00:25:38.330] - Participant 

I would restrict it in a way that you maybe have... It depends so you maybe have three different 

kinds of of course because if you do too many different ones people will get confused on how they 

can go through the course and things like that. So maybe you can have only video courses which  

only can have video content. 

 

[00:26:10.780] - Participant 

Sorry, I just stopped because I wasn't sure if you're still there.. 

 

[00:26:19.640] - Participant 

So maybe you can have three different ones maybe "only media courses" that really only have video 

content, then you could have an interactive course with some online development environment for 

example or online. There are so many different kind of skill sets that could that that are planned to 

be displayed on MILLA. But I wouldn't do like just it is super open and everybody can do what they 

want.  

 

[00:26:56.830] - Milad 

Yeah but if you think of your own participation on MILLA. I mean, to what extent would you consider 

reshaping your courses to comply with the requirements on the platform? 

 

[00:27:26.050] - Participant 

Hmmm.... Probably  
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[00:27:27.190] - Milad 

Probably? 

 

[00:27:27.790] - Participant 

It depends on the amount of changes, on how complex it is and how much changes are needed. If 

it is like creating a completely new course, then I probably wouldn't do it. In most cases you have 

most of the content already ready, so you might have to do some small adjustments or things like 

that it is not too complex and doesn't take too much time. 

 

[00:27:50.390] - Milad 

How do you wish MILLA to support you in the technical implementation of your course? I mean to 

what extent should they provide support? Maybe you can also elaborate on the way you Udemy or 

Udacity does it? 

 

[00:28:07.890] - Participant 

Basically, they have an online editior where you can create new lectures, create new sections and 

there you can upload your videos or create some text files and things like that so it's very basic 

there. But it's only video based courses so you don't have any interactivity. Well, you also have 

quizzes and stuff like that but it's  very low level what they do is there is not a lot of content to do. 

What I would wish is that there are ways to really give your courses a way to be helpful and 

interactive to people that are going through the course because only watching videos is not suitable 

for a lot of people because you need to redo what you heard or what you read before in order to 

really understand what it was and what it was about and how to do it. So how they should support 

me is that they provide the best possible... Like a web page builder for example, like a website 

builder. I have different function blocks, different widgets that I can easily integrate into my course, 

which will then allow me to help them with having maybe like an online editor executable 

environment. Yes and things like that. An actual code editor in the browser where you can write 

code and does code highlighting and syntax highlighting and things like that so you don't just have 

to write text files. It's just very different widgets is that I can leverage to make the course more 

interactive and better. 
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[00:29:53.980] - Milad 

OK. So yeah the very last question. If you think of everything we just talked about  maybe you can 

just elaborate on the question how MILLA can support you in achieving your goals? Maybe you can 

think of three to five factors? 

 

[00:30:34.850] - Participant 

I mean the most important part is that they provide a platform that is convenient to use and that is 

simple to use basically. That's the most important part because otherwise people won't create  

content for it. I mean at least non-paid people because as always people are expected to create 

content and then for free and then they push it out there and maybe they get revenue over time. 

So being simple and convenient to use is very important. They definitely need a way to review 

content  because, otherwise. I wouldn't do anything because otherwise it will just be populated with 

trash content that people hope to make a little bit of money with -  So it's also very important to 

me. And I think the third one would be, giving me feedback on what if it's actually helpful for people 

or not. Because if I just create things and people don't care about it or people don't do it and people 

have nothing out of it then I mean why should I waste my time in doing this. Then it doesn't make 

sense for me. 

 

[00:31:54.890] - Milad 

OK. Cool. Got it. Got it. Yeah. Do you have any questions regarding the interview? 

 

[00:32:05.190] - Participant 

Hmm no, it was a lot of fun.  

 

[00:32:06.090] - Milad 

OK. All right then I would just stop the recording 

 

Appendix 4: Interview Company I (24.04.2019) 
 

[00:00:00.000] - Milad 
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Thank you so much for taking part in the interview. My name is Milad Habib, I am currently writing 

my master thesis about the e-learning platform MILLA. During the next time I will ask you some 

questions that are related to your participation on MILLA. All information will be kept confidential 

and be treated anonymously and none of what you say during the interview will be attributed to 

you unless you give explicit permission to do so in advance. Also, of course you have the right not 

to answer any questions you for whatever reasons don't want to answer. And if at any point you 

wish to cancel, the Interview will be stopped. Again, all information collected will be used exclusively 

for the purpose of our research. I would also like to record the interview electronically and use the 

recording for the analysis.  

 

[00:01:05.100] - Participant 

That is all OK with me. 

 

[00:01:14.340] - Milad 

I estimate this interview to last anywhere between 20 minutes and up to about an hour. However, 

there is no real time limit so you're most welcome to give lengthy answers or also elaborate on your 

statements if you want to. So, considering this information just provided to you, are you still okay 

with participating? 

 

[00:01:24.120] - Participant 

Still OK. Yes.  

 

[00:01:29.790] - Milad 

Awesome. So the first question. Why do you want to join the platform? What are your specific goals? 

 

[00:01:37.710] - Participant 

So I mean as [COMPANY NAME], we already have a platform called "Zukunftswerkstatt" in German, 

in English it's called "Grow with [COMPANY NAME]" where we already provide online trainings to 

well, everyone really, it's free of charge and so anyone can sign up to to take these courses already. 

So for us, the platform MILLA what would just be kind of an enhancement of the let's call it grow 
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with [COMPANY NAME]. Maybe it's it's easier if you want to write it in English. In "Grow with 

[COMPANY NAME] platform let's say. So it would just be a way of opening up our online courses to 

a broader audience because I think it's a very specific audience that goes on the "Grow with 

[COMPANY NAME]" Web site at the moment. People who are already generally interested in digital 

technologies and in retraining or training in general. Yeah those kind of digital skills whereas I believe 

that people that will head to MILLA may not have such a specific goal at hand because it's a much 

broader platform that say so people might find our courses on that as well who may not have 

searched for it specifically. So I would say that's probably the biggest this incentive that we would 

have if we were to join. I mean additional benefits I see and I guess there's not a certification scheme 

per sé but having such a breadth of other courses on a platform such as MILLA which would be kind 

of state run then maybe gives an additional kind of boost to the credibility of our courses because 

they're no longer just sort of a course by [COMPANY NAME] but it's it's might add additional 

credibility I think if it were on the platform okay. 

 

[00:03:57.500] - Milad 

Very interesting. And how do you want to make sure to achieve your goals.? I mean you just 

mentioned them but do you have any specific strategies in mind already how you want to interact 

on the platform as well? 

 

[00:04:12.670] - Participant 

No, I think we we would probably need to see how exactly the platform would look like. Because at 

least to the best of my knowledge, I don't yet have a very concrete idea of what MILLA would would 

look like in practice. Like how would how would it be advertised. How would people go on that. Like 

would they sign up for let's say a curriculum that that says you going to learn online marketing and 

then there are different courses from different providers or whether it's kind of you go on there and 

you searching for digital marketing and then you can pick and choose one or if it's kind of clustered. 

So I think it would depend on how the platform would look like in the end what our strategy would 

be. I mean, right now since we already have something to offer. My initial thought would be that 

we would try and integrate what we have into the platform MILLA and then see whatever is planned 
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in terms of how to present the courses that are on MILLA and then to see how we can make sure 

that people are actually taking the courses that we have on offer. 

 

[00:05:37.350] - Milad 

OK. And what motivate you to produce regular content or at least increase your efforts? I mean you 

said that you have offerings already and you just want kind of re-use them on MILLA. But do you 

see any possibility that would increase your efforts in producing more maybe also exclusive content 

for MILLA? 

 

[00:06:06.030] - Participant 

Yeah I think it's the reach of course. I mean if we're able to get a big reach on the platform then I 

think that would be really fantastic and really definitely an incentive to see to to get more involved 

even more involved. Yeah. I mean creating something exclusively. Yeah I'm not so sure what the 

[COMPANY NAME]" colleagues would say. You know I think that's kind of an internal decision that 

we would have to take whether we can justify as a provider ourselves to then produce content that 

may not be on our own platform. Like saying it out loud doesn't it.. I would say that sounds 

somewhat illogical to do. However I could imagine and I know like something like podcasts or other 

medium maybe not so much the online courses per sé but I could imagine something like a podcast 

maybe with people from [COMPANY NAME] or with some of the trainers or to have like some stories 

of the people that attended the workshops. I mean, something along those lines. Exclusive content 

I would see a little bit more skeptical only because then we would kind of cannibalize our own 

platform. 

 

[00:07:36.880] - Milad 

Initially you mentioned that the courses are free of charge on Grow with [COMPANY NAME], right? 

Whereas on MILLA you would get a variable revenue model and you would also generate some 

revenue. Do you have any economic incentives or requirements for participating on MILLA? 

 

[00:07:58.390] - Participant 

We would not, no. So 
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[00:08:00.670] - Milad 

Consider the fact that you won't reach certain revenue would that affect you in any way? 

 

[00:08:16.000] - Participant 

I think if there's a desire to join MILLA, we are not looking.. I mean our business model is not making 

money from online courses at all. So it would no, no. 

 

[00:08:29.890] - Milad 

But the offerings on MILLA and Grow with [COMPANY NAME] would still differ, right? You would 

not kind of mirror the [COMPANY NAME] platform onto MILLA, would you?  

 

[00:08:39.820] - Participant 

I mean I I think it could be an option. I mean again it would depend on whether there's like any 

curation done on the platform unlike the MILLA platform whether it makes sense to dump all of the 

content that we have already or any just like that. What like mirroring what we have on on MILLA 

might not make sense. So I mean I think it depends on the expectations of the platform as well. And 

I think it's certainly something that we could do since you know our incentive is to kind of increase 

the reach of our program. But I think we would be open to discuss. Like does it make sense to do it 

that way. Is there some is that like of course maybe needed. Could we put something else on the 

platform like MILLA. I think we are generally quite flexible in that. it's really not. I mean it obviously 

takes some time. But yeah it's not something out of reach. I mean you also mentioned I mean, in 

the previous question you asked that exclusive content. Like with different partners. I mean 

exclusive content again, not sure. But yeah I mean working with other partners who are also on 

MILLA, I think that's also another very attractive feature of going on the platform you know if you 

said: OK there's, I don't know, a trade union or this I don't know another company that we haven't 

had an interaction with but who may have complementary offerings or who may have specific 

demands where we can say hey let's get together on the platform as do something together. That 

could also be something that's quite interesting I think. I mean we had discussions with them one 

of Germany's trade unions, Verdi. So we actually have a project with them at the moment. It's also 
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about reskilling. And when we were talking to them they also mentioned that like their own 

workforce is not very digital let's say. And their way of working is as you might imagine from a trade 

union sometimes a little bit slow and not as agile as maybe in a company such as [COMPANY NAME] 

or another startup or whatever. So they actually were quite interested in taking some of the courses 

that we have on like agile working models. In the end it hasn't worked out yet that we get together 

on that. But I mean I could imagine that it could also be a platform. Where people then come up to 

us and say: OK you have this course, it sounds really interesting to us, can you like tailor make it for 

us? And then we take it like to let's say this trade union or wherever. So as a kind of meet up place, 

I think that could also be interesting. So it might not be about making new content with partners 

but bringing interested people together on the platform. 

 

[00:12:02.190] - Milad 

Sounds very interesting since this could realyy potentially happen. This could really happen since on 

MIILLA you will have several actors from several industries coming together and not only offering 

courses but also interactin in another way. 

 

[00:12:21.850] - Participant 

Yeah it's kind of like the peer to peer in a way. Yeah except I mean it's not an individual but like an 

entity to entity I suppose, could be . 

 

[00:12:33.600] - Milad 

You just mentioned curation. Do you see MILLA as a platform could support you in achieving your 

goals in any way? 

 

[00:12:49.390] - Participant 

What exactly do you mean, what kind of help would you offer? 

 

[00:12:53.210] - Milad 

I mean MILLA as a platform provider. Could be for example um presenting of certain courses, it 

could be promoting your services, things like that. 
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[00:13:13.150] - Participant 

Yeah. I mean yes I think so. I mean another another of the goal of our "Grow with [COMPANY 

NAME]" narrative is you know we want to empower people to use digital technologies. I mean if 

you look at kind of the statement the mission statement of [COMPANY NAME] is to make the world's 

information universally accessible and useful. So actually how do you make information accessible. 

I mean the information needs to be kind of out there in the first place. So the more people kind of 

train in digital skills the more people will kind of feel comfortable with digital technologies and so 

on. And additionally, we want to encourage especially at the Mint topics or subjects so mathematics 

engineering or Technology and Science. I mean those are kind of the goal of the "Grow with 

[COMPANY NAME]". So I can see that MILLA could play a role and in achieving those like maybe 

having a MINT  or whatever it would be called, I don't know like a campaign for one week you know 

specifically those kind of subjects are those of courses. That objective will be feed like you know on 

Spotify you have an album of the week or maybe on Netflix you have a video of a movie of the week 

that you can then also have these kind of topical campaigns put forward certain objectives, could 

be something like: I mean, I don't know like a I is kind of the technology that everyone is talking 

about right now. So it could be something like Spotlight on A.I. and then you know you can have 

specific modules. But in that sense I could also imagine you know that we say OK we have an 

interview by, I don't know, AI developer of [COMPANY NAME] or another tech company. And during 

this kind of week, you then have I don't know, you have this like our long video podcast or something 

like that by someone who can explain the technology. And then they can kind of feature this week 

and kind of be maybe like a magnet I guess or like an additional marketing thing. Yeah, those would 

be kind of initial ideas. I think in terms of curation I think it's super interesting to look at it not just 

from like who's putting the courses online, like who are the different actors, but also to be very 

active in curation. You know and then like pull different causes together so that when someone is 

like: I'm interested in and flexible working models, then they can click on that and MILLA has already 

provided five or six different courses maybe from different providers that will then you know that 

you can then take in a week or so like one every day. And that kind of gives you different 

perspectives on the topic. So I think that that would be something where MILLA can definitely add 
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value in my opinion and makes it kind of more interesting as well. Yeah, so there are some people 

who are on the platform. 

 

[00:17:11.090] - Milad 

If you recognize support by MILLA, would that affect your participation any way? 

 

[00:17:27.590] - Participant 

What do you mean you "recognize support?" like a  

 

[00:17:30.120] - Milad 

Support in promotion for example.  

 

[00:17:34.730] - Participant 

The question is if we got it, would it change whether we interact with it? 

 

[00:17:41.320] - Milad 

Would it  change your overall interaction on the platform? 

 

[00:17:45.760] - Participant 

If we got additional support from MILLA. Ah ok. Yeaaah, probably. I think you would probably be 

more engaged on it if you feel like the platform is taking an active role in shaping the curriculum or 

shaping the progra than if it were just a kind of static platform where people, people but institutions 

or organizations can upload their content but then not so much else is happening. So I think that 

the greater the role of MILLA  the more engaged they can get the community the greater the 

incentive for us to be active as well and to participate and to maybe create apps on there and I think 

of different ways of engaging, but I don't think we would say we're not going to participate if there 

is no active role of MILLA. But then yeah I think we would quietly be a little bit remorseful that not 

more is done because the platform we believe has a great potential. 

 

[00:19:08.020] - Milad 
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Yeah makes sense. I mean as you can imagine [COMPANY NAME] is not going to be the the only 

partner on MILLA. So the platform provider has to kind of make sure that everybody's happy and 

considering this, do you think it makes sense to make to kind of make it transparent what are the 

requirements for the platform provider to support certain partners? 

 

[00:19:35.200] - Milad 

And what how would you react if you recognize an unbalanced support? If you know what to 

understand what I mean. 

 

[00:19:49.220] - Participant 

I mean, me personally but also as the company I think we really put off of transparency. So I think 

more transparency you provide and the sense that of what kind of support is offered but to who the 

better and who are the partners and what's going on and in the kind of marketing promotional 

space. I think the better because this is the kind of information that will otherwise like two years 

come come out and then could just harm the reputation and it's kind of unnecessary because there's 

nothing, I mean, there's nothing strange or unusual happening when when the platform is talking 

to a lot of different players and stakeholders. I think it's it's totally normal. So I mean OK if you said 

you're only providing support to [COMPANY NAME] and no one else, then I think that would be 

strange and this would not be the expectation that we have MILLA either. So but I would not think 

that you know MILLA, which is funded by tax payers money would then go out and be very like 

intransparent about the way they're handling relationships with partners and supporters. But yeah 

I think we as [COMPANY NAME] would definitely value transparency. 

 

[00:21:26.040] - Milad 

Sounds very interesting. Just one scenario: Consider MILLA starts producing their own courses in 

order to enhance the platform with high quality courses. What are your thoughts about that? 

 

[00:21:52.790] - Participant 

I think I mean you know you always branded as the sort of Netflix for training or retraining  
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[00:22:00.260] - Milad 

And Netflix produces its own series, right? 

 

[00:22:02.240] - Participant 

They do as well, exactly. And I think it's I think it's positive. I mean if I I don't know how it would 

work in the training sphere but obviously in the Netflix sphere I think it enhances competition in a 

good way that it enhances quality. And it also forces all the service providers to make content 

specifically for Netflix or Miller as opposed to having maybe like a series like a movie that was maybe 

supposed to be for the cinema. But actually when you then watch it on Netflix on a small screen it 

doesn't work so well. So I think there's a lot of content that's produced that's like on Netflix that's 

probably better suited for smaller screens. So it's just adapting to to your audience. So I can imagine 

that once MILLA starts putting out content, people might stop making content specifically for the 

platform as well. But yeah generally I don't see why not. I mean it's more like a future scenario since 

we'd like to see the platform first and then you know think of like how to to develop it further. 

 

[00:23:34.640] - Milad 

But what if you, I mean, let's dig a little bit deeper. You're on the platform, MILLA has produced 

their own courses that are very similar to what you produce: Would that kind of effect you in 

producing maybe other courses that cover other topics maybe? What are your thoughts general 

thoughts about that? 

 

[00:24:02.930] - Participant 

I mean I think our first like why we're producing content or like trainings, it's usually to put them on 

our platform. So I think that that will remain the main motivation. So if there are similar topics, 

similar courses on MILLA then that's probably regrettable in the beginning. And we would just need 

to see, I mean, we don't want to cannibalize MILLA East courses vice versa. And it would not be good 

for us either. If all the traffic that went to "Grow with [COMPANY NAME]" would then go to MILLA. 

I mean it would be kind of waste of resources in a way on either side. So I think it would require 

some coordination in terms of the curriculum if that's like a topic or like a direction MILLA wants to 

take to go into the digital skills then I think it requires the kind of focus I had just to make sure we 
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don't offer the same courses. But generally, would it push us to produce different content? It's really 

hard to predict right now because I think there's a lot of factors that play into it. Like where do we 

step in. Yeah. It depends on the reach of the MILLA platform and whether we still reach like whether 

it's different people that are reached or whether it's like the same people that would go on our 

platform? But it's not really a problem. It's just a challenge that requires kind of planning and 

structure just to make sure that we're kind of aligned and not taking away from each other because 

I think we have the same objective. 

 

[00:26:20.840] - Milad 

Yeah totally. How do you intend to implement service on MILLA. Do you have any anything in mind? 

I mean from a technological view how do you want to implement it ? 

 

[00:26:43.450] - Participant 

Yeah. I mean the way "Grow with [COMPANY NAME]" works is that you just kind of search for very 

specific topics you're interested in and it will show you the courses that are available. I mean we 

also have offline couses but I guess that's not so interesting right now that gets a bit more difficult. 

You can then also curate your own kind of curriculum that say you can pick several courses that are 

interesting for you and then you can pick a time when you want to take them. But I guess we just 

make them available on the platform. Like you add certain tags I guess to each of the to each of the 

courses so people would know when they search for, I don't know. That's what I optimization or 

something in that you have a text for that like digital skills, SEO or whatever  

 

[00:27:34.870] - Milad 

But maybe let me rephrase my question.MILLA it's a different platform than "Grow with [COMPANY 

NAME]" with different infrastructure. How do you want to implement your service, your services on 

the platform that are shaped to your platform specifically? Do you have any requirements from a 

technological point of view? 

 

[00:28:03.040] - Participant 
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I'm afraid I don't really know. I don't know what the technology are like what the requirements are 

to implement. 

 

[00:28:11.500] - Milad 

Are you open to make adjustments to fulfill the requirements on MILLA or do you just want to put 

your courses how they are on MILLA without any friction? 

 

[00:28:32.200] - Participant 

What would be the requirements? For example the requirements that are super difficult or.. 

 

[00:28:39.250] - Milad 

Depends on your courses, how complex they are and if MILLA can just put them easily on the 

platform, which is not defined yet but we have to define it very soon. 

 

[00:28:56.830] - Participant 

I mean generally speaking, I think, again, I can't say 100 percent. But usually, if we take the decision 

that we would like our courses to be on MILLA and that we would like to work with you then I would 

imagine that there are ways of adapting to your requirements. 

 

[00:29:22.490] - Milad 

Yeah. OK. That wouldn't be any issue?  

 

[00:29:28.380] - Participant 

I don't know hahah. But I mean, yes, I can just say like generally, if we see the value and we want to 

do it and we commit ourselves to putting the courses on there, I would think that we would adapt. 

But then again I don't know what exactly we would need to adapt like what we're adapting to let's 

say. So it's hard to give a definite answer. But from my experience in the past I would say we would 

try and make it happen. 

 

[00:30:06.000] - Milad 
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Yeah sounds awesome. How do you intend to interact with the end users on the platform? 

 

[00:30:17.100] - Participant 

That's a good question. I don't think we have any idea yet how it would look like. I mean, again, it's 

kind of a mixture of do you want to go more on the Amazon route with like, You know, you can 

review the courses and everyone can put comments or whether it's small. I mean I guess you can 

do that on Netflix but people generally, I mean at least I don't really use...  

 

[00:30:47.970] - Milad 

You will be reviewed  

 

[00:30:50.250] - Participant 

It will be reviewed. I don't think we have any strategy..  

 

[00:30:55.460] - Milad 

Just a little recap and based on the reviews you will also get the revenue. I mean the revenues 

generated by the performance of course performances generated by the reviews or the user 

feedback in general. 

 

[00:31:11.600] - Participant 

Okay. Generally, I mean I don't think we have any strategy yet to interact. But I mean I think if the 

platform requires certain interaction with the community or if there is a big community that's very 

engaged and really wants to have interaction then, yeah sure, we would adapt to that. I'm not sure 

we would already, like, when we make the decision or take the decision to to be on MILLA come 

with a the ready proposal and say this is how we want to interact with the community because it 

would simply be a sort of, I guess for everyone, it's a bit of a pilot you know it's like a test phase. 

Just see how the people that have used the training material, do they even want to interact like or 

are they fine like they know what they want to do and then they take the course they review it and 

that's fine. I mean do they have an interest in getting involved? I don't know. It's an open question. 

I don't know if there is any like best-practice. Personally on Netflix, do I want to communicate with 
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other viewers who watch the same movie as I? Maybe but maybe also not really? Does it obviously 

help to get the recommendation people who view this also view this. Same with ordering a book on 

Amazon. So I think, my initial feeling would be, it's more useful to focus on the recommended 

courses just to say, you know, we see you interested in search engine optimization. Have you 

thought of taking this class as well? And obviously, that opens the door for like advertisers as well 

to say: OK or like a coach. Maybe there could be coaches on MILLA as well to say: OK you've taken 

this class online and it was and of cost like 100 hundred euros or something, now are you interested 

to to maybe take that take that even further and here are some coaches that are available. So that's 

something I could imagine. I'm not sure that's necessarily something [COMPANY NAME] will do. But 

that's just something that just came to my mind. 

 

[00:33:44.190] - Milad 

How important is it for you to access the user data on the platform?  

 

[00:33:47.980] - Participant 

Not at all. I mean, I think we would probably need to have like how many people have taken the 

class. But I mean the rest, not so much. 

 

[00:34:09.490] - Milad 

And I think that’s it from my side. Thank you so much for the interview. 

 

[00:34:17.770] - Participant 

Thank you! 

 

Appendix 5: Interview Company II (03.05.2019) 

 
[00:00:00.000] - Milad 

Thank you so much for taking part in the interview. My name is Milad Habib, I am currently writing 

my master thesis about the e-learning platform MILLA. During the next time I will ask you some 

questions that are related to your participation on MILLA. All information will be kept confidential 

and be treated anonymously and none of what you say during the interview will be attributed to 



 

124 
 

you unless you give explicit permission to do so in advance. Also, of course you have the right not 

to answer any questions you for whatever reasons don't want to answer. And if at any point you 

wish to cancel, the Interview will be stopped. Again, all information collected will be used exclusively 

for the purpose of our research. I would also like to record the interview electronically and use the 

recording for the analysis.  

 

[00:00:54.110] - Participant 

That is fine, thanks. 

 

[00:01:26.310] - Milad 

I estimate this interview to last anywhere between 20 minutes and up to about an hour. However, 

there is no real time limit so you're most welcome to give lengthy answers or also elaborate on your 

statements if you want to. So, considering this information just provided to you, are you still okay 

with participating? 

 

[00:01:30.740] - Participant 

Yeah, perfectly fine.  

 

[00:01:45.920] - Milad 

Great. So, first questionis: What are your specific goals on MILLA. Why do you want to join the 

platform. 

 

[00:01:56.850] - Participant 

Well for us it's interesting for three reasons. First of all we maintain ourselves on an digital platform 

for training our employees. So we are interested in the the content available below. Secondly, we 

produce content to train our employees and our clients and customers business partners. So that 

could be also made available on MILLA. And certainly we run the infrastructure for such a digital 

learning platform. We run the infrastructure for large scale digital learning content providing and so 

we are also interested of course in helping to run and maintain such a platform. 
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[00:03:02.520] - Milad 

How do you want to make sure to achieve your goals? What are your specific goals? 

 

[00:03:11.010] - Participant 

There are three goals I just mentioned. So to provide input, to provide content to get content for 

our employess and also to provide the best digital platform we already maintain for our purposes. 

 

[00:03:28.450] - Milad 

Do you have any state strategies in mind in order to achieve such goals? I mean something specific 

already? Is there something? 

 

[00:03:36.660] - Participant 

We have an internal learning strategy where our employees are encouraged to learn 40 hours a year 

for themselves for their own training and for education and we also have a strategy for our clients, 

who are interested in in buying our product, which is the naked digital platform. But of course we 

also help and advice and consult with setting up an own digital learning strategy. With micro 

certificates and also more broader education scheme. So we have several strategies in place 

regarding the platform and the content and the education. 

 

[00:04:33.750] - Milad 

Okay. And is there anything that would motivate you to produce regular content on MILLA or at 

least increase your efforts in that regard? 

 

[00:04:44.580] - Participant 

Well of course, for us it's interesting to open our content to a broader audience. We have several 

specific courses online for our own product how to do use our cloud infrastructure, how to facilitate 

digital technical skills with regards to our product. So this is something we already make available 

on our website. So that would be, of course, interesting to put on MILLA to make it available to an 

even broader audience. 
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[00:05:22.940] - Milad 

Okay. Is there anything that MILLA as a platform provider could do in order to support you in 

achieving your goals? 

 

[00:05:35.040] - Participant 

Well of course it must be an open platform where content providers are encouraged to deliver 

content. It should be an easy to use platform for the users. And it should include, a kind of 

certification mechanism, which makes it possible to prove that certain skills are learned. 

 

[00:06:11.050] - Milad 

You just you just mentioned the term open platform. Maybe you can elaborate on the way you 

intend to implement your service on MILLA. Maybe also: how open should the platform be? 

 

[00:06:24.040] - Participant 

Well, open means, of course, that any content could be provided on MILLA. Of course, there must 

be a certain level of quality assurance. But in general, that shouldn't be too bureaucratic. On the 

one side on the other side there must be a mechanism to ensure that high quality content is found 

on the platform. I think on other platforms, for instance, on the Apple iTunes store this could also 

be done by user rating other mechanisms.  

 

[00:07:11.330] - Milad 

At the beginning of the interview you mentioned that you have your own platform already in place 

and that you that you kind of just want to mirror your services on MILLA, right? 

 

[00:07:22.730] - Participant 

Well that is a possibility. So, we have certain content, which i also available for the public. And this 

could be something, which could be made available on MILLA of course. And on the other side it 

would be also interesting to include content from MILLA to our learning and trading schemes if there 

is good content available as to include own content and party content on our platform. 
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[00:07:54.200] - Milad 

Do you want to integrate the MILLA technology into your own Internet maybe? 

 

[00:08:00.410] - Participant 

Well, I mean if there is an API or something and there is a good link to include. If that would be 

legally possible in terms of licensing. Then yes of course. We have we have several types of content 

on our platforms from e-books to your learning to YouTube videos to own produced content. So if 

that would be possible and there is a fit content-wise we would definitely consider that. 

 

[00:08:32.830] - Milad 

Yes OK. OK. Yeah. Let's consider economic goals. Do you have any economic incentives on MILLA? 

 

[00:08:42.820] - Participant 

Not primarily but of course if there is a remuneration or financial benefit in providing content to the 

platform, we wouldn't say no of course. But that's so far not our business model, but of course that 

would be an incentive to provide high quality material and to invest in such content. 

 

[00:09:12.090] - Milad 

We just talked about also the technology-side. Let's consider this versus economic incentives:  What 

would you rate higher or more important for you? Would you appreciate MILLA to open up their 

platform and let you access their technology? 

 

[00:09:43.780] - Participant 

Yeah I think an open platform would be perhaps more important to us, but I mean, that are two 

different sides of one coin. The one side is how to access content and the other one is if there's an 

incentive to provide content. So I think it's a bit different angle. But in general it should be an open 

based on open standards. There shouldn't be a vendor lock in so if you put content on the platform 

you should be able to to integrate it on other platforms as well. For instance if you provide let's say 

you're  gaming apps for educational purposes or something so that there shouldn't be something 
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which is vendor specific. But based on open standards and something which is open to to all 

different technologies not only one vendor specific technology which has to be used. 

 

[00:10:52.750] - Milad 

Would you consider it so to adapt to MILLA technology if it differs to the technology or the way you 

at your company implement the services  

 

[00:11:07.790] - Participant 

That should be designed in a way that all companies can make use of it by using API technology, 

neutral language, of course there is a degree of adaption. But I think the more open the the 

technology is the more people that could make use of the platform in general. 

 

[00:11:36.900] - Milad 

Yeah, I mean as you know, MILLA is a platform that yes gives its users the opportunity to gain new 

skills and hence, you as a company, could also go on the platform and potentially new employees 

for your own company. What are your thoughts about that? 

 

[00:12:05.610] - Participant 

I mean as we are always in search of highly skilled employees as a technology company this 

definitely something which is interesting. 

 

[00:12:20.190] - Milad 

And what are your requirements or what is important for you the platform should have in order to 

encourage to actually go on the platform and use it for recruiting purposes? 

 

[00:12:37.060] - Participant 

Well, I think good to find a common understanding of how skills are rated and how skills a can be 

proved by the potential employee. There are interesting approaches. Also in regard to block chain 

technology where it's quite assured and safe and proofed that people have certain skills. And I think 

this is something which could be taken into consideration. How to make use of certificates, how to 
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make use of kind of university diplomas and other proofs of education and skills, which could be 

perhaps put on a block chain to make sure that it's really authentic and can make that we can be 

sure that people have the qualification they claim to have. 

 

[00:13:47.700] - Milad 

Are you aware of competition on the platform? I mean you obviously are not the only one who is 

offering those services. 

 

[00:13:55.530] - Participant 

Well, I mean of course there is competition from the content side. From the infrastructure side. But 

yeah..  

 

[00:14:05.850] - Milad 

Well what are your thoughts about competition, how do you want to overcome competition on the 

platform? 

 

[00:14:11.480] - Participant 

Well I mean competition is in the nature of platforms, that's a good thing. So people have the choice 

to pick up on the best courses. And of course, when it comes to the technology infrastructure. I 

think that is subject to a public tender. And kind of a bidding process. So that is the best technology 

for the best price I assume would what would be chosen in the end. 

 

[00:14:45.120] - Milad 

How do you expect MILLA to promote your services?  

 

[00:14:51.040] - Participant 

I mean. In terms of learning skills and training you will definitely see it as an asset hopefully to our 

employess. To have better training material that you see in the normal regulatory regime when it 

comes to funding of training measures in Germany. 
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[00:15:29.900] - Milad 

Well I mean we just talked about competition. What are your thoughts if MILLER, all of a sudden, 

starts producing services or producing courses that are similar to yours? 

 

[00:15:42.140] - Participant 

Well, we are completely fine with that. That would be an addition to our content. And if it's good, 

it's a very welcome addition to our education and training scheme. So as we are not a provider of 

courses and and training measures for further education we are completely fine with that aspect. 

 

[00:16:14.360] - Milad 

I think we're almost done, as the very last question: Maybe you can name three to five factors that 

are most important for you that MILLA should provide in order to get you on the platform, to let 

you stay there and encourage you to produce regular content? 

 

[00:16:39.590] - Participant 

Well, I think it should have a broad variety of training material. Also for very specific skills which are 

needed for us in a technology sector. For instance on cyber security or for data analysts or for design 

thinking methods. So content is king here. One the one side on the other side, I think if we provide 

our own content it's very important for us that we have a feedback or a communication channel to 

the users to make sure that we understand the needs of our clients and our platform users to make 

sure that we we can interact with them. I think the aspect of certification and prove of skills gained 

on the platform is a very important but also very complicated aspect. So to make sure that somehow 

the certificates and the proof of skills earned is acknowledged in different sectors. I think these three 

things are most important for us. And of course it is also scalable open platform from the 

technology.side, which can adapt to a large user amount and which is also capable of being flexible 

in terms of adding modules of constantly changing and improving, as learning is improving and 

developing itself, so it shouldn't be a static platform. But as I said, an open and technology flexible 

platform. 

 

[00:18:52.110] - Milad 
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You just mentioned the user data. I mean how do you want to interact with your users, with your 

clients on MILLA? 

 

[00:18:56.630] - Participant 

I mean it starts I think with a simple rating to make sure that users find out that this was rated as 

good content, but also to send back comments or to submit more user details. And of course it must 

be assured that this is compliant with this privacy regulations and that the user can choose which 

data he wants to submit in his profile. But I think the more in general the platform knows, not 

necessarily the content provider, but the platform knows about the user the better the 

recommendations are for similar content which can be also helpful to the user. So there must be a 

certain degree of the possibility to make use of the user data that could be anonymously or 

pseudonymously, but to have an artificial intelligence mechanism at the back end to recommend 

similar content. I mean this is something what Netflix does as well. What we are doing on our 

platform to say: OK you have chosen 'cybersecurity basic course one' so maybe you are interested 

also in let's say 'data mining for intermediates' or something. 

 

[00:20:33.870] - Milad 

Yeah great. I mean I think that's it for my side. Do you have any questions regarding the interview?  

 

[00:20:41.460] - Participant 

No I'm fine. I mean would be nice to have a summary of your thesis or your findings. But I know that 

was fine. So good luck with your master thesis and I am looking forward to hearing about the results. 

 

[00:20:58.260] - Milad 

Thank you so much. And then I just stopped the recording. 
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Appendix 6: Interview Company III (14.05.2019) 
 

à The interview was conducted in German and only selected parts have been translated into 

English. The following paragraphs show the parts that are relevant for the research of this master’s 

thesis. 

 

Participant: If we would realize that we could use this platform to support our external business in 

any way, maybe, however, our job is internal qualification business and the external one only if the 

internal is not affected. Then we would use MILLA. 

 

Participant: Sure, sure. We have to be profitable somehow and if MILLA gives us the opportunity to 

reach a customer group efficiently, then that is one thing we would look at. But it's not our main 

business - external business. Our main business is internal business. 

 

Participant: Transparency relating to how do the cost rates work, cost structures, which things are 

being highlighted, which are not highlighted. I think it's good that you've been using the data on a 

government platform - I do not think that's necessary to mention, but it's still a very central issue.  

 

Participant: “if it facilitates an efficient way to reach a customer group and if it is not negatively 

affecting their internal employee educational program” 

 

Participant: What was presented to me back then and what we also discussed was about MILLA 

having kind of a Netflix character: "These courses could interest you, that would be things that 

would fit to your profile". There was also a platform idea with matching elements. I do not know if 

this is still planned, and then of course you want to know why others are highlighted and how your 

own things become highlighted? How can you achieve this status? Is it a bribe payment system, is 

it an independent entity, an artificial intelligence ... so what is it, how does it work? 

 

Participant: Subjects such as curating the content and a state decision-making committee to decide 

what makes sense and what not, I would strongly disagree. I do not think it makes any sense. I do 

not believe in a state-controlled quality body. I am more of a supporter of a free market and that 
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the market will show us what makes sense or not. I also do not believe that a state knows which 

education offerings are really needed and which are not. 

 

Participant: Transparency, openness and, in fact, no control functions. Of course, you have to watch 

that right-wing extremists or similar content are not on the platform. I think an external quality 

assessment is a bit difficult here. 

 

Participant: But when it comes to the fact that there is a review committee that decides what is 

allowed on MILLA and what not? What are the criteria for that, I think that is a bit difficult because 

the question is, which hypothesis is behind it? That the market will not regulate it and that 

somebody knows better what people need and what is interesting and important for them? 

 

Participant: I guess, there will be normal APIs. If MILLA does not fit with all other formats, then it is 

a misconstruction anyway and I would not worry about it. 

 

Participant: Easy access for us if we were providers and an easy access for the users, which might 

be one of the most important points to solve for the platform owner 

 

Appendix 6.1 Interview Company III (full German interview) (14.05.2019) 
 
[00:00:54.030] - Milad 

Vielen Dank für Ihre Zeit. Mein Name ist Milad Habib. Ich bin gerade dabei meine Masterarbeit zu 

schreiben zum Thema MILLA. Während der nächsten Zeit werde ich Ihnen ein paar Fragen stellen 

bezüglich Ihrer Partizipation auf MILLA. Sämtliche Informationen die ich sammel werde, werden 

komplett anonymisiert und vertraulich behandelt. Zu jeder Zeit haben Sie das Recht das Interview 

zu stoppen. Ist das in Ordnung für Sie? 

 

[00:01:49.070] - Participant 

Ja, passt 

 

[00:01:49.070] - Milad 
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Ichh schätze das Interview wird 20 Minuten bis zu einer halben Stunde andauern, es gibt jedoch 

kein wirkliches Time Limit. Sind dazu eingeladen lange Antworten zu geben. Bezogen auf den 

Informationen, die ich Ihnen genannt habe, sind Sie immer noch bereit an dem Interview 

teilzunehmen? 

 

[00:02:26.900] - Participant 

Ja absolut. 

 

[00:02:29.750] - Milad 

Perfekt, dann die allererste Frage ist: Warum möchten Sie auf MILLA? Was sind Ihre speziellen Ziele 

 

[00:02:38.900] - Participant 

Das ist eine spannende Frage, weil ich gar keine Ziele mit MILLA habe. Ich weiß auch gar nicht ob ich 

persönlich MILLA oder wir als Unternehmen MILLA brauchen. Ich glaube dass ein Engagement des 

Staates, das Thema Bildung zu forcieren erst mal ein prinzipiell Gutes ist und sehe in dem Konzept 

von MILLA sowohl gute Ansätze wie auch Ansätze wo man sicher noch mal drüber diskutieren muss. 

Als Vertreter eines Großkonzerns der eine eigene Bildungs Plattform betreibt und seine Angebote 

darauf hat, glaube ich nicht dass ich unbedingt eine solche Plattform brauche. Das kann in 

mittelständischen Unternehmen sicher anders aussehen wo dann auch ein anderer Mehrwert drin 

ist. Wir betreiben eine Eigene, die genauso aussieht haben unsere Inhalte drauf die wir 

berufsbezogenen drin haben. So eine Plattform die sicher nochmal die Möglichkeit über fachliche 

Kompetenzen Leuten zur Verfügung zu stellen, um sich über den Tellerrand noch mal 

weiterzubilden, die nicht fachspezifischen, wenn z.B. Schulungen für Triebfahrzeugführer oder 

Mitarbeiter im LST-Bereich werden sicher nicht über MILLA laufen. 

 

[00:03:56.860] - Milad 

Sie haben gerade ihre eigene Plattform angesprochen. Vielleicht können Sie einmal erläutern wie 

Sie MILLA in ihr vorhandenes Geschäftsmodell einbinden möchten? Oder sich vorstellen könnten 

wie es möglich wäre.. 
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[00:04:11.680] - Participant 

Ihre Fragen haben ein Interesse Tendenz drin.  

 

[00:04:14.620] - Milad 

Ok, inwiefern? 

 

[00:04:17.370] - Participant 

Das kann ich Ihnen gar nicht sagen. Ich kenne ein Grobkonzept von MILLA und das was in der Presse 

rumgegeistert ist, ich keine verschiedener Punkte über MILLA und würde im Augenblick nicht sehen, 

dass wir MILLA integrieren würden. 

 

[00:04:31.410] - Milad 

Aso, ok. Warum das? 

 

[00:04:37.530] - Participant 

Weil wir eine eigene Bildungsplattform haben, ich wüsste nicht was ich mit einer zweiten 

Bildungsplattform soll. Mein Ziel ist es, dass unsere Mitarbeiter einen Zugang zu aller Bildung haben. 

Ich habe mit diesem Zugang über eine Bildungsplattform 200.000 Mitarbeitern zur Verfügung 

gestellt. Ich wüsste nicht warum ich eine zweite Plattform stellen sollte, da gibt es keinen Sinn für. 

 

[00:04:59.270] - Milad 

Prinzipiell können Sie vielleicht, das jetzt auch nur mal dahingestellt, vielleicht können Sie sagen sie 

möchten an der Architektur teilnehmen, wir möchten quasi die Technologie nutzen und sagen dass 

wir...  

 

[00:05:16.510] - Participant 

Wenn die Technologie so nutzbar ist, dass sie für uns nachher in unserem Konzern veranwendbar 

ist, kann man sich das angucken? 

 

[00:05:22.400] - Milad 
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Könnten Sie dann vielleicht darauf ein bisschen mehr eingehen? Inwiefern.. 

 

[00:05:27.460] - Participant 

Ich glaube ich befriedige ihre Zielstellung gerade nicht. Unter welchem Aspekt bin ich ihnen denn 

als Interviewpartner genannt worden, wenn ich Sie mal fragen darf? 

 

[00:05:35.570] - Milad 

Als ein Unternehmen das MILLA gerne nutzen möchte, das interessiert ist und quasi auch wie ein  

Kursanbieter Content möglicherweise bereitstellen könnte. Es geht eigentlich nur darum dass Sie 

auf MILLA aktiv sein wollen. Ist das nicht der Fall? 

 

[00:05:57.150] - Participant 

Das hab ich nie Thomas gesagt. Ich bin einmal vor Ort gewesen und habe eine Meinung zu MILLA 

ausgedrückt und gesagt, dass ich das Grundprinzip einer Plattform ganz gut finde, aber eine 

Anwendbarkeit auf unseren Konzern habe ich bisher nie geprüft und wenn ich das jetzt so ad hoc in 

einer Frage... Kann ich erst mal sagen, ich würde mir das in Ruhe angucken aber im Augenblick sehe 

ich noch keinen Bedarf dafür weil....  

 

[00:06:24.650] - Milad 

Ich habe den letzten Zeilen verstanden, weil die Verbindung gestoppt hat. 

 

[00:06:35.160] - Participant 

Ich kann im Augenblick nach jetzigem Stand, wenn so eine staatliche Plattform entsteht, noch nicht 

sagen, dass wir diese staatliche Plattform in unserem Konzern in Anwendung bringen würden, weil 

ich gerade seit zwei Jahren, das habe ich damals auch erzähl,t genau so eine Plattform für den 

Konzern aufgebaut habe, die implementiert habe und das vollkommen Ressourcenverschwendung 

wäre dann umzuschwenken. Dann guckt man sich das an, dann lässt man es erst mal laufen und 

dann muss man sehen wie man das nutzen kann oder nicht. Aber wir machen ja eine 

bedarfsorientierte Bildungsplanung für unsere Mitarbeiter im Konzern und bieten genau das an. 
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Den Rest brauchen wir ja nicht anzubieten. Was dann Mitarbeiter in ihrer Freizeit auf MILLA tun, ist 

mir wurscht. 

 

[00:07:19.730] - Milad 

Wie sieht MILLA denn als Rekrutierungsplattform aus für Sie? Wäre das interessant für Sie? 

 

[00:07:22.980] - Participant 

Habe ich bisher überhaupt nicht so gesehen, weil es gibt Rekrutierungsplattformen, die wir nutzen. 

Ich bin auch nicht an der Rekrutierungabteilung, deswegen werde ich dazu nicht sagen. Ich komme 

aus der Qualifizierungsschiene. Und ich glaube, dass MILLA für mittelständische Unternehmen, die 

nicht wie wir eine eigene Plattform implementieren spannend sein kann - je nachdem welche 

Inhalte drauf sein werden. Da wir aber ein rein interner Dienstleister sind, der die Bedarfe eines 

Großkonzerns abdeckt und nur in gewissen Anteilen extern anbietet würden wir uns vielleicht 

anschauen ob wir gewisse Teile darauf setzen können um noch Marktextern abgreifen zu können, 

aber für den internen Markt ist es auf den ersten Schritt nicht interessant. 

 

[00:08:10.560] - Milad 

Die Frage ist ob Sie sich schon Gedanken gemacht haben? Grundsätzlich was möglich wäre..  

 

[00:08:17.810] - Participant 

Ich habe mir weniger Gedanken als mögliche wäre. Wir haben uns mehr Gedanken gemacht was 

das bedeutet, weil natürlich die reine und das war das was ich mir im ersten Schritt damals angucken 

durfte die reine Implementierung einer Lernplattform finde ich prinzipiell im Sinne des 

Digitalisierunggedanken und des Bildungsgedanken gut. Themen wie eine Kuratierung der Inhalte 

dadrauf und eines staatlichen Entscheidungsgremiums was sinnvoll ist dadrauf zu stellen und was 

nicht, lehne ich strikt ab, halte ich nicht für sinnvoll. Ich glaube nicht an ein staatlich kontrolliertes 

Qualitätsgremium. Da bin ich eher ein Verfechter eines freien Marktes und dass der Markt zeigen 

wird was sinnvoll ist oder nicht. Ich glaube auch nicht, dass ein Staat weiß welche Bildungsangebote 

wirklich gebraucht werden und welche nicht. 
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[00:09:16.770] - Milad 

Was würde Sie denn motivieren auf MILLA Content einzustellen? Gibt es..  

 

[00:09:23.410] - Participant 

Wenn wir merken würden, dass wir diese Plattform dafür nutzen könnten unser externes Geschäft 

in irgendeiner Form darüber zu unterstützen sage ich mal wobei jetzt muss ich wieder dazusagen 

unsere Auftrag ist internes Qualifizierungsgeschäft und das externe nur dann wenn das Internet 

nicht im Weg steht. Dann würden wir MILLA nutzen. In der Variante die ich noch kennengelernt hat, 

in der Presse oder Nachgang kam dann ja, sagen wir mal was diese Kontrollgremien und so etwas 

angeht noch eine stärkere Konkretisierungen. Würde ich sagen wenn es eine freie Plattform ist auf 

der man Content einstellen kann, die Leute kostenpflichtig oder wie auch immer finanziert auch 

durch den Staat finanziert buchen können, würden wir sicher prüfen ob wir darauf Content 

einstellen würden - sofern es Menschen interessiert wie man Triebfahrzeugführer wird oder LST 

Planungen macht. Und macht. Wir haben auch andere Inhalte, nicht nur rein Fach-bezogen, wir 

haben auch über fachliche Inhalte bei uns. Dann würden wir uns etwas anschauen ist aber nicht 

mein erstes Geschäft. 

 

[00:10:33.660] - Milad 

Ok, sie haben also keine monetären Ziele oder Anreize auf MILLA..?  

 

[00:10:38.600] - Participant 

Doch, doch. Wir müssen uns ja finanzieren und wenn uns MILLA nachher die Möglichkeit gibts damit 

eine Kundengruppe zu erreichen, relativ effizient, dann ist das eine Sache die würden wir uns 

angucken. Aber es ist halt nicht unser erstes Geschäft - externes Geschäft. Unser erstes Geschäft 

internes Geschäft. Das ist halt das Problem, dass Sie mit mir halt mit dem Vertreter einer Corporate 

Learning Organisation reden und nicht mit einer auf dem freien Markt agierenden Organisationen. 

Die würden Ihnen ganz andere Antworten geben. 

 

[00:11:10.230] - Milad 
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Klar, aber Sie sind ja auch ein potenzieller Partner auf MILLA und wir müssen alle Facetten 

anschauen. Angenommen MILLA wäre jetzt schon in den letzten Zügen, haben Sie denn schon 

Vorstellungen wie Sie Ihre eigenen Angebote auf MILLA bringen können aus technologischer Sicht?  

 

[00:11:31.190] - Participant 

Das werden doch normale APIs sein. Wenn MILLA nicht gängig ist mit allen anderen Formaten, dann 

ist es eh eine Fehlkonstruktion dann würde ich mir gar keine Sorgen machen. 

 

[00:11:45.780] - Milad 

Wären Sie denn bereit in irgendeiner Art und Weise Anpassungen durchzuführen wenn es 

notwendig sein sollte? 

 

[00:11:53.270] - Participant 

Das ist ein Kosten-Nutzen-Relation. Das Thema haben wir ja andersrum auch. Wir wollen ja, 

perspektivisch zum Beispiel auf unsere Lernplattform Trusted Sources von anderen Anbietern 

reinbringen. Das ist ja ein gängiges Geschäft. Wenn man die IBM Plattform, das hatte ich damals in 

der Runde auch gesagt, anguckt die intern nutzen. Die haben eine echt hammer-geniale Plattform, 

mit einer gewissen vielleicht veralteten weil auf Watson-basierenden KI dahinter. Dann haben die 

ja  zum Beispiel eine Lernplattform in der aus den verschiedensten externen Trusted Sources, dann 

die Inhalte von diesen Anbietern auf deren Lernplattform geroutet werden. Das Ganze ist ja 

heutzutage relativ kompatibel miteinander und da muss sich MILLA einfach einreihen ansonsten hat 

es eh keinen Marktwert. Also zum Beispiel unsere Lernplattform basiert auf Moodle, das ist die im 

universitären Bereich die Lernplattform die überall eingesetzt wird. 

 

[00:12:58.780] - Milad 

Moodle kenne ich auch noch aus meinem Studium. 

 

[00:12:58.780] - Participant 
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 Ja, ist auch nicht das Nonplusultra. Auch wir würden, wenn Geld keine Rolle spielen würde, nochmal 

ein anderes System nehmen aber ganz am Ende sind das alles Systeme, die dann wiederum relativ 

ähnliche Standards haben. 

 

[00:13:16.430] - Milad 

 Wie könnte MILLA als Plattformanbieter Sie denn grundsätzlich unterstützen? 

 

[00:13:17.150] - Participant 

Einfacher Zugang, easy Access. Und zwar Easy Access dann für uns wenn wir Anbieter wären und 

Easy Access für User, das eines der größten Knackpunkte überhaupt. Transparenz, Offenheit und 

tatsächlich ist es das Thema keine Kontrollfunktionen. Natürlich muss man gucken, dass 

Rechtsradikalen oder so etwas unter der Hand drin sind. Ich finde eine externe Qualitätskontrolle 

ist dort etwas schwierig. 

 

[00:13:58.090] - Milad 

Sie haben gerade Transparenz angesprochen. Könnten Sie das etwas näher erläutern? 

 

[00:14:01.120] - Participant 

Na, Transparenz was darin geht, wie die Verrechnungssätze funktionieren, Kostenstrukturen 

funktionieren, Nutzungen funktionieren, welche Sachen gehighlighted werden, welche nicht 

gehighlighted werden. Ich meine gut, dass man einer staatlichen Plattform über wie werden die 

Daten genutzt hat - ich glaube das braucht man nicht zu erwähnen, aber trotzdem ist das ein sehr 

zentrales Thema. Weil natürlich auch und das ist ja auch mehrfach schon von anderen Verbänden 

eingeworfen worden, was mit den Daten da eigentlich passiert und wofür ein Staat eigentlich eine 

übergreifende Datenstruktur von Nutzern und Anbietern haben will? Das ist ja auch nochmal so eine 

Frage. 

 

[00:14:43.750] - Milad 

Sie haben gerade "highlighten" gesagt, meinen Sie damit welche welche Kurse oder welche 

Angebote auf MILLA gehighlighted werden? 
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[00:15:03.790] - Participant 

Ich hoffe ich habe die Frage verstanden, weil das Internet zensiert anscheinend diese Frage ständig. 

Hahah. Das was mir damals vorgestellt wurde und wir auch darüber diskutiert haben, war das ist ja 

auch so ein bisschen in den Netflix Charakter geht: "Diese Kurse könnten Sie interessieren, das 

wären Sachen die ihrem Profil entsprechen würden". Das ist ja auch eine Matching-Plattform Idee 

gewesen. Ich weiß nicht inwieweit diese noch im Raum steht und dann muss man ja natürlich auch 

wissen warum werden ständig nur der anderen gehighlighted, wie werden die eigenen 

gehighlighted. Wie kommt man denn dahin, dass man in die Gehighlighteten kommt? Ist es ein 

Bestechungs-Bezahlsystem, ist eine wirklich unabhängige Instanz, eine Intelligenz... also woran 

liegts, wie funktioniert so etwas? Weil wenn man nachher auf einer Plattform ist wo man aber die 

ganze Zeit immer nur unter ferner liefen läuft, ist das sehr uninteressant nachher für jemanden. 

 

[00:18:21.590] - Milad 

Ich würde gerne noch ein Mal auf Qualitätsstandards die Sie angesprochen haben zu sprechen 

kommen. So wie ich Sie verstanden habe, glauben Sie, dass ein Qualitätsgremium fehl am Platz 

wäre. Heißt, wenn MILLA dies umsetzen würde, würde das Ihre Partizipation auf MILLA negativ 

beeinflussen, richtig? 

 

[00:18:48.070] - Participant 

Naja, die Frage ist. Würde es schon, in einer gewissen Form. Die Frage ist: Was ist eigentlich eine 

Zielstellung? Was in dem letzten Konzept schon ein bisschen rüberkam war, dass da schon irgendwo 

eine Filterung und eine Bewertung von Inhalten und sowas drin sein soll. Dass man sagt eine gewisse 

Qualitätsstandards machen wir bei unseren Inhalten ja auch. Also wenn man eine Geschäftsfelderr 

irgendetwas auf unserer Plattform drauf bringen wollen, gucken wir auch drauf, genügt es den 

Grundsätzen von Mindeststandards von digitalen Lernlösungen und es ist nicht nur einfach ein PDF 

mit einer Stimme drüber. Deswegen muss man auch wieder aufpassen was man sagt. Aber wenn es 

dann darum geht, dass da ein Bewertungs Gremium ist, nach dem Motto was darf auf MILLA und 

was nicht? Was sind die Kriterien dafür, dann finde ich das schon ein bisschen schwierig, weil die 

Frage ist welche Hypothese steckt dahinter, dass der Markt das nicht regelt und dass irgendjemand 
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es besser weiß was Menschen brauchen und was sie interessiert und was für sie wichtig ist? Dann 

ist eine Frage: Was ist eigentlich die Zielstellung dahinter?  

 

[00:19:51.940] - Milad 

Unabhängig vom Interview. Mein letzter Stand war, dass es keine Qualitätskontrolle in dem Sinne 

geben soll sondern es ist mehr so eine Filterungsfunktion, wie sie gesagt haben gerade auch schon, 

dass keine rechtsradikalen Inhalte oder so was gespielt werden. 

 

[00:20:07.630] - Participant 

Das ist ja vollkommen ein Muss. Das ist wiederum eine Sache, die würde ich sagen... deswegen man 

kann sowas auch nicht komplett frei machen und sagen, da guckt keiner drauf, das verstehe ich 

schon. Die Frage ist nur, soll es eine Filterung geben, soll es ein Gremium geben das entscheidet was 

da rauf kommt oder nicht? Ich weiß, dass das mein Gespräch war. Weil ist mein Verband ungefähr 

die Decke hochgegangen das konnte ich auch verstehen. 

 

[00:20:30.190] - Milad 

Gut man könnte man könnte beide Seiten sehen. Man könnte sagen, dass man aus didaktischer 

Sicht sicherstellen möchte, dass nur gute Inhalte auf MILLA kommen oder es dem Markt überlassen 

und man fügt nur eine Filterungsfunktion ein. 

 

[00:20:49.500] - Participant 

Ist denn in dem aktuellen Konzept oder in der letzten Variante auch noch die Idee, dass eigentlich 

der Staat die Finanzierung auch der Inhalte übernimmt und die Unternehmen bezahlt je nach 

durchgeführter Maßnahme der Bürger? 

 

[00:21:02.350] - Milad 

Meines Wissens nacht ist es so dass die Anbieter nach Feedback bezahlt werden, sprich, wenn ein 

Kurs gut angenommen wurde und gut bewertet wurde von den Usern, dann wird ein bestimmter 

Betrag berechnet der dann ausgezahlt wird ausgeschüttet wird. Das spielt mit rein und und ein 
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Relevanz Faktor. Ich meine wenn Sie jetzt Kurse anbieten die in Richtung Programmieren gehen 

würden z.B. dann wäre eine höhere Relevanz im Vergleich zu einem Kochkurs zum Beispiel. 

 

[00:21:41.320] - Participant 

Ja, genau. Das war Thomas Lieblingsbeispiel - der Thermomix. Das finde ich natürlich auch mal so 

eine Sache, da muss man ja auch drüber nachdenken was das heißt - da sind wir bei dem Anreiz. 

Wird dann trotzdem für den Kurs gezahlt? Oder heißt das, wenn das Feedback nicht gut ist, bleibt 

der Anbieter auf den Kosten hängen, die er für den Kurs hat, weil er kein Geld zurückbekommt? Das 

ist natürlich null Anreiz. Und die andere Sache für mich jetzt nochmal. Jetzt kommen wir dann doch 

an den Punkt. Wer sagt denn, welche Themen hochrelevant sind und welche nicht? Welches 

Gremium entscheidet, dass das jetzt ein Hochrelevanzthema ist was wir da drauf stellen und 

welches nicht? Was muss man dafür tun damit man ein Hochrelevanzthema bekommt um Geld zu 

bekommen und seine Themen dahinzubekommen. Da steckt schon eine Leitungsfunktion, also ein 

Steuerungsanspruch drin, den ich halt schwierig umzusetzen finde und ich auch nicht weiß ob der 

wirklich gut ist. 

 

[00:22:57.850] - Milad 

Ich glaube das war's von meiner Seite. 

 

Appendix 7: Interview EPP I (25.04.2019) 
 

- First minutes of the interview 

[00:00:00.000] - Milad 

All right so yeah let's start. Thank you so much for taking part in the interview. My name is Milad 

Habib, I am currently writing my master thesis about the e-learning platform MILLA. During the next 

time I will ask you some questions that are related to your participation on MILLA. All information 

will be kept confidential and be treated anonymously and none of what you say during the interview 

will be attributed to you unless you give explicit permission to do so in advance. Also, of course you 

have the right not to answer any questions you for whatever reasons don't want to answer. And if 

at any point you wish to cancel, the Interview will be stopped. Again, all information collected will 
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be used exclusively for the purpose of our research. I would also like to record the interview 

electronically and use the recording for the analysis. Is that still okay with you? 

 

[00:00:57.190] - Participants 

Yes. 

 

[00:00:00.000] - Milad 

I estimate this interview to last anywhere between 20 minutes and up to about an hour. However, 

there is no real time limit so you're most welcome to give lengthy answers or also elaborate on your 

statements if you want to. So, considering this information just provided to you, are you still okay 

with participating? A 

 

[00:00:00.000] - Participants 

Absolutely, yes. 

 

[00:01:19.540] - Milad 

So the first question is: Why do you want to join MILLA and what are your specific goals? 

 

[00:01:24.270] - Participant 1 

So idealistic reason to join MILLA is to contribute to this government inititative and actively taking 

our role as part of the civil society business. As a business supporting this higher goal of providing 

education to a larger population. And also providing our skills. So that was also more the personal 

motivation, I think us to be part of the consultations. As part of our business, there's more business 

considerations which are the obvious ones, like of course we would like not to miss out on that 

opportunity, if, especially, others are there. And also to be able to increase our reach to help more 

people speak with each other and be able to be better in their jobs or in their lives. And obviously, 

we would only do it if we see a business opportunity in there. 

 

[00:02:37.090] - Milad 

Okay. So, do you maybe have something to add?  
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[00:02:39.810] - Participant 2 

Yeah. So I think there is not much to add. So, the business angle, of course only is in the sense of 

contributing content and providing other hands on support when building MILLA would need to 

make sense - also from an economic…  

Appendix 7.1: Field notes EPP I (25.04.2019) 
 

• They have to evaluate their effort based on the monetary outcome. They will abandon 

the platform if they will not achieve expected revenue 

o The strategy is to generate leads from MILLA to their own platform. 

• Incentives: MONEY, reach, reputation to be on a platform that is supported by the 

government, mission to educate 

• Require easy and frictionless entry. Considering high platform complexity: An entry really 

depends on the business evaluation  

• Technical support: MILLA should provide as much documentation as possible 

• Participation / effort depends on:  

o How MILLA places the courses, language category on their platform  

o What other services are standing next to Babbel. It is important that the other 

courses fulfil certain quality standards  

• Assumption: As MILLA will be a governmental subsidized platform it is assumed that it 

would give a confirm high quality of their own services. In that regard though, it is 

important to evaluate the quality of other course providers 

• Competition with MILLA: It has to be evaluated if it affects them monetarily 

• Promotion should be transparent 

• They want to access user data. Email is enough 

• Retention is very much dependent on the actual monetary outcome 

• Alignment to certain quality standards depends on monetary outcome  

o Business case needs to be defined 

 
Appendix 8: Interview EPP II (20.05.2019) 
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[00:00:01.430] - Milad 

All right. So let's start. Thank you so much for taking part in the interview. My name is Milad Habib, 

I'm currently writing my Master's thesis about the e-learning platform MILLA. During the next time 

I will ask you some questions that are related to your participation on MILLA. All information will be 

kept confidential and be treated anonymously and none of what you're saying during the interview 

will be attributed to you unless you give explicit permission to do so in advance. Also of course you 

have the right to answer any question you for whatever reason do not want to answer. And if at any 

point you wish to cancel the interview, we will just stop. Again all information will be kept really 

collected and used exclusively for the purpose of the research. I would also like to record the 

interview and use the recording for my analysis. Is that okay with you?  

 

[00:00:54.760] - Participant 

That's OK. 

 

[00:00:56.530] - Milad 

Perfect. I estimate the interview to last anywhere between 20 minutes and up to an hour. However 

there is no real time limit. So you're most welcome to give lengthy answers or also leverage on your 

statements if you want to. So considering all information just provided to you, are you still ok with 

participating? 

 

[00:01:14.530] - Participant 

Yes. 

 

[00:01:16.960] - Milad 

Perfect. So yeah the very first question is: Why do you want to join the platform. What are your 

specific goals? 

 

[00:01:23.890] - Participant 

So over the years I've been producing over 2000 short math tutorials, really good content which 

mostly is available on the platform YouTube for free. It's sponsored by advertising and now I support 
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a platform that provides the value of the content and it's really interesting to see that Germany is 

building a platform similar to Netflix or Spotify for education. That's what I'm interested in to put 

my content on this platform. 

 

[00:02:01.100] - Milad 

OK. Do you have any specific goals already in mind? What do you want to achieve if you will join the 

platform? 

 

[00:02:09.350] - Participant 

So what I'm looking for is possibly new ways of earning some money, besides YouTube because the 

platform YouTube let's you participating on advertising, but it's not quite well. So perhaps you can 

look for a new business model like this platform. So I'm interested in what could be the revenue 

model of this platform. And how can I monetize my content because it's a lot of value, it's a lot of 

content and there is no really good platform in Germany for this content and my content is all 

around German math tutorials. So that could be a good thing for me. 

 

[00:03:00.700] - Milad 

Considering your goals, do you have any strategies in mind of how you want to make sure to achieve 

your goals? 

 

[00:03:07.390] - Participant 

Of monetization? 

 

[00:03:09.990] - Milad 

Yes. 

 

[00:03:12.750] - Participant 

So right now, for myself I'm testing several business models on a small platform I built for myself. 

That could be something like there is a specific course for little micro payment. So you say I need 

help in a specific topic in mathematics with a 30 to up to 40 tutorials with some extra stuff. The 
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other thing is you you get a monthly fee like you have all your content on the platform and you 

participate like. There is a monthly fee of three four five bucks a month for the user. like measuring 

the click rate or whatever. So I don't really have this goal. I'm testing a lot for myself and it would 

be interesting to see if the platform has already a goal how to monetize it or is the goal to test 

several revenue models? 

 

[00:04:20.990] - Milad 

And I can tell you that the current revenue model will be a variable revenue model, which is based 

on a relevance factor of your class and the actual feedback you get by the users. For example if you 

have a math course I would guess that is quite relevant. So you would have a high relevance factor 

whereas I don't know cooking courses for example will have a lower relevance factor. On top of that 

it is important that you get good ratings, good reviews and views. The better the feedback, the more 

money you will receive. That's just kind of the concept right now. I don't know if it's gonna be 

changed on the way.  

 

[00:05:13.220] - Participant 

How does the MILLA platform earn the money because YouTube gets all the money from 

advertisements? 

 

[00:05:23.500] - Milad 

 Not at all, it's subsidized by the government, completely. It's completely subsidized by the 

government. The overall goal is to kind of tackle the lack of skilled labour in Germany. So this is kind 

of the main goal. 

 

[00:05:42.750] - Participant 

So if the content is rising up you have to put more money in so the government will say "Alright I 

will just put more money in.." Is there no limit? 

 

[00:05:57.150] - Milad 
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There is a certain budget calculated for it. I think in the concept they say something like 3 billion, I 

am not sure right now, I can send you the sources afterwards. They calculated a certain budget and, 

as I said, the overall goal is to tackle unemployment in Germany, to save money on that side  

 

[00:06:21.300] - Participant 

So there is no no goal to to internationalize it like a business model like Netflix. Besides Germany 

also Switzerland. It's only for the for the German market? 

 

[00:06:35.470] - Milad 

100 percent German for only Germany. Also due to the fact that the most e-learnings offerings are 

in English right now.  

 

[00:06:45.720] - Participant 

Like Udacity, coursera etc 

 

[00:06:45.720] - Milad 

Exactly. 

 

[00:06:46.440] - Participant 

And we don't have something specific like that for the German market, ok. 

 

[00:06:52.830] - Milad 

No, not yet. 

 

[00:06:58.500] - Participant 

Then it would be really interesting because Udemy called me to do some math courses, Python 

courses or computer science courses with the basics of mathematics. And I denied it because it's an 

international platform, who wants to join the German market. Now I'm looking for something like 

MILLA or whatever. So so you can provide the value of German content creators in Germany for the 
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German market. Before you to Udemy, Coursera, Udacity etc. is taking over the market here right 

now, we have to go on the speed process. 

 

[00:07:39.500] - Milad 

Yeah, exactly. I mean you already produce content, what would motivate you to produce regular 

content or at least increase your efforts on MILLA? 

 

[00:07:53.920] - Participant 

So right now, we have to talk about revenue and earning money because, right now, a lot of content 

creators from Germany who produce for YouTube stopped producing regularly on YouTube and 

built their own houses. There are two guys from Berlin the Simple club. They a little bit cut of with 

YouTube and built their own house for themselves with an investor, they have to put money in it. 

They have to go to the market. They have to take money from the market. So the issue is how do 

you earn money? So that you so that you are happy to be on the platform. Because in this age of 

entrepreneurship and building startups for your own and showing everybody "hey I'm a startup guy 

I built my own platform". Why should I go to a platform from government like MILLA. So it's more 

interesting for some people like the simple club guys to build their own houses because they are in 

charge of their own revenue model. So at the end of the day, if you want high quality content like 

mine, there has to be a good revenue model. So, I have a lot of passion, there is a lot for free on 

YouTube. There is a lot of passion for the wide mass of people to get good content, educational 

content for free. But at the end of the day how is it monetized? And at the end of the day, if you 

have the MILLA platform and I produce regular content on it. But it it were far better for me earning 

on my own platform I would have to switch. And that's what happening right now. There is a parallel 

universe of content creators who are building their own houses and get a lot of money out of it 

because the market is the market. And that's why I asked how is it financed by the government. At 

one point, if there are high quality content producers, at some point perhaps Udemy, Coursera, 

Udacity will say I double your income instead of going to MILLA platform and that's how the market 

works. So you have to think about how is it sponsored? Is it all about government money? Or would 

you take in some "Siemens", "BMW", "Mercedes" or whatever to get an extra sponsoring because 

high quality content has to pay off on me. 
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[00:10:29.150] - Milad 

Yeah understood 

 

[00:10:31.110] - Participant 

It's it's a very critical point right now: Monetization in education. There is Coursera, Udemy, it's all 

about paying money. There's Khan Academy, the greeaat online house whre everything is for free 

but it's sponsored by Bill Gates Foundation and Google. You know there's a lot of money in it. So I 

would guess that it wouldn't be enough to to be sponsored by only the government even if it's 

billions. I read to to up to three billions of pushing in from the government. But as content is rising 

as content creators are rising at the end of the day it's about earning money and not being the nice 

guy "here's my content and I'm fine with, I don't know, a thousand bucks a month". 

 

[00:11:24.560] - Milad 

Yeah yeah yeah. Understood. So money is important. 

 

[00:11:32.410] - Participant 

At the end of the day. You I'm an I'm an entrepreneur. Luckily I can push out the content for free on 

YouTube because I have revenue earnings from other things. But also I get money from YouTube. 

And if the earnings from from MILLA would be far below the earnings I have the YouTube platform. 

Why should I do it? So YouTube is a good marketing channel, I have a lot of feedback, I reach a lot 

of people. And I earn "okay money". So MILLA has to pay off at the end of the day. 

 

[00:12:10.600] - Milad 

Yeah understood. Besides besides the money, can you think of other factors that could affect your 

participation on MILLA in a negative and positive way? 

 

[00:12:31.160] - Participant 

Positive way would be: On YouTube and other platforms, there is this thing like I have my house, I 

want to work together with your house of content creators but they want to work for themselves 
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and build their own platform for themselves. So you don't have to you're not allowed to to work 

together a lot. So and at the end of the day to provide individual learning the learner should have 

access to several content creators. So at a platform like MILLA you could go and see: OK, there is 

Daniel Jung with math tutorials but I don't get it with him, but there also would be Simple Club with 

another style and I would get the information from them and I learn from them better than from 

Daniel so the artificial intelligence in the back could see: Oh, people between 12 and 14 have a 

better learning effect with Simple Club. So that would be amazing. Right now it's like, either you go 

to Simple Club or two Daniel or to this or to that. And that's the great advance from Spotify and 

Netflix, you know if you have several content creators on one platform, you can provide individual 

learning at the end of the day and that's what's drifting away right now because everyone is building 

his own houses and you're not working together and that could be a model to bring the content 

together, see what happens, which is the best content for which age or whatever? So that's the 

positive I see. I don't see any negatives in it. The only negative is that you don't start quickly and 

test quickly because Germany/Europe is not very famous for testing and learning from failures but 

that doing this stuff oh this platform should look like this and we build it like this and we wait six 

months like that, then we launch it and then we see "oh it's not it's not so good". So I would be 

interested in, how does the MILLA platform start and how flexible is the platform. Who is developing 

it? Who do you talk to? Because if I say I want to be in this platform, I would like to test it. How is 

the UI/UX, who is also involved, let's test some business models, there is no "one" business model. 

How could you do it really attractive for guys like the Simple Club guys because when you talk to the 

simple club guys they would say, I don't go to MILLA platform because I have my own house. I earn 

money with my own house, why should I go to your house, so you have to convince them like hey 

so let's test it. At the end of the day perhaps you could earn a lot of money.There Sofa Tutor, there 

is Schülerhilfe, Studienkreins, there is a market of billions earning money with extra curricula for 

education. So you see what you're dealing with. Not everybody is like me being open for these things 

and , at the end of the day, they all want to earn money and then they have to earn money. So how 

can you convince those people? I don't know, I think you have to screen the markets for guys like 

me and be fast and quick because I can tell you that another two years there will be no chance for 

MILLA. Absolutely no chance because those Simple Club guys will rise on the Internet. Also in the 

German market. And they don't have any value from a platform which gives you far more less money 
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than your own house. So one possible thing could be is screening the school and university markets 

because there are more and more teachers and professors who earn money from the state and 

begin to produce content and push it out for free and test it on YouTube. But they don't have time 

and access to program their own platform. So I would focus brutally on schools and universities 

screaming: Who is there? Who is willing to produce content and put it on our platform? That could 

be a really good thing for MILLA I guess. 

 

[00:17:38.050] - Milad 

Yeah, makes sense. You just mentioned the recommender system the AI. To what extent do you 

appreciate transparency in that regard?  

 

[00:17:54.550] - Participant 

You know I'm testing it now on a small platform for special questions in mathematics: User comes 

in, asks a question, helper comes in  - I connect both of them. And in the back end I track, when is a 

question asked, what purpose, who gives the answer, is the answer in form of a video or whatever? 

And so the first users ask, what are you doing with my data? So what are you tracking? Why are you 

tracking it? Am I allowed to push a button, and kill all of the data so you have to be very open with 

what are you tracking and for what reason are you tracking it because you don't want to be the 

platform to sell apps like YouTube and all the other platforms. So I really want to know what are you 

doing with my data when I'm on your platform as me as a content creator, who is  giving you content 

that you can use for helping others and from the from the learner, who's coming in, who is watching 

videos, watch time was gets credit points or whatever. And you have to give them access to to delete 

everything with one button. That's really what I get as an answer. But the advantage is, it's a German 

product and that's a big advantage in these times of Facebook. Every week something comes out 

like whoops 50 million data points away, Whoops. So I think we are waiting on a good learning 

platform made in Germany because at the end of the day made in Germany makes me feel safe. So, 

that combined with you tell me what are you doing with the data in the back end combined with 

I'm allowed to to push a button and say, Delete all my data. Thank you very much. 

 

[00:20:18.910] - Milad 
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Are you aware of competition. How do you want to overcome competition on MILLA. 

 

[00:20:26.180]  

As you can guess I'm always asked, what's the competition on Youtube and I say I have no 

competition because I see no competition. Because every continent that provides value is a possible 

help for a learner out there. So at the end of the day, it's very good to see that the crowd is saying 

so I didn't get it with you Daniel but there was Simple Club or Lehrer Schmidt or whatever and I find 

my path. A little bit of competition is good for the qualitty. If you build in some gamification who is 

the creator of the month, that would be awesome. You could say when talking about mathematics 

for differential equations tutor of the day is profesor Lorenz-Schacht from Germany or whatever, 

place two is Daniel, place three is simple club - so good. Next week it's Simple Club on first. That 

could be really nice and all those features are not available on YouTube or other platforms, so that 

could be a very good thing and I think with concerning the feedback tracking, like my feedback is a 

98 percent good rate on Social Blade, where you see the ratio of thumbs up and thumbs down for 

my tutorials. So there you can see that there is 98 percent overall good ratings but at the end of the 

day Social Blade is an American platform, who is tracking it, so I don't know, is it real is it fake. Is it 

like Cambridge analytica from Facebook? So if you have a Made in Germany house like MILLA, you 

can say it's another good thing like measuring how good are content creators? Because right now 

out there everyone can create content. You could create content for like how to write a master's 

thesis, put it out on YouTube. But do I know if you can teach me how to create a mater thesis? And 

in an own platform you can do a mixture like, first there are some professors who are evaluating 

what you are saying about a master thesis. And then the crowd comes in and is evaluating you by 

saying "hey Mr. Habib, you did such a great job. The next comes in and comes in comes in. Then 

another creator comes in who's doing how to how to create master thesis. And he also get good 

response. And then with all those data the artificial intelligence comeaon. For people between 20 

and 22 Mr.Habib is the best, for people between 22 and 24 Mr. Young is the best or whatever. This 

is what I'm interested in a platform Made in Germany combining all this and testing with all those 

things. But here is the question, who is developing it? Is it a government tool because governments 

are not famous for building good software platforms. So who would be the creators of this platform? 

That's a big issue why Instagram, tick tock, Netflix, Uber etc. are so famous and successful. They 
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have really good developers, UI/UX developers and that's a really huge thing. So you cannot say 

Daniel Jung, Simple Club etc. come to my platform and you have a horrible UI/UX. Because the 

people who are coming into the platform the next generation wants to do it quick and fast like push 

a button and boom boom boom boom boom. Yes. Nice. Really good. To say we want to build a 

Netflix for education is one thing but the inside of developing it with really good developers is really 

hard. So that's an input from me. What's coming together right now. Twenty years ago you could 

say, hey let's combine some good content. Do it, push it out there, and good is but now the end 

consumer the user wants to have it really smooth on the platform, mobile optimized native apps, 

quick, on demand questions etc.. 

 

[00:25:00.060] - Milad 

Alright, before we start talking about technical stuff, just one last question. Consider MILLA starts 

producing their own courses in order to enhance the overall quality of the platform. To what extent 

could that affect your participation on the platform? 

 

[00:25:25.670] - Participant 

I would be interested in who is building who is creating the content. So is it like the past 10 to 20 

years. The MILLA platform is looking out for some content for employees and they are working 

together with some small mid-sized companies. What did you get, what's going on out there in the 

digitization age so you wouldn't have produced content like perhaps you ask Google, Facebook or 

whoever. We have really good developers, design thinking managers or whatever, produce content 

with them, who are knowing what's going out there, what's relevant for all the users for all those 

employees. Because you know, the MILLA expose the first 20 sites are about what's changing out 

there, exponential growth etc. I know that. So you'll have to adapt the content on it. And if you're 

now producing something like business models regarding to the 90s or whatever. I would say, what's 

this platform standing for. So you really have to have a content creating a plan because Udacity got 

famous for producing really really really good content for companies like Facebook and Google etc.. 

Now they're developing courses with them because those companies are building the future of 

work. And Germany has a little bit, the standing like we know what's good but the big companies 
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know what's happening out there. So if MILLA says we will do own content content producing for 

our own, I would be happy to hear what content are you producing? 

 

[00:27:14.970] - Milad 

Let's say math content 

 

[00:27:14.970] - Participant 

Yeah. Is it really good value for the employees for the students for the pupils for their future. Not 

another thing like we do content for the content thing, you know.  

 

[00:27:27.100] - Milad 

But having competition in mind, MILLA as being another competitior on the platform. What are your 

thoughts about that? 

 

[00:27:29.370] - Participant 

I'm fine. But I would like to be involved in the content strategy. What if this content would push out 

my content out of reach and in three years from now I won't get the money I need. So what is the 

platform all about? Would it be an  alone standing thing for me as an earning? Then I depend on 

this earning, what would be my strategy, would MILLA be interested in taking care of my my work 

future? As for example, Simple Club. They decided, there we have YouTube, we generate revenue 

but not enough - what should we do? There is no platform, wo we build all platform and that's our 

future because we build a new house that we have to live from. So if now they are content creators 

and you say here's the MILLA platform it would be perhaps the only earning those creators have. 

And now MILLA says "hey, nice to have you here biology creators. But now we are doing biology 

stuff for our own". And they are worrying. Oh shit. What if the attention goes from my content to 

the MILLA content and I don't earn anything anymore so that's a big issue for people who perhaps 

see the only earnings in the MILLA platform. 

 

[00:29:06.230] - Milad 

Okay. All right. 
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[00:29:08.620] - Participant 

Sorry, it wouldn't be an issue if you have all those professors and teachers because they don't care. 

They have their job on the system.  

 

[00:29:18.510] - Milad 

True. But I think the overall goal is to bundle the best content available in Germany and that's not 

only professors and teachers but also guys like you, right? And at the end the market might decide 

which content is the best content. Yeah, let's talk about the technical side. How do you intend to 

implement your service on MILLA? 

 

[00:29:40.830] - Participant 

For technical dumps like me, make it very easy. I work with a lot of developers and I have a basic 

view into programming etc. because I do several projects in it but I for myself I want to have a 

smooth platform like YouTube. YouTube is built for dummies like me: Here is my video in mp4, push 

a button, it's uploaded and it's a nice UI/UX, everything is fine. So for me as a content creator, when 

I first step into the MILLA platform, I want to be guided very smooth very easy to how can I upload 

my videos, how can I provide my content on this platform and then how is the interface for the 

users? How do they see it? Is it as smooth as YouTube, Coursera, Udacity or Udemy? That's what I 

mentioned. It's the one thing to say I build a Netflix or Spotify for education and the other thing to 

have it built from scratch with developers. It has to be very easy for me to to give my content to the 

platform and that the user has a really nice experience to get through the courses. 

 

[00:31:12.520] - Milad 

Yeah okay. What are your thoughts if you had to adapt to a much more complex platform that you're 

actually used to? I mean, you have YouTube as one one platform you publish your courses on and 

then you have your own platform and imagine MILLA requires different formats, so you had to 

reshape your content to put it on the platform. What are your thoughts about that? 

 

[00:31:45.380] - Participant 
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I think that deals with the negative thoughts of if MILLA would be my only platform. It depends on 

MILLA. But if I have several platforms I can decide for the future what's the best for me and I have 

several earning from this. So I would say I would always stay on different platforms because at the 

end of the day when it comes to to earning money, when it comes to the market it's always good to 

have several horses in the run. 

 

[00:32:17.350] - Milad 

Okay, all right yeah. The very last question if you recap on everything. How can Miller support you 

in achieving your goals? To get you on the platform, being productive and also to stay. 

 

[00:32:31.730] - Participant 

Being really quick and getting started and testing. Not telling me, so you have to sign a con contract 

where you have to be in it for at least two years and you can't do anything else on other platforms. 

I had several offers from big companies. They said shut down your content on YouTube because 

they said "hey it's all on YouTube, why should they go to my house? That's an issue for me. And to 

test it. Could it be the new platform and a better platform than YouTube or my my own house. Give 

me some time and let's start together and see what happens after one month, three months and 

have regular feedback on what's happening on the platform, how is it developing, how is my content 

developing, really good access to the to the to the views. So if I have not the overview about what's 

MILLA doing with my click rate etc how are they getting those things so, I really want be involved in 

the process. 

 

[00:33:52.680] - Milad 

All right. Thanks so much. That was a very nice interview. I think that's it from my side. Do you have 

any questions regarding the interview? 

 

[00:34:01.120] - Participant 

No I would be interested in your thesis 

 

[00:34:04.670] - Milad 
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 I will send it to you, no problem. Okay then I would just stop the record. 

 

[00:34:11.940] - Participant 

OK. 

  

Appendix 9: Interview EPP III (10.05.2019) 
 
[00:00:24.900] - Milad 

All right. So thank you so much for taking part in the interview. My name is Milad Habib, I am 

currently writing my master thesis about the e-learning platform MILLA. During the next time I will 

ask you some questions that are related to your participation on MILLA. All information will be kept 

confidential and be treated anonymously and none of what you say during the interview will be 

attributed to you unless you give explicit permission to do so in advance. Also, of course you have 

the right not to answer any questions you for whatever reasons don't want to answer. And if at any 

point you wish to cancel, the Interview will be stopped. Again, all information collected will be used 

exclusively for the purpose of our research. I would also like to record the interview electronically 

and use the recording for the analysis. Is that OK with you?  

 

[00:01:10.780] - Participant 

Yes. That's OK. 

 

[00:01:12.500] - Milad 

Perfect. I estimate this interview to last anywhere between 20 minutes and up to about an hour. 

However, there is no real time limit so you're most welcome to give lengthy answers or also 

elaborate on your statements if you want to. So, considering this information just provided to you, 

are you still okay with participating?  

 

[00:01:27.090] - Participant 

It's Okay.  

 

[00:01:33.420] - Milad 
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All right. Perfect. Let's start. The initial question is: Why do you want to join the platform what are 

your specific goals? 

 

[00:01:41.970] - Participant 

I think society and technology are changing faster and faster. So when you look at the old world, 

you go to school, you go to university you did your apprenticeship and then you learn a professional 

and then you apply the goods for the next 40 years of your professional work. But when society and 

technology knowledge is changing faster and faster, this period of education never stops. So that 

doesn't stop when you have your university degree and then you can apply your skill for forty years 

in your work life. I think it's really important that during your whole professional career or in general 

life, everyone has to become a lifelong learner. You never can stop learning because the world 

develops faster than you do. That's a major purpose why we think a platform like MILLA and lifelong 

learning is necessary for our society and we want to contribute to. 

 

[00:02:51.880] - Milad 

Ok. How do we want to make sure to achieve your goals? 

 

[00:02:55.950] - Participant 

I mean from our perspective what went wrong in learning platforms so far, they just focused on the 

learning platforms and they just thought they're competing with other learning platforms. But from 

our point of view we are not only competing with other learning platforms, we are competing with 

time for the users. We're competing with Netflix. We're competing with Facebook. We are 

competing with all other platforms on the Internet and we competing the time of the user. So I think 

the modern day learning platform that really encourage user and really helps user has to be at the 

same quality standard as Amazon's Alexa for example or the Airbnb platfomr. So I think our 

approach is really to have a brilliant user interface on the technical side of the platform and also to 

have really brilliant content. It is not acceptable for the user anymore to have a green screen and 

kind of a iPhone camera and that's it. I think learning has to be different. Learning has to be put into 

stories learning has to be cool like a netflix episode, like a netflix movie and this is the approach we 

want to we want. 
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[00:00:02.060] - Milad 

Okay. All right so maybe you can just elaborate on your your current business and how you want to 

integrate MILLA into your business model? 

 

[00:00:11.610] - Participant 

So first of all there's no MILLA right now. There is the concept of MILLA, there are many approaches 

how to actually set it up. We are speaking with Thomas Heilmann and other project managers of 

MILLA. So what is the best approach to actually build a platform itself. One of the things we could 

maybe potentially work together, is actually help to build the platform itself. And help from all the 

experiences we have with our platform and our numbers are five to six times higher than coursera 

or LinkedIn learning. And then, we actually are super happy that we can provide super high class 

content we filmed in Netflix and cinema qualitiy.  So to sum up: building the platform and providing 

content for the platform. 

 

[00:01:29.310] - Milad 

Alright, let's consider MILLA as being built with. Let's say that it's also built by you and it's an 

awesome platform. Let's talk about the goals if MILLA is actually running. Maybe you can elaborate 

on that again. How do you see yourself on MILLA when it's actually built?  

 

[00:02:07.280]  

I think it's even more challenging. So as I said in the beginning of the interview there is not that 

single point in your life where you actually get a university degree with a grade or a number or 

whatever. And the culture goes more to a lifelong learning culture it's important that you have kind 

of a point system, kind of a system in MILLA that actually can replace for example the University 

grade because it's a lifelong learning grade. We can actually help develop this system as well. And if 

somebody else is developing it, we are happy to provide our content for MILLA. And besides from 

the business model, our current business model is like you can imagine like a Netflix. So the people 

in the organization have unlimited flatrates to our content and this content is interesting enough 
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we are sure we find a solution on the business model maybe like a Spotify model it's paid per view 

or something. I don't know. 

 

[00:03:29.280] - Milad 

OK. You mentioned promoting content to the platform. What would motivate you to produce 

regular content or at least increase your efforts in that regard? 

 

[00:03:39.190] - Participant 

So besides from our business and monetary side of view. Actually we think that we are specialized 

to educate people on digital topics, to give them digital mindset to help them to understand the 

digital transformation. So I think that is a really big goal and it is a really big responsibility to society 

because I think that's one of the better challenges we as the country face to actually see digital 

transformation more than a chance than a threats. We want to be part of it and we want to be 

helping on that way. 

 

[00:04:25.160] - Milad 

OK. And how can how can MILLA support you in being more active on their platform? 

 

[00:04:42.640] - Participant 

Besides from the monetary aspect,  it could also be a nice addition to our branding. So if you see a 

trailer for it if you don't give our full content exclusively to MILLA, we still have exclusive content on 

our website,  so MILLA could also function as kind of a teaser for our platform so that you see one 

or two pieces of content on MILLA and you say, OK, that's so great I want to have more and visit 

your website. 

 

[00:05:13.830] - Milad 

You just mentioned the monetary side. Can you maybe elaborate on that a little bit more? What 

exactly is important for you from a monetary  point of view? 

 

[00:05:26.570] - Participant 
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Could you specify the question because otherwise I would just say money. Haha 

 

[00:05:31.650] - Milad 

Yeah, that's a valid answer. Maybe you have a specific thoughts about how you would like to 

monetize your courses on MILLA. Maybe directly or do you just want to reach people? 

 

[00:06:02.800] - Participant 

As I mentioned before I think it would be a combination of both. I think it's really important if you 

build the MILLA platform. Don't be too stubborn in the business model. I think there's a lot of things 

you have to try. So for example to give pieces of content. Of our content like. For free maybe, then 

you have to measure and see how they convert into a paying customer, maybe they do maybe they 

don't. We would test it a lot. First of all, we want it we would probably provide the content and then 

see how people like the content do they use the content. Are they viewing this content more than 

any other content? I think you should always develop such a platform from a user point of view and 

then build the business model on top of that. And not thinking about the business model too much 

at the beginning and then it doesn't work for the user. 

 

[00:07:09.280] - Milad 

How would you react if you if you don't achieve your goals on MILLA? 

 

[00:07:25.480] - Participant 

I don't really understand the question. 

 

[00:07:26.740] - Milad 

How would that affect your participation on MILLA? You could maybe abandon the platform, you 

could  for example also say okay then we will minimize our participation or we will try to improve.  

 

[00:07:43.500] - Participant 

First of all, we would try to improve. So we would really look into the data. So there could be so 

many cases. There could be a case where we have for example a course about search engine 
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optimization and we upload it on MILLA. And there's another course about search engine 

optimization and nobody's watching ours. This could cause to two things. It could be also the case 

that nobody is searching for search engine optimization on MILLA, the we should probably provide 

better topics or there a lot people searching for search engine optimization but they are a not 

watching our videos, they watching other competitive videos and we have to evaluate if the quality 

of our courses is good enough not if the quality of our content is good enough. So to give you a 

general answer is absolutely misleading here. So we think that concept in general would work and 

if it doesn't we would try improve. If we don't make any money out of it and if we don't convert any 

user out of it, then we would probably question the platform at some point, but are basic 

understanding is that such a platform will work. 

 

[00:09:08.590] - Milad 

You just you just mentioned other competitors. Are you aware of competition or do you already 

have strategies in mind how do you want to overcome competition on the platform? 

 

[00:09:26.800] - Participant 

Yes. I mean it is really difficult to answer this broad questions. Good to not be very specific on that. 

So. To answer this specific question we really need to deeply understand in every detail how the 

platform itself will work? How will the algorithm on platform work? Are the algorithms similar to 

Google algorithms with organic searches and paid searches. This has a lot of impact on how we want 

to present ourselves there. But to answer that more general, the best content wins, we want to 

provide by far the best content. 

 

[00:10:13.890] - Milad 

How do you see the role of MILLA as a platform provider to maybe support you in competition by 

for example promoting your services? 

 

[00:10:25.890] - Participant 

That this is a super general question, but what is actually  super helpful to provide as much as 

possible data for us so that we can analyse user behavior. Which kind of users are watching the 
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videos, when are they skipping the videos, what did they watch before we watching our videos. The 

more data you can provide for us the better we can develop the content. All that said assuming 

we're not building if we are building the platform itself, that would be actually awesome. 

 

[00:11:58.340] - Milad 

Let's stick to competition. Do you expect the platform owner MILLA to support you if your courses 

are not are not performing really well?  

 

[00:12:07.670] - Participant 

Could you please repeat the question? 

 

[00:12:14.890] - Milad 

Of course, imagine you put your courses on the platform, if you recognize support by MILLA and in 

for example promoting your courses? Would that affect your participation in any way? Would you 

be motivated to produce even more or provide more courses?  

 

[00:12:30.320] - Participant 

If you're promoting it, would that motivate us to produce more? Yes. 

 

[00:12:40.720] - Milad 

Okay. Can you elaborate on it? 

 

[00:12:41.910] - Participant 

I mean assuming that you promote our courses people will watch more of our and we will make 

more money out of it, we'll make more of it. 

 

[00:12:56.070] - Milad 

Initially, you said you want to provide the best content and the best content should be promoted. 

How would you react if you recognize an unbalanced promotion of the courses by MILLA. How 

would that affect your participation? 
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[00:13:16.730] - Participant 

If it benefits us, it's fine. If it doesn't, I would complain. 

 

[00:13:23.370] - Milad 

OK. Do you wish MILLA to be transparent in that regard? 

 

[00:13:28.290] - Participant 

Obviously. I think there should be no question about that. You can always shortcut this way in faking 

in or I don't know cheating on it or whatsoever. But in the end you only win this when you have the 

best platform and the best content and cheating users on the content will lead to no answers. 

Maybe it is a short fix to make more money in the short term but in the long term the best platform 

with the best content wins. And if you're not providing the best content for the user, so you're not 

recommending the best content but paid content, you will lose. So in the interest of the project and 

therefore in the best interest of all the partners long term, it should be super transparent. 

 

[00:14:21.790] - Milad 

Okay. All right. Consider MILLA starts producing their own courses on the platform. What are your 

thoughts about that maybe you can elaborate on it? If MILLA starts producing content about digital 

learning for example. 

 

[00:14:41.020] - Participant 

My view on the platform or my view as a content producer? 

 

[00:14:47.560] - Milad 

Your view as a content producer. 

 

[00:14:50.400] - Participant 

First of all, from the view of the platform - great! The more competition the better. The best content 

wins. From a content producer's point of view, obviously the less competition the higher the 
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probability of our videos being watched the higher the probabilities we are economically successful. 

I mean pretty obvious I guess.  

 

[00:15:22.790] - Milad 

Maybe you can elaborate on how you want to implement or how you intend to implement your 

courses on MILLA from a technical point of view? 

 

[00:15:39.160] - Participant 

It depends how the platform will be built, there is no general answer to this. You could do it with a 

score, with a "Schnittstelle", you can provide just the videos they can provide you just information, 

whatever is needed. Probably score will be one of the ways to go but don't has to be. 

 

[00:16:00.230] - Milad 

The question is would you be you willing to to make changes in the format of your courses maybe 

in order to fulfill the platform requirements. Or do you wish you wish an open platform where you 

can just kind of mirror your courses without any extra efforts?  

 

[00:16:17.420] - Participant 

I think the answer to that is: It depends. If this is our main source of revenue in the future, I would 

obviously adopt a course. If there's just a tiny fraction and it doesn't provide any value for us and 

maybe provide  our content for the greater good. But I probably wouldn't take too much effort to 

actually change the format of course. 

 

[00:16:47.830] - Milad 

Yeah, I think we're almost at the end of the interview. I have one additional question concerning 

the technical part. How do you see the role of MILLA in order to support you in the technical 

implementation? What would you wish? 

 

[00:17:10.760] - Participant 
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To build a great platform because I think.. At our company we believe that it has to be a combination 

between a great platform and great content. If you jus have great content and there is platform 

nobody can actually use like there is a lot on the market where the platform actually sucks. You can 

have the best content, nobody will use it. If you have the greatest platform in the world and you 

just have shitty content, nobody will use is as well. I think build a really great platform and open 

platform. This is a critical challenge. Build a great platform would help us the most. 

 

[00:18:02.390] - Milad 

Yes, the very last question can you maybe elaborate on or can you tell me three to five factors that 

you wish MILLA should provide? 

 

[00:18:27.320] - Participant 

One really important one is reach that, does MILLA has enough reach, does it have enough monthly 

active users, how is the retention? If the reach is high enough, people and content providers will 

follow. If it's not, it's not. It's kind of obvious, but difficult to achieve because what comes first, the 

platform or the content and you have to find a solution, where you can go both. But if MILLA is a 

platform which reaches, I don't know 15 million Germans. And the retention is they are looking 

every week for an hour, you don't have to worry about the content providers anymore. I think this 

comes down to the answer I gave to the question before, build a great platform that people know, 

that has an enormous reach. 

 

[00:19:31.530] - Milad 

OK. Do you have any additional questions? 

 

[00:19:35.310] - Participant 

I don't think so. No. 

 

[00:19:40.900] - Milad 

OK. All right. Then that's it from my side. Thank you so much for the interview. I would just stop the 

record. 
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Appendix 10: Interview MILLA representative (29.04.2019) 
 
[00:01:35.310] - Milad 

OK let's get started. 

 

[00:01:36.300] - Participant 

Then let's get started. 

 

[00:01:53.100] - Milad 

Thank you so much for taking part in the interview. My name is Milad Habib, I am currently writing 

my master thesis about the e-learning platform MILLA. During the next time I will ask you some 

questions that are related to MILLA. All information will be kept confidential and be treated 

anonymously and none of what you say during the interview will be attributed to you unless you 

give explicit permission to do so in advance. Also, of course you have the right not to answer any 

questions you for whatever reasons don't want to answer. And if at any point you wish to cancel, 

the Interview will be stopped. Again, all information collected will be used exclusively for the 

purpose of our research. I would also like to record the interview electronically and use the 

recording for the analysis. Is that ok with you? 

 

[00:02:19.020] - Participant 

Sure, all of it. No worries. 

 

[00:02:33.750] - Milad 

So I estimate the interview to last anywhere between 20 minutes and up to an hour. However there 

is no real time limits. So you're most welcome to give lengthy answers or also liberate on your 

statements if you want to. So considering all the information is provided to you, are you still ok with 

participating?  
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[00:02:52.980] - Participant 

Yeah I'm OK.  

 

[00:02:54.860] - Milad 

OK. First of all. Just a general thing, in my in my research my work I use the term "complementors". 

With complementors I refer to the players, the actors on the supply side. And this is the target group 

I want to examine and that's why the first question is how do you select complementors like the 

actors and supply side? 

 

[00:03:38.070] - Participant 

With MILLA we are of course still in the concept stage, right. Because there is no political action 

taken to actually build MILLA, so there's no actual experience on how to do that. So what we 

envision to do there is to actually not select them very much but have to the market as open and as 

free as possible. Right, I mean of course, there need to be a few guidelines, we can have any, which 

I say illegal content on a state funded platform. Otherwise, we imagine that you know anybody who 

wants to principally offer content on MILLA can do that. So that's the idea. And then we would trust 

the market to actually sort through and find, you know, these are the good data analytics courses 

and these are the not so good data analytics courses and so I think this is how it will evolve. And 

make sure that the content that most people see and use in the platform is actually relevant and 

good. 

 

[00:04:48.830] - Milad 

So just to get it right, there are no there are no real requirements/prerequisites from the quality 

side. You just need to like to kind of fulfill the legal requirements, right? 

 

[00:05:08.840] - Participant 

As I said, there's no experience with that yet because the platform doesn't exist. But I would imagine 

that complementors, as you called them, would need to register of course and we need to know 

who that is. And then they can actually share their content. And I think we need to have, 
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theoretically, some legal recourse to remove content from the platform. Ideally, we don't have to 

use it that much. 

 

[00:05:40.830] - Milad 

Okay. To what extent do you think it is more important to have high quality courses in comparison 

to maybe a lot of courses? I mean, the question is quality versus quantity? What are your thoughts 

about that? 

 

[00:05:57.980] - Participant 

I think of course quantity is absolutely key because you're asking people and here I mean people 

who use MILLA to learn on their time and, of course, they want to spend their time effectively and 

efficiently and then of course good quality courses is a better investment and poor quality will 

actually turn people away. But then the key question is of course how do you achieve high quality, 

right? I think we all agree on the aim. The question is how do we get there? And there I am a little 

bit afraid that putting that in in terms of criteria or a certification will be too slow and might not be 

evolving fast enough will might actually fail altogether. And that's why we think that the market 

needs to play a big role in this okay. 

 

[00:06:49.150] - Milad 

All right. Okay. And how do you want to present the services of complementors and how do you 

want to support them in achieving their goals? 

 

[00:06:58.480] - Participant 

Yeah. So what we envision and MILLA was then termed the "Netflix for education". A user interface 

that is easy to use, as intuitive and is relevant most of all as we are used to say from Netflix or from 

other modern platforms. And I think this is in stark contrast to what we very often see in public 

funded education programs. And so the idea is it to give complementors access to a platform that 

hopefully is very addictive as it is in the sense that people actually come back and after one course 

start the next because courses are relevant and courses  suggested to them are relevant. That also 

means, of course, that there is a selection because we want to give people a set of choices that are 
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relevant to them and that means not exposing them to the long tail of all the courses that on the 

platforms but more like you know these are the whatever 20 or 50 or so relevant courses that 

everybody can of course search for everything and see everything but the question is also as you 

know in such platforms what is offered to me right away, what's easy to get to. If I know what I'm 

looking for then I will find it, but the question is how can I get people to spend time and explore the 

platform in an interactive and attractive way because otherwise people will just not use the platform 

and think this is the biggest risk we have that to the platform. And it's a platform that's gotten used. 

 

[00:08:47.970] - Milad 

Yeah, yeah makes sense. Do you have any promotion strategies already in mind? There are several 

platforms already on the Internet following different strategies to promote services on their 

platforms. For example YouTube, you don't really know what videos on YouTube are being 

promoted by the algorithm. I mean, what are the specific requirements for being on the "Trends", 

that is how they call it. Or on Netflix, where, among other things, the best movies are being 

promoted as such. Given that do you have any yes strategies in mind how you want to do solve this 

issue on MILLA? 

 

[00:09:30.500] - Participant 

I think it needs to be evolving because as far at least to my understanding nobody has never done 

it at the scale that we envision it to happen. You know, with literally millions of people on it and 

over longer times and for me the key thing and I think this also serves to complementors best is, of 

course, we strive to recommend relevant classes or courses to our learners because that will keep 

them engaged and and keep them using the platform. And so I think over time we will learn and, of 

course, I mean that's a classic task for machine learning in that sense - we will learn you know what 

works best in terms of you know which classes are very often taken after other classes and where 

do they lead in terms of career development. And in the beginning I think we just have to open to 

trying things and we know that some of it is  just intuitive in the sense that you know, "hey look 

somebody who I don't know already has a degree in statistics might know take the advanced class 

and data analytics and that all kind of makes sense", and some of it would be more long range where 

people are looking to maybe prepare for a career change where you know somebody has been 
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working in a supermarket for 15 years and he wants to move on and become something totally 

different. So this is not going to be incremental. 

 

[00:10:56.800] - Milad 

Yeah, imagine the following scenario: I am a compplementor, I am a course provider of music 

classes. What do I have to do in order to be promoted the best way on MILLA? 

 

[00:11:25.980] - Participant 

Yeah. And you know, there I don't think that somebody has fixed the algorithm yet and I don't 

suggest we do that anytime soon. And then even if we do that, we should be very open to change 

that frequently to adapt for new learning. But I mean, I think what will be relevant is you know no 

matter what is of course that your classes your content is actually relevant. The easiest way to 

measure that is then actually customer feedback, right. Which probably is going to be a combination 

of how easily accessible content, could actually make head a tail of it, could I pass the exam, did I 

actually learn something, was this time spent? All of that will be part of your rating I think and if you 

have a good rating, I'm pretty sure that you know there is every incentive there for MILLA to sort 

you and rank you I highly and recommend you to lots of users and I mean as a classic problem of 

how do you insert new offerings into this mess of offerings. But I mean this is solved everywhere in 

the industry, right? Like every time a fashion store gets a new collection, we don't know anything of 

the new articles because it's fashion. But nonetheless they are also sold by the end of the season. 

So I think you know it is a problem that can be solved how to insert new courses and then for existing 

courses we know how well they actually achieve the learning targets and hence that will drive their 

know how often they are recommended. 

 

[00:12:59.530] - Milad 

Okay, then imagine: I offered my my courses on MILLA but it's not performing very well due to 

several reasons, that could be the competition on the platform or maybe also my performance. How 

would you support me in performing better if I am performing poorly? 

 

[00:13:26.330] - Participant 
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Yeah I mean I think MILLA offers a unique chance because of course you can build a platform on 

that scale we have to and will happily invest in research to go alongside that and think research will 

have different angles, but one of them is of course also to find out you know what are best practices 

when creating online content when linking it to offline content. These kind of things. And we will 

see a whole breadth of the market because remember that also the lerner segments are also very 

different. And you know, I would think that currently on online learning platforms we don't see all 

possible segments of online learners. Right. I mean people with a strong academic background, 

people with no academic background, young or old people, people with lots of work experience and 

little work experience so these kind of things. So they will likely respond differently to different 

classes. And with MILLA we have an opportunity to actually understand who can be targeted and I 

think we could help you as a content provider because then I can see that your data analytics course 

doesn't seem to work and we have gained these and those insights or you know we have these best 

practices that we share with everybody who wants them. that is the interesting or the advantage of 

being a public service that you can actually you know do that, right. The overall aim is to make MILLA 

better and so we would be able to share those insights freely. 

 

[00:14:58.010] - Milad 

Okay. To what extent would you would I be allowed to communicate or interact with the customers 

on MILLA?  

 

[00:15:38.310] - Participant 

Interesting question, I think for sure that, while teaching you'll have to interact with them somehow 

and this might be actually more of a burden, but we know that from existing online class experiences 

that having moderated discussion groups or something for students is actually very helpful. So I 

think we'll know promote this on MILLA as well. And then I don't know, we haven't figured out all 

the details yet but it could be mentioned that you know people could ask you questions about your 

classes if this is what you want. So I think I'd be open for all kinds of inbound communication. I'm 

not entirely sure to what extent we would serve the purpose of  MILLA really well by giving people 

the right to buy promotions or something. I don't think this is the best way of using MILLA because 
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I think MILLA as being a state run and public funded platform carries an expectation of partiality 

that we shouldn't violate. 

 

[00:16:50.380] - Milad 

So you mean it won't be possible for me buy promotion? 

 

[00:16:58.570] - Participant 

Yeah, currently that seems counterintuitive, right. I mean, you should probably also better invest 

this money into making a better class right. Which gives you a higher ranking and user feedback, 

hence, it brings you up and have a better class. 

 

[00:17:13.540] - Milad 

To  what extent can I access the customer data? 

 

[00:17:19.750] - Participant 

You for sure will see of course who's taking your class and you're interacting with them on a 

platform. Other than that, I'm not entirely sure what data protection would permit and what makes 

sense. If people consent that if I take your class then of course I will share my contact details  

because I have an interest that I get your content and your e-mails and your messages or whatever. 

Otherwise it might be difficult and also then of course you might not necessarily be allowed to sell 

that data or use it for other promotion. So these kind of things. 

 

[00:18:01.950] - Milad 

One important question is of course the business side. Imagine me as a cost provider, I do not 

achieve my economic goals. To what extent would you be open to build a business model in advance 

or kind of reshape your revenue model that's being implemented in the concept right now? 

 

[00:19:20.400]  

I think we'll be very open to share best practices. I am not really sure how deep we should go on 

individual business cases. The purpose of MILLA can only be to educate people but not necessarily 
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make everybody who wants to create content successful by default but of course we have a high 

interest that people who share content on MILLA are successful. So we have every incentive to to 

help you be successful. But we cannot guarantee success for everyone who participates. And as far 

as the revenue model is concerned, I think this will necessarily have to develop over time. I think 

MILLA has a super interesting potential for people commercially because we'll have a huge user 

base that can use your classes just cover your classes in one central place. And I think this is super 

attractive considering what currently most of these companies pay on customer acquisition costs. 

 

[00:20:30.640] - Milad 

Okay, all right. How do you intend to implement my services similar? To support me in implementing 

my services. 

 

[00:20:41.500] - Participant 

We're thinking of having at least two technical approaches. And then all the research and other 

support around it.The easiest is probably the discovery function of MILLA where will list your course 

and recommend it to people where we think it's relevant and then they can actually take your 

course. But you know the course can be hosted on your learning system and the stuff that you're 

used to because of course many people have already invested lots of money and understood very 

well how to run their systems and it would be stupid to take this away from me or require them to. 

But if you haven't done anything like this or if this maybe isn't your business and you just have 

particular insights and you just want to put up free modules or something then I think that MILLA 

could also provide you with a system like we could actually host a central system that allows you to 

host your course. I am saying this because we've been approached by lots of institutions, whose 

primary business focus is not online learning but you know they have different missions, such as 

promoting retirement planning or things like this and they just want to put out their knowledge you 

know in new forms and hence they have no interest in installing and running and maintaining  a 

large learning management system. But they would happily run three, four, five, seven courses if 

we have the infrastructure there. So I think we have to cater to both communities here.  

 

[00:22:14.730] - Milad 
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Ok, sound insteresting. So on the one side we have the cost providers right? But on the other side 

we also will have companies on MILLA who potentially could use the platform in their recruiting 

processes. What are your thoughts about that?  

 

[00:23:48.900] - Participant 

Yes. I mean we think that MILLA offers a fantastic opportunity because it would allow employers to 

target people very specifically based on also their skills or their qualifications, right. And not only 

formal qualifications but maybe also informal qualifications or new qualifications so you could 

actually find a person who formerly isn't a mechanic but has a stark interest in maybe welding and 

building metal things or something on MILLA because they've taken three classes or something and 

you could target them to look for somebody to help out in our car repair shop or something. And 

currently this is not really feasible because what can you do? Putting an ad in a newspaper or put it 

on a billboard or something is very expensive to reach lots of people. With MILLA you can just reach 

those three guys who live within 50 kilometers and have an interest in welding and target them 

specifically and all they get is actually when they look into MILLA or when they have a agreed to it 

get an e-mail: Look here's a job opportunity. Are you interested? Just contact that company. 

 

[00:25:00.080] - Milad 

So for me as a company I do not have to offer a course on MILLA in order to do such things, I can 

also use it for recruiting purposes, right? 

 

[00:25:10.890] - Participant 

Yeah of course the recruiting part should be for everyone. Typically at least in Germany we have 

complaints about not being able to find enough skilled workers and so it would be I think very clever 

to use MILLA also to help with that. 

 

[00:25:29.340] - Milad 

Okay. All right. Thank you so much. I think that's it from my side, do you have any questions 

regarding the interview? 
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[00:25:32.730] - Participant 

No, thank you very much. 

 

[00:25:35.710] - Milad 

Ok, then I will just stop the recording. 

Appendix 11: Codebook 

 

Appendix 11.1: Competition with Platform Owner 
 

Files\\ Amateur I - § 2 references coded [ 6.53% Coverage] 

Reference 1 - 0.66% Coverage 

Yeah, sure why not. If the content is great, then use your platform with great content and if you can 

produce it yourself then do it. 

Reference 2 - 5.86% Coverage 

Well, it’s kind of depends. I could see it going both ways. I could see it going that the own produced 

math courses by MILLA is pushing me away from the other, from my stuff because I also do math. 

Yeah but I also could see it kind of in the opposite way pushing my channel as well up because if 

users are generally interested in math and they know they find a lot of stuff on MILLA even more 

than on YouTube, in the best case but would be a very long way to go. Then they come to MILLA 

and after they maybe first take the MILLA math course which is own produced they get 

recommended one of my videos or courses or whoever is in the system, so this could be very 

beneficial to kind of grow a bigger math community and ecosystem than just an isolated channel. 

But yeah, I would have to see whether it’s good or bad for me. I would think it’s beneficial for both 

courses if they have the similar content, but this very much depends on how specifically are the 

algorithms tuned / designed and to recommending stuff. If someone is interested in one channel, 

do they recommend another similar channel or not and so on? I think it completely depends on the 

specifics of the algorithm. 

Files\\ Amateur II (1) - § 2 references coded [ 5.39% Coverage] 

Reference 1 - 4.31% Coverage 
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I really wouldn’t care because as I said before that for me there’s a more important core idea behind 

a learning platform. This is, educate or teach people and if there’s more content coming out from 

more people in different areas because they wouldn’t produce five courses of the same topic right. 

So they would do a lot of other courses as well. And then they would completely fulfill the 

requirements of this whole platform, why not? Maybe it changes from being a platform that just 

has content from random people that produce mediocre or bad content to having like a core team 

of people that already produced content, so maybe they will contract the other people because 

they will have to have some producers of those content, right? So maybe it changes from "I am a 

private person and I am publishing a course to the platform to being hired by the platform to 

produce the content for them about a specific topic". 

Reference 2 - 1.07% Coverage 

- Milad 

The scenario you just explained, would that be something for you or would that be interesting for 

you to be hired by MILLA and produce content for them?  

 

- Participant 

Yeah, I would think that would be really interesting. 

 

Files\\ Company I - § 2 references coded [ 10.13% Coverage] 

Reference 1 - 4.19% Coverage 

They do as well, exactly. And I think it’s I think it’s positive. I mean if I I don’t know how it would 

work in the training sphere but obviously in the Netflix sphere I think it enhances competition in a 

good way that it enhances quality. And it also forces all the service providers to make content 

specifically for Netflix or Miller as opposed to having maybe like a series like a movie that was maybe 

supposed to be for the cinema. But actually when you then watch it on Netflix on a small screen it 

doesn’t work so well. So I think there’s a lot of content that’s produced that’s like on Netflix that’s 

probably better suited for smaller screens. So it’s just adapting to your audience. So I can imagine 

that once MILLA starts putting out content, people might stop making content specifically for the 

platform as well. But yeah generally I don’t see why not. I mean it’s more like a future scenario since 
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we’d like to see the platform first and then you know think of like how to develop it further. 

Reference 2 - 5.94% Coverage 

I mean I think our first like why we’re producing content or like trainings, it’s usually to put them on 

our platform. So I think that that will remain the main motivation. So if there are similar topics, 

similar courses on MILLA then that’s probably regrettable in the beginning. And we would just need 

to see, I mean, we don’t want to cannibalize MILLA East courses vice versa. And it would not be 

good for us either. If all the traffic that went to [COMPANY NAME] would then go to MILLA. I mean 

it would be kind of waste of resources in a way on either side. So I think it would require some 

coordination in terms of the curriculum if that’s like a topic or like a direction MILLA wants to take 

to go into the digital skills then I think it requires the kind of focus I had just to make sure we don’t 

offer the same courses. But generally, would it push us to produce different content? It’s really hard 

to predict right now because I think there’s a lot of factors that play into it. Like where do we step 

in. Yeah. It depends on the reach of the MILLA platform and whether we still reach like whether it’s 

different people that are reached or whether it’s like the same people that would go on our 

platform? But it’s not really a problem. It’s just a challenge that requires kind of planning and 

structure just to make sure that we’re kind of aligned and not taking away from each other because 

I think we have the same objective. 

Files\\Company II - § 1 reference coded [ 2.07% Coverage] 

Reference 1 - 2.07% Coverage 

Well, we are completely fine with that. That would be an addition to our content. And if it’s good, 

it’s a very welcome addition to our education and training scheme. So, as we are not a provider of 

courses and training measures for further education we are completely fine with that aspect. 

 

 

Files\\EPP I_ - § 1 reference coded [ 2.06% Coverage] 

Reference 1 - 2.06% Coverage 

Competition with MILLA: It has to be evaluated if it affects them monetarily 
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Files\\ EPP II - § 1 reference coded [ 1.53% Coverage] 

Reference 1 - 1.53% Coverage 

I’m fine. But I would like to be involved in the content strategy. What if this content would push out 

my content out of reach and in three years from now I won’t get the money I need. So what is the 

platform all about? Would it be an alone standing thing for me as an earning? Then I depend on this 

earning, what would be my strategy, would MILLA be interested in taking care of my work future? 

Files\\EPP III - § 1 reference coded [ 1.18% Coverage] 

Reference 1 - 1.18% Coverage 

From a content producer’s point of view, obviously the less competition the higher the probability 

of our videos being watched the higher the probabilities we are economically successful 

 

Appendix 11.2: Quality assurance 
 

Files\\ Amateur II - § 1 reference coded [ 5.52% Coverage] 

Reference 1 - 5.52% Coverage 

Probably the biggest reason I would stop or quit doing something like this, is if there is kind of like a 

flood of content coming to the platform and if there is no filtering, there’s just too much crap or too 

many courses of bad quality in order to find what is good. Especially, in the beginning when there is 

no like this selection process or is this really rise of one or two or a bunch of really good courses and 

then only did the bad stuff comes in so people can still find okay by review or by rating. But if 

everything comes right away and it’s not filtered by some third party or by some reviewers, then I 

think it would be really demotivating if you produce good content, you push it to the platform and 

there’s five hundred other courses that do exactly the same thing but only that they do it in really 

bad quality or in really bad teaching style and stuff like that and they still get a lot of views because 

people cannot differentiate between good and bad courses right from the beginning because you 

have to look into the course itself beforehand or you have to take some lectures and see if they are 

good before you can judge. And so this would be probably very demotivating. 
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Files\\ Company III - § 3 references coded [ 6.74% Coverage] 

Reference 1 - 2.78% Coverage 

Themen wie eine Kuratierung der Inhalte dadrauf und eines staatlichen Entscheidungsgremiums 

was sinnvoll ist dadrauf zu stellen und was nicht, lehne ich strikt ab, halte ich nicht für sinnvoll. Ich 

glaube nicht an ein staatlich kontrolliertes Qualitätsgremium. Da bin ich eher ein Verfechter eines 

freien Marktes und dass der Markt zeigen wird was sinnvoll ist oder nicht. Ich glaube auch nicht, 

dass ein Staat weiß welche Bildungsangebote wirklich gebraucht werden und welche nicht. 

Reference 2 - 1.39% Coverage 

Transparenz, Offenheit und tatsächlich ist es das Thema keine Kontrollfunktionen. Natürlich muss 

man gucken, dass Rechtsradikalen oder so etwas unter der Hand drin sind. Ich finde eine externe 

Qualitätskontrolle ist dort etwas schwierig. 

Reference 3 - 2.58% Coverage 

Aber wenn es dann darum geht, dass da ein Bewertungs Gremium ist, nach dem Motto was darf auf 

MILLA und was nicht? Was sind die Kriterien dafür, dann finde ich das schon ein bisschen schwierig, 

weil die Frage ist welche Hypothese steckt dahinter, dass der Markt das nicht regelt und dass 

irgendjemand es besser weiß was Menschen brauchen und was sie interessiert und was für sie 

wichtig ist? Dann ist eine Frage: Was ist eigentlich die Zielstellung dahinter? 

 

Appendix 11:3: Promotion by Platform Owner 
 

Files\\ Company III - § 2 references coded [ 7.05% Coverage] 

Reference 1 - 2.25% Coverage 

Na, Transparenz was darin geht, wie die Verrechnungssätze funktionieren, Kostenstrukturen 

funktionieren, Nutzungen funktionieren, welche Sachen gehighlighted werden, welche nicht 

gehighlighted werden. Ich meine gut, dass man einer staatlichen Plattform über wie werden die 

Daten genutzt hat - ich glaube das braucht man nicht zu erwähnen, aber trotzdem ist das ein sehr 

zentrales Thema 
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Reference 2 - 4.80% Coverage 

Das was mir damals vorgestellt wurde und wir auch darüber diskutiert haben, war das ist ja auch so 

ein bisschen in den Netflix Charakter geht: "Diese Kurse könnten Sie interessieren, das wären 

Sachen die ihrem Profil entsprechen würden". Das ist ja auch eine Matching-Plattform Idee 

gewesen. Ich weiß nicht inwieweit diese noch im Raum steht und dann muss man ja natürlich auch 

wissen warum werden ständig nur der anderen gehighlighted, wie werden die eigenen 

gehighlighted. Wie kommt man denn dahin, dass man in die Gehighlighteten kommt? Ist es ein 

Bestechungs-Bezahlsystem, ist eine wirklich unabhängige Instanz, eine Intelligenz... also woran 

liegts, wie funktioniert so etwas? Weil wenn man nachher auf einer Plattform ist wo man aber die 

ganze Zeit immer nur unter ferner liefen läuft, ist das sehr uninteressant nachher für jemanden. 

Files\\ Company I - § 3 references coded [ 11.92% Coverage] 

Reference 1 - 3.64% Coverage 

And additionally, we want to encourage especially at the Mint topics or subjects so mathematics 

engineering or Technology and Science. I mean those are kind of the goal of the "Grow with Google". 

So I can see that MILLA could play a role and in achieving those like maybe having a MINT or 

whatever it would be called, I don’t know like a campaign for one week you know specifically those 

kind of subjects are those of courses. That objective will be feed like you know on Spotify you have 

an album of the week or maybe on Netflix you have a video of a movie of the week that you can 

then also have these kind of topical campaigns put forward certain objectives, could be something 

like: I mean, I don’t know like a I is kind of the technology that everyone is talking about right now. 

So it could be something like Spotlight on A.I. and then you know you can have specific modules 

Reference 2 - 3.58% Coverage 

If we got additional support from MILLA. Ah ok. Yeaaah, probably. I think you would probably be 

more engaged on it if you feel like the platform is taking an active role in shaping the curriculum or 

shaping the progra than if it were just a kind of static platform where people, people but institutions 

or organizations can upload their content but then not so much else is happening. So I think that 

the greater the role of MILLA the more engaged they can get the community the greater the 

incentive for us to be active as well and to participate and to maybe create apps on there and I think 

of different ways of engaging, but I don’t think we would say we’re not going to participate if there 
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is no active role of MILLA. But then yeah I think we would quietly be a little bit remorseful that not 

more is done because the platform we believe has a great potential. 

Reference 3 - 4.69% Coverage 

I mean, me personally but also as the company I think we really put off of transparency. So I think 

more transparency you provide and the sense that of what kind of support is offered but to who the 

better and who are the partners and what’s going on and in the kind of marketing promotional 

space. I think the better because this is the kind of information that will otherwise like two years 

come come out and then could just harm the reputation and it’s kind of unnecessary because there’s 

nothing, I mean, there’s nothing strange or unusual happening when when the platform is talking 

to a lot of different players and stakeholders. I think it’s it’s totally normal. So I mean OK if you said 

you’re only providing support to Google and no one else, then I think that would be strange and this 

would not be the expectation that we have MILLA either. So but I would not think that you know 

MILLA, which is funded by tax payers money would then go out and be very like intransparent about 

the way they’re handling relationships with partners and supporters. But yeah I think we as Google 

would definitely value transparency. 

Files\\Company II - § 4 references coded [ 9.68% Coverage] 

Reference 1 - 2.49% Coverage 

Well I mean competition is in the nature of platforms, that’s a good thing. So, people have the choice 

to pick up on the best courses. And of course, when it comes to the technology infrastructure, I 

think that is subject to a public tender and kind of a bidding process. So that the best technology for 

the best price I assume would be chosen in the end. 

Reference 2 - 1.74% Coverage 

In terms of learning skills and training you will definitely see it as an asset hopefully to our employees 

to have better training material that you see in the normal regulatory regime when it comes to 

funding of training measures in Germany. 

Reference 3 - 2.16% Coverage 

I think the aspect of certification and prove of skills gained on the platform is a very important but 

also very complicated aspect. So, to make sure that somehow the certificates and the proof of skills 



 

185 
 

earned is acknowledged in different sectors. I think these three things are most important for us 

Reference 4 - 3.29% Coverage 

So, there must be a certain degree of the possibility to make use of the user data that could be 

anonymously or pseudonymously, but to have an artificial intelligence mechanism at the back end 

to recommend similar content. I mean this is something what Netflix does as well. What we are 

doing on our platform to say: OK you have chosen ’cybersecurity basic course one’ so maybe you 

are interested also in let’s say ’data mining for intermediates’ or something. 

 

Files\\ Amateur I - § 6 references coded [ 21.27% Coverage] 

Reference 1 - 5.31% Coverage 

And even on YouTube, there is like a big incentive to upload regularly to get pushed by the YouTube 

algorithm and also MILLA would be supported with artificial intelligence and I think the algorithms 

would like to see there is a regular schedule and everything but still, my most favorite educational 

creators on YouTube also in the international scheme, all say focus on your substance focus on what 

you love doing and publish a video when it’s done and not when the algorithm decides you have to 

put out another thing. So, I think I would highly regard my freedom of I can say this this video just 

needs another week and then maybe it’s finished. And I think this is more and more important for 

my style of work and of video than to say I have to publish every week or something like this. If I 

think I would do it if I would have like a contract that I must do it. But I think I would, yeah, 

sometimes maybe feel like in a creative prison. And then I just have to do it because I have to do it. 

And this would also diminish the quality of the content I would think. 

Reference 2 - 1.35% Coverage 

Well, in the end, the platform should be there and should really give users the best content and so 

I think it’s most healthy if it really just recommends the best content and if I’m not the best content 

then I have no right to be supported by the algorithm in this sense. 

Reference 3 - 3.26% Coverage 

So on YouTube, we already have a big ecosystem and big algorithms to notice and sometimes it can 
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happen that not always the best content has the best marketing, the best thumbnail and the best 

title, so it’s not always the most popular. So from a platform like MILLA, which focuses on education 

I would think it should focus also on getting to make the users want to click on the best content 

video. And maybe this means supporting the creators who get the best rating and so on and how 

they can, with best practices, make their content more attractive to people. If the content is good 

but the marketing is not so good or something like this. Yeah. 

Reference 4 - 4.08% Coverage 

Yeah I think if I noticed this, it doesn’t matter for the short term, but in the long term it paints a 

picture of the platform where I know I have to do many videos to get to the algorithm, for every 

search term there’s a video title of me and not one big piece where I do it all consistent and maybe 

in… Sometimes it’s better to see many things in context and not just small snippets and examples 

and on. YouTube often times when you search for something specific you only find these small 

snippets of just small examples where you don’t get the whole picture to be shown. So, stuff like 

this, I would just notice in the first place. But for the long run, it would shape my picture of the 

platform and maybe this would sometimes then be the reason in the future to say: Well overall it’s 

not for me or something like this. 

Reference 5 - 2.89% Coverage 

This is a real interesting question because if every creator and stakeholder knows 100 percent how 

the algorithm works then everyone just tries to trick the algorithm into showing your videos first 

and then if they know that a view of a video counts after watching it half a minute, then everybody 

will tell their friends to watch their video for a half a minute, so they will get the view. So, every time 

you are completely transparent, you just give way to manipulate the system. And I don’t really know 

how transparent one should be with that like with the algorithms. 

Reference 6 - 4.37% Coverage 

But for me as a content creator, I just want to focus on the best video and the best viewing 

experience. What should the audience see and feel like when they’re watching it and what should 

they learn on which way? And then I do my best to put this into one video and then I’m just hoping 

that I can trust MILLA or YouTube or whichever platform to distribute this in a way that makes sense, 

that the algorithms kind of understand what I was looking for and not that I have to shape my whole 



 

187 
 

video just around the algorithm, but the algorithm is rather shaped by my video itself or not even 

by my video but by the reaction that users have to my video. The algorithm learns over time that 

maybe he does videos which are in a strange format, but people enjoy it that the algorithm has to 

adapt and see: Ah! it’s a strange format but people enjoying it so I have to change my parameters. 

Files\\Amateur II - § 5 references coded [ 7.89% Coverage] 

Reference 1 - 2.84% Coverage 

Yes, I mean I expect to see some ways, not like mandatory ways, not like either it supports me or 

not but more like maybe like or something like where you can say no I don’t want any promotion 

from them because this would increase the effort for them, right? They would take shares of my 

revenue of course. Otherwise it probably wouldn’t work and then they maybe there are three ways 

you can do it. You choose either no advertising at all or you choose some advertising which is very 

basic, or you go like oh all in it and they push it or they advertise it everywhere also on third party 

pages and things like that. 

Reference 2 - 0.54% Coverage 

Sorry. I would expect that to be unbiased. I don’t want that to be influenced by either if a person 

pays for it or not. 

Reference 3 - 2.35% Coverage 

You just don’t want to make sure that the model is not influenced by whether a course is advertised 

by the platform itself or not. So if a person watches courses about, I don’t know, whatever maybe 

like programming languages, then you want to get recommendations from other programming 

languages because they are good. Maybe because they’re not the most watched ones because they 

have a good rating and not because the problem like the creator of that of that specific course payed 

for it, right. 

Reference 4 - 0.09% Coverage 

Fully transparent 

Reference 5 - 2.07% Coverage 

I think that’s difficult to say. It depends on how different the quality, how different the feedback 
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and reviews of that course and how different the demand of students is for the course is. Right. So 

it’s more, if it seems unfair, if it really seems unfair that there is no participation in your course and 

there’s some or if the other one is promoted, then it would definitely affect me because then I 

would, of course, feel treated badly. 

 

Files\\ EPP I - § 1 reference coded [ 0.90% Coverage] 

Reference 1 - 0.90% Coverage 

Promotion should be transparent 

Files\\ EPP II - § 1 reference coded [ 2.04% Coverage] 

Reference 1 - 2.04% Coverage 

If you build in some gamification who is the creator of the month, that would be awesome. You 

could say when talking about mathematics for differential equations tutor of the day is professor 

Lorenz-Schacht from Germany or whatever, place two is Daniel, place three is simple club - so good. 

Next week it’s Simple Club on first. That could be really nice and all those features are not available 

on YouTube or other platforms, so that could be a very good thing and I think with concerning the 

feedback tracking 

Files\\EPP III - § 4 references coded [ 5.98% Coverage] 

Reference 1 - 1.01% Coverage 

This has a lot of impact on how we want to present ourselves there. But to answer that more 

general, the best content wins, we want to provide by far the best content. 

Reference 2 - 0.42% Coverage 

If you’re promoting it, would that motivate us to produce more? Yes. 

Reference 3 - 0.38% Coverage 

If it benefits us, it’s fine. If it doesn’t, I would complain. 

Reference 4 - 4.17% Coverage 

Obviously. I think there should be no question about that. You can always shortcut this way in faking 
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in or I don’t know cheating on it or whatsoever. But in the end you only win this when you have the 

best platform and the best content and cheating users on the content will lead to no answers. 

Maybe it is a short fix to make more money in the short term but in the long term the best platform 

with the best content wins. And if you’re not providing the best content for the user, so you’re not 

recommending the best content but paid content, you will lose. So in the interest of the project and 

therefore in the best interest of all the partners long term, it should be super transparent. 

 

Appendix 11.4: Non-Monetary Incentives 
 

Files\\Amateur I - § 4 references coded [ 8.94% Coverage] 

Reference 1 - 2.55% Coverage 

I already have a YouTube channel and this kind of work was created just because I wanted to get 

information across and just do something with my love for mathematics and since I have also 

studied mathematics, it’s kind of, I think it’s beneficial for everyone if I can have fun with 

mathematics and also show this online and then I also realized pretty quickly that I can help others 

just by explaining stuff or showing that math can be at a little fun. And so these are the reasons why 

I started educating. 

Reference 2 - 1.94% Coverage 

Yeah so for me I started my YouTube channel, which is the main thing for me now in online 

education. When I have started there was a time where it was not possible to earn money with it. 

So the first incentive was really completely not economic for me and I still do it. Mostly because I 

like it. But of course, the bigger it grows the more you get to the point where it is more like a 

business. 

Reference 3 - 1.62% Coverage 

Well I would say my participation on MILLA, I would say is mainly so that I have another or maybe a 

better way for some people to get the information or a better environment for learning and so on. 

And if I see that many people have an extra value there from my videos, I think this might be enough 

for me to stay on the platform. 

Reference 4 - 2.82% Coverage 



 

190 
 

Well since my goals are not really that hard coded or pretty soft goals, I also don’t have a very hard 

job, no plan or criteria where I would say this is what I would have to do and then I would know that 

I succeeded. It’s pretty soft but, yeah. So, it’s like, if I meet people, as a YouTuber, I sometimes get 

recognized on the street and they recognize me from my YouTube videos sometimes. Sometimes, 

they thank me for helping them getting through school with my videos. And if this kind of feeling 

can be somehow transported also on MILLA, this would be a success. 

Files\\Amateur II - § 4 references coded [ 8.51% Coverage] 

Reference 1 - 2.08% Coverage 

So, joining the platform would be really interesting to not only promote myself but also to deploy 

and provide learning material for non-technical people about technical problems like technical skills. 

Actually, it is really about developing technical skills for non-technical people in a nice and visual 

way in a practical way with lots of practical assignments and stuff like that. So, this is kind of why 

I’m interested in joining. 

Reference 2 - 2.74% Coverage 

Hmm, good question. I think it really depends on the state of my career I would say. So, for example 

I did a lot of things in the past that were completely free, and I never expected any outcome from it 

just because it improved my credibility for future employees, for possible future employees and 

stuff like that. So, having a good credibility in many different entities that all go together and build 

this personal profile of yours is more important to me than making revenue, but at some point being 

able to make money from it would definitely be one of the most important things. 

Reference 3 - 2.03% Coverage 

For most people it probably would be, if there is more money to make. I mean, if you can make a 

lot of money from it, there will definitely be more actions and there will be more people interested 

and motivated to produce more content. But I also think it’s important to get feedback from people 

and see that there are people actually using and profiting from what you do, from the courses you 

create there, and the lectures you create. 

Reference 4 - 1.66% Coverage 

Ok, this person took your course and maybe half a year later or a year later you can look up the 
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person that bought the course or kind of went through your whole course and you see one or half 

a year later on her LinkedIn that they are now employed somewhere that required what they 

learned in your courses as a skill. This would be really interesting for me. 

 

Appendix 11.5: Monetary Incentives 
 

Files\\Company III - § 3 references coded [ 4.91% Coverage] 

Reference 1 - 1.91% Coverage 

Wenn wir merken würden, dass wir diese Plattform dafür nutzen könnten unser externes Geschäft 

in irgendeiner Form darüber zu unterstützen sage ich mal wobei jetzt muss ich wieder dazusagen 

unsere Auftrag ist internes Qualifizierungsgeschäft und das externe nur dann wenn das Internet 

nicht im Weg steht. Dann würden wir MILLA nutzen. 

Reference 2 - 1.76% Coverage 

Doch, doch. Wir müssen uns ja finanzieren und wenn uns MILLA nachher die Möglichkeit gibts damit 

eine Kundengruppe zu erreichen, relativ effizient, dann ist das eine Sache die würden wir uns 

angucken. Aber es ist halt nicht unser erstes Geschäft - externes Geschäft. Unser erstes Geschäft 

internes Geschäft. 

Reference 3 - 1.24% Coverage 

Wird dann trotzdem für den Kurs gezahlt? Oder heißt das, wenn das Feedback nicht gut ist, bleibt 

der Anbieter auf den Kosten hängen, die er für den Kurs hat, weil er kein Geld zurückbekommt? Das 

ist natürlich null Anreiz. 

Files\\Company I - § 3 references coded [ 0.97% Coverage] 

Reference 1 - 0.07% Coverage 

We would not, no. 

Reference 2 - 0.64% Coverage 

I think if there’s a desire to join MILLA, we are not looking. I mean our business model is not making 

money from online courses at all. So it would no, no. 
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Reference 3 - 0.25% Coverage 

our incentive is to kind of increase the reach of our program 

Files\\Company II - § 1 reference coded [ 2.08% Coverage] 

Reference 1 - 2.08% Coverage 

Not primarily but of course if there is a remuneration or financial benefit in providing content to the 

platform, we wouldn’t say no of course. But that’s, so far, not our business model, but of course 

that would be an incentive to provide high quality material and to invest in such content. 

 

Files\\Amateur I - § 5 references coded [ 9.28% Coverage] 

Reference 1 - 1.56% Coverage 

But of course, the bigger it grows the more you get to the point where it is more like a business. And 

so also to move to another platform or just take into consideration maybe producing for multiple 

sites and formats and so on, is of course also good to have to get the personal and economic 

incentives aligned. 

Reference 2 - 0.77% Coverage 

And so I think also for the bigger picture and for everyone it would be necessary for a platform like 

MILLA to have some economic value for the creators. 

Reference 3 - 3.03% Coverage 

Well I would say my participation on MILLA, I would say is mainly so that I have another or maybe a 

better way for some people to get the information or a better environment for learning and so on. 

And if I see that many people have an extra value there from my videos, I think this might be enough 

for me to stay on the platform. But it seems like this is also aligned with the economic value it gives 

for me so if no one or if not many people like it or give it a bad rating on MILLA then it also would 

the incentive would not be given because if people do not enjoy what I do on this platform then I 

don’t have to do it. 

Reference 4 - 3.25% Coverage 

Yeah, I’m at least open for this of course on my YouTube channel I now have more than 100.000 
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subscribers so there’s a big audience to reach. And so, I know it’s worth the effort or even worth 

the extra effort to put into a video because I know at least 10.000 people are going to see it and 

potentially a million. I don’t think MILLA can reach this kind of popularity just like this. But yeah if 

MILLA maybe can reach about the same audience size or even a tenth of this audience size it be 

would be good. And of course, if there’s also the economic incentive then it would make sense to 

set apart that extra time or just to adapt to MILLA specifically. 

Reference 5 - 0.67% Coverage 

Yeah and I mean to give the basic economic incentive to do it and I think these two would be enough 

for me to be happy in the first place. 

Files\\Amateur II - § 1 reference coded [ 2.74% Coverage] 

Reference 1 - 2.74% Coverage 

Hmm, good question. I think it really depends on the state of my career I would say. So, for example 

I did a lot of things in the past that were completely free, and I never expected any outcome from it 

just because it improved my credibility for future employees, for possible future employees and 

stuff like that. So, having a good credibility in many different entities that all go together and build 

this personal profile of yours is more important to me than making revenue, but at some point being 

able to make money from it would definitely be one of the most important things. 

 

Files\\EPP I_ - § 4 references coded [ 23.50% Coverage] 

Reference 1 - 10.74% Coverage 

As part of our company, there’s more business considerations, which are the obvious ones, like of 

course, we would like not to miss out on that opportunity, if, especially, others are there. And also 

to be able to increase our reach to help more people speak with each other and be able to be better 

in their jobs or in their lives. And obviously, we would only do it if we see a business opportunity in 

there. 

Reference 2 - 5.98% Coverage 

Yeah. So I think there is not much to add. So, the business angle, of course only is in the sense of 
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contributing content and providing other hands on support when building MILLA would need to 

make sense - also from an economic. 

Reference 3 - 3.73% Coverage 

They have to evaluate their effort based on the monetary outcome. They will abandon the platform 

if they will not achieve expected revenue 

Reference 4 - 3.05% Coverage 

Incentives: MONEY, reach, reputation to be on a platform that is supported by the government, 

mission to educate 

Files\\EPP II) - § 8 references coded [ 8.71% Coverage] 

Reference 1 - 1.86% Coverage 

So, what I’m looking for is possible new ways of earning some money, besides YouTube because the 

platform YouTube lets you participating on advertising, but it’s not quite well. So perhaps you can 

look for a new business model like this platform. So, I’m interested in what could be the revenue 

model of this platform. And how can I monetize my content because it’s a lot of value, it’s a lot of 

content and there is no really good platform in Germany for this content 

Reference 2 - 0.85% Coverage 

So right now, we have to talk about revenue and earning money because, right now, a lot of content 

creators from Germany who produce for YouTube stopped producing regularly on YouTube and 

built their own houses. 

Reference 3 - 0.82% Coverage 

And at the end of the day, if you have the MILLA platform and I produce regular content on it, but 

it were far better for me earning on my own platform I would have to switch. And that’s what 

happening right now. 

Reference 4 - 1.60% Coverage 

It’s a very critical point right now: Monetization in education. There is Coursera, Udemy, it’s all about 

paying money. There’s Khan Academy, the greeaat online house where everything is for free, but 

it’s sponsored by Bill Gates Foundation and Google. You know there’s a lot of money in it. So, I would 
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guess that it wouldn’t be enough to be sponsored by only the government even if it’s billions. 

Reference 5 - 0.81% Coverage 

But as content is rising as content creators are rising at the end of the day it’s about earning money 

and not being the nice guy "here’s my content and I’m fine with, I don’t know, a thousand bucks a 

month". 

Reference 6 - 1.19% Coverage 

But also I get money from YouTube. And if the earnings from MILLA would be far below the earnings 

I have the YouTube platform. Why should I do it? So, YouTube is a good marketing channel, I have 

a lot of feedback, I reach a lot of people. And I earn "okay money". So MILLA has to pay off at the 

end of the day. 

Reference 7 - 0.85% Coverage 

So, you see what you’re dealing with. Not everybody is like me being open for these things and, at 

the end of the day, they all want to earn money and then they have to earn money. So how can you 

convince those people? 

Reference 8 - 0.72% Coverage 

I would always stay on different platforms because at the end of the day when it comes to earning 

money, when it comes to the market it’s always good to have several horses in the run. 

Files\\EPP III - § 4 references coded [ 3.07% Coverage] 

Reference 1 - 0.45% Coverage 

Could you specify the question because otherwise I would just say money 

Reference 2 - 0.46% Coverage 

First of all, we would try to improve. So we would really look into the data. 

Reference 3 - 1.35% Coverage 

So we think that concept in general would work and if it doesn’t we would try improve. If we don’t 

make any money out of it and if we don’t convert any user out of it, then we would probably 

question the platform at some point 
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Reference 4 - 0.81% Coverage 

I mean assuming that you promote our courses people will watch more of our and we will make 

more money out of it, we’ll make more of it. 

 

Appendix 11.6: Platform Ecosystem Complexity 
 

Files\\Amateur I - § 3 references coded [ 7.66% Coverage] 

Reference 1 - 2.32% Coverage 

No, I would very much look to the specifics on the platform like how or how does my video feel in 

the context of MILLA, and yeah of course, the one big question is to whether I can just use my 

already existing YouTube videos and take them to MILLA. So, this would be of course a perfect 

strategy where a lot of content is already created. And then maybe it’s even good to produce 

specifically for MILLA with a specific format in mind which works best on the platform. 

Reference 2 - 2.08% Coverage 

Yeah I would look, what are the technical possibilities. Is it just the video itself or is there integration 

of, I don’t know, maybe an online test that you can solve after the video. So I would try to use all 

the features from the platform that are technically there. And then I would just go by trial and error 

trying all the things out like in my style with my wording and so on and then see the statistics of 

course. 

Reference 3 - 3.25% Coverage 

Yeah, I’m at least open for this of course on my YouTube channel I now have more than 100.000 

subscribers so there’s a big audience to reach. And so, I know it’s worth the effort or even worth 

the extra effort to put into a video because I know at least 10.000 people are going to see it and 

potentially a million. I don’t think MILLA can reach this kind of popularity just like this. But yeah if 

MILLA maybe can reach about the same audience size or even a tenth of this audience size it be 

would be good. And of course, if there’s also the economic incentive then it would make sense to 

set apart that extra time or just to adapt to MILLA specifically. 

Files\\Amateur II - § 1 reference coded [ 1.62% Coverage] 
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Reference 1 - 1.62% Coverage 

It depends on the amount of changes, on how complex it is and how much changes are needed. If 

it is like creating a completely new course, then I probably wouldn’t do it. In most cases, you have 

most of the content already ready, so you might have to do some small adjustments or things like 

that it is not too complex and doesn’t take too much time. 

 

Files\\ Company III - § 1 reference coded [ 2.03% Coverage] 

Reference 1 - 2.03% Coverage 

Wären Sie denn bereit in irgendeiner Art und Weise Anpassungen durchzuführen wenn es 

notwendig sein sollte? 

 

- Participant 

Das ist ein Kosten-Nutzen-Relation. Das Thema haben wir ja andersrum auch. Wir wollen ja, 

perspektivisch zum Beispiel auf unsere Lernplattform Trusted Sources von anderen Anbietern 

reinbringen. Das ist ja ein gängiges Geschäft. 

 

Files\\Company I - § 1 reference coded [ 4.93% Coverage] 

Reference 1 - 4.93% Coverage 

- Milad 

Are you open to make adjustments to fulfill the requirements on MILLA or do you just want to put 

your courses how they are on MILLA without any friction? 

 

- Participant 

What would be the requirements? For example the requirements that are super difficult or.. 

 

- Milad 

Depends on your courses, how complex they are and if MILLA can just put them easily on the 

platform, which is not defined yet but we have to define it very soon. 
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- Participant 

I mean generally speaking, I think, again, I can’t say 100 percent. But usually, if we take the 

decision that we would like our courses to be on MILLA and that we would like to work with you 

then I would imagine that there are ways of adapting to your requirements. 

 

- Milad 

Yeah. OK. That wouldn’t be any issue?  

 

- Participant 

I don’t know hahah. But I mean, yes, I can just say like generally, if we see the value and we want 

to do it and we commit ourselves to putting the courses on there, I would think that we would 

adapt. But then again I don’t know what exactly we would need to adapt like what we’re adapting 

to let’s say. So it’s hard to give a definite answer. But from my experience in the past I would say 

we would try and make it happen. 

Files\\ Company II - § 2 references coded [ 4.92% Coverage] 

Reference 1 - 3.08% Coverage 

There shouldn’t be a vendor lock in so if you put content on the platform you should be able to 

integrate it on other platforms as well. For instance, if you provide, let’s say gaming apps for 

educational purposes or something, that shouldn’t be something which is vendor specific, but based 

on open standards and something which is open to all different technologies not only one vendor 

specific technology which has to be used. 

Reference 2 - 1.84% Coverage 

That should be designed in a way that all companies can make use of it by using API technology, 

neutral language, of course there is a degree of adaption. But I think the more open the technology 

is the more people that could make use of the platform in general. 

Files\\EPP I_ - § 1 reference coded [ 3.50% Coverage] 

Reference 1 - 3.50% Coverage 
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Require easy and frictionless entry. Considering high platform complexity: An entry really depends 

on the business evaluation 

Files\\EPP II - § 3 references coded [ 3.28% Coverage] 

Reference 1 - 2.32% Coverage 

For technical dumps like me, make it very easy. I work with a lot of developers and I have a basic 

view into programming etc. because I do several projects in it but I for myself I want to have a 

smooth platform like YouTube. YouTube is built for dummies like me: Here is my video in mp4, push 

a button, it’s uploaded and it’s a nice UI/UX, everything is fine. So for me as a content creator, when 

I first step into the MILLA platform, I want to be guided very smooth very easy to how can I upload 

my videos, how can I provide my content on this platform and then how is the interface for the 

users? 

Reference 2 - 0.54% Coverage 

It has to be very easy for me to give my content to the platform and that the user has a really nice 

experience to get through the courses. 

Reference 3 - 0.42% Coverage 

I think that deals with the negative thoughts of if MILLA would be my only platform. It depends on 

MILLA. 

Files\\EPP III - § 1 reference coded [ 1.88% Coverage] 

Reference 1 - 1.88% Coverage 

It depends. If this is our main source of revenue in the future, I would obviously adopt a course. If 

there’s just a tiny fraction and it doesn’t provide any value for us and maybe provide our content 

for the greater good. But I probably wouldn’t take too much effort to actually change the format of 

course. 

 

Appendix 11.7: Openness 
 

Files\\Company III - § 2 references coded [ 1.87% Coverage] 



 

200 
 

Reference 1 - 0.97% Coverage 

Das werden doch normale APIs sein. Wenn MILLA nicht gängig ist mit allen anderen Formaten, dann 

ist es eh eine Fehlkonstruktion dann würde ich mir gar keine Sorgen machen. 

Reference 2 - 0.91% Coverage 

Einfacher Zugang, easy Access. Und zwar Easy Access dann für uns wenn wir Anbieter wären und 

Easy Access für User, das eines der größten Knackpunkte überhaupt. 

Files\\Google Interview - Naether (1) - § 1 reference coded [ 0.48% Coverage] 

Reference 1 - 0.48% Coverage 

I’m afraid I don’t really know. I don’t know what the technology are like what the requirements are 

to implement. 

Files\\Company II - § 6 references coded [ 10.15% Coverage] 

Reference 1 - 0.73% Coverage 

Well of course it must be an open platform where content providers are encouraged to deliver 

content 

Reference 2 - 1.36% Coverage 

Well, open means, of course, that any content could be provided on MILLA. Of course, there must 

be a certain level of quality assurance. But in general, that shouldn’t be too bureaucratic. 

Reference 3 - 2.35% Coverage 

Yeah, I think an open platform would be perhaps more important to us, but I mean, that are two 

different sides of one coin. The one side is how to access content and the other one is if there’s an 

incentive to provide content. So, I think it’s a bit different angle. But in general, it should be an open 

platform based on open standards 

Reference 4 - 3.08% Coverage 

There shouldn’t be a vendor lock in so if you put content on the platform you should be able to 

integrate it on other platforms as well. For instance, if you provide, let’s say gaming apps for 

educational purposes or something, that shouldn’t be something which is vendor specific, but based 
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on open standards and something which is open to all different technologies not only one vendor 

specific technology which has to be used. 

Reference 5 - 1.84% Coverage 

That should be designed in a way that all companies can make use of it by using API technology, 

neutral language, of course there is a degree of adaption. But I think the more open the technology 

is the more people that could make use of the platform in general. 

Reference 6 - 0.80% Coverage 

And of course it is also scalable open platform from the technology-side, which can adapt to a large 

user amount 

 

Appendix 11.8: Indirect Network Effects 
 

Files\\Company I - § 4 references coded [ 2.73% Coverage] 

Reference 1 - 0.76% Coverage 

So it would just be a way of opening up our online courses to a broader audience because I think it’s 

a very specific audience that goes on the "Grow with Google" Web site at the moment 

Reference 2 - 0.95% Coverage 

it’s a much broader platform that say so people might find our courses on that as well who may not 

have searched for it specifically. So I would say that’s probably the biggest this incentive that we 

would have if we were to join. 

Reference 3 - 0.76% Coverage 

I mean if we’re able to get a big reach on the platform then I think that would be really fantastic and 

really definitely an incentive to see to to get more involved even more involved. 

Reference 4 - 0.26% Coverage 

our incentive is to kind of increase the reach of our program. 

 

Files\\Company II - § 1 reference coded [ 3.02% Coverage] 
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Reference 1 - 3.02% Coverage 

Well of course, for us it’s interesting to open our content to a broader audience. We have several 

specific courses online for our own product how to use our cloud infrastructure, how to facilitate 

digital technical skills with regards to our product. So, this is something we already make available 

on our website. So that would be, of course, interesting to put on MILLA to make it available to an 

even broader audience. 

Files\\Amateur I - § 1 reference coded [ 3.25% Coverage] 

Reference 1 - 3.25% Coverage 

Yeah, I’m at least open for this of course on my YouTube channel I now have more than 100.000 

subscribers so there’s a big audience to reach. And so, I know it’s worth the effort or even worth 

the extra effort to put into a video because I know at least 10.000 people are going to see it and 

potentially a million. I don’t think MILLA can reach this kind of popularity just like this. But yeah if 

MILLA maybe can reach about the same audience size or even a tenth of this audience size it be 

would be good. And of course, if there’s also the economic incentive then it would make sense to 

set apart that extra time or just to adapt to MILLA specifically. 

Reference 3 - 3.03% Coverage 

Well I would say my participation on MILLA, I would say is mainly so that I have another or maybe a 

better way for some people to get the information or a better environment for learning and so on. 

And if I see that many people have an extra value there from my videos, I think this might be enough 

for me to stay on the platform. But it seems like this is also aligned with the economic value it gives 

for me so if no one or if not many people like it or give it a bad rating on MILLA then it also would 

the incentive would not be given because if people do not enjoy what I do on this platform then I 

don’t have to do it. 

 

Files\\Amateur II - § 1 reference coded [ 1.05% Coverage] 

Reference 1 - 1.05% Coverage 

it is really about developing technical skills for non-technical people in a nice and visual way in a 

practical way with lots of practical assignments and stuff like that. So, this is kind of why I’m 
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interested in joining. 

 

Files\\EPP I_ - § 2 references coded [ 12.54% Coverage] 

Reference 1 - 10.74% Coverage 

As part of our company, there’s more business considerations, which are the obvious ones, like of 

course, we would like not to miss out on that opportunity, if, especially, others are there. And also 

to be able to increase our reach to help more people speak with each other and be able to be better 

in their jobs or in their lives. And obviously, we would only do it if we see a business opportunity in 

there. 

Reference 2 - 1.80% Coverage 

The strategy is to generate leads from MILLA to their own platform. 

Files\\EPP III - § 1 reference coded [ 4.39% Coverage] 

Reference 1 - 4.39% Coverage 

One really important one is reach that, does MILLA has enough reach, does it have enough monthly 

active users, how is the retention? If the reach is high enough, people and content providers will 

follow. If it’s not, it’s not. It’s kind of obvious, but difficult to achieve because what comes first, the 

platform or the content and you have to find a solution, where you can go both. But if MILLA is a 

platform which reaches, I don’t know 15 million Germans. And the retention is they are looking 

every week for an hour, you don’t have to worry about the content providers anymore. I think this 

comes down to the answer I gave to the question before, build a great platform that people know, 

that has an enormous reach 

 

Appendix 11.9: User Data 
 

Files\\Amateur I - § 2 references coded [ 2.66% Coverage] 

Reference 1 - 1.90% Coverage 

And I would hope to get some statistics as a content creator for example of how long do people 

watch my video? YouTube analytics has a lot of data available for creators to see exactly why a video 
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is popular and where it is popular and how it is popular and so on and so I would look at the specifics 

on MILLA and see which features are used by the users. And then concentrate on this. 

Reference 2 - 0.76% Coverage 

Well I would be glad to see as many statistics as I can from my own stuff to know exactly how people 

are using the platform with my videos specifically. 

Files\\Amateur II - § 1 reference coded [ 1.43% Coverage] 

Reference 1 - 1.43% Coverage 

And I think the third one would be, giving me feedback on what if it’s actually helpful for people or 

not. Because if I just create things and people don’t care about it or people don’t do it and people 

have nothing out of it then I mean why should I waste my time in doing this. Then it doesn’t make 

sense for me. 

 

Files\\ Company III - § 1 reference coded [ 2.63% Coverage] 

Reference 1 - 2.63% Coverage 

Ich meine gut, dass man einer staatlichen Plattform über wie werden die Daten genutzt hat - ich 

glaube das braucht man nicht zu erwähnen, aber trotzdem ist das ein sehr zentrales Thema. Weil 

natürlich auch und das ist ja auch mehrfach schon von anderen Verbänden eingeworfen worden, 

was mit den Daten da eigentlich passiert und wofür ein Staat eigentlich eine übergreifende 

Datenstruktur von Nutzern und Anbietern haben will? Das ist ja auch nochmal so eine Frage. 

Files\\ Company I - § 2 references coded [ 8.81% Coverage] 

Reference 1 - 7.93% Coverage 

Okay. Generally, I mean I don’t think we have any strategy yet to interact. But I mean I think if the 

platform requires certain interaction with the community or if there is a big community that’s very 

engaged and really wants to have interaction then, yeah sure, we would adapt to that. I’m not sure 

we would already, like, when we make the decision or take the decision to to be on MILLA come 

with a the ready proposal and say this is how we want to interact with the community because it 

would simply be a sort of, I guess for everyone, it’s a bit of a pilot you know it’s like a test phase. 
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Just see how the people that have used the training material, do they even want to interact like or 

are they fine like they know what they want to do and then they take the course they review it and 

that’s fine. I mean do they have an interest in getting involved? I don’t know. It’s an open question. 

I don’t know if there is any like best-practice. Personally on Netflix, do I want to communicate with 

other viewers who watch the same movie as I? Maybe but maybe also not really? Does it obviously 

help to get the recommendation people who view this also view this. Same with ordering a book on 

Amazon. So I think, my initial feeling would be, it’s more useful to focus on the recommended 

courses just to say, you know, we see you interested in search engine optimization. Have you 

thought of taking this class as well? And obviously, that opens the door for like advertisers as well 

to say: OK or like a coach. Maybe there could be coaches on MILLA as well to say: OK you’ve taken 

this class online and it was and of cost like 100 hundred euros or something, now are you interested 

to to maybe take that take that even further and here are some coaches that are available. So that’s 

something I could imagine. I’m not sure that’s necessarily something Google will do. But that’s just 

something that just came to my mind. 

Reference 2 - 0.89% Coverage 

How important is it for you to access the user data on the platform?  

 

- Participant 

Not at all. I mean, I think we would probably need to have like how many people have taken the 

class. But I mean the rest, not so much. 

Files\\Company II - § 2 references coded [ 9.03% Coverage] 

Reference 1 - 1.77% Coverage 

I think if we provide our own content it’s very important for us that we have a feedback or a 

communication channel to the users to make sure that we understand the needs of our clients and 

our platform users to make sure that we can interact with them. 

Reference 2 - 7.26% Coverage 

I mean it starts I think with a simple rating to make sure that users find out that this was rated as 

good content, but also to send back comments or to submit more user details. And of course, it 
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must be assured that this is compliant with this privacy regulations and that the user can choose 

which data he wants to submit in his profile. But I think the more in general the platform knows, 

not necessarily the content provider, but the platform knows about the user the better the 

recommendations are for similar content which can be also helpful to the user. So, there must be a 

certain degree of the possibility to make use of the user data that could be anonymously or 

pseudonymously, but to have an artificial intelligence mechanism at the back end to recommend 

similar content. I mean this is something what Netflix does as well. What we are doing on our 

platform to say: OK you have chosen ’cybersecurity basic course one’ so maybe you are interested 

also in let’s say ’data mining for intermediates’ or something. 

 

Files\\EPP II - § 2 references coded [ 4.59% Coverage] 

Reference 1 - 3.68% Coverage 

So at a platform like MILLA you could go and see: OK, there is Daniel Jung with math tutorials but I 

don’t get it with him, but there also would be Simple Club with another style and I would get the 

information from them and I learn from them better than from Daniel so the artificial intelligence 

in the back could see: Oh, people between 12 and 14 have a better learning effect with Simple Club. 

So that would be amazing. Right now it’s like, either you go to Simple Club or two Daniel or to this 

or to that. And that’s the great advance from Spotify and Netflix, you know if you have several 

content creators on one platform, you can provide individual learning at the end of the day and 

that’s what’s drifting away right now because everyone is building his own houses and you’re not 

working together and that could be a model to bring the content together, see what happens, which 

is the best content for which age or whatever? 

Reference 2 - 0.92% Coverage 

how is my content developing, really good access to the to the to the views. So if I have not the 

overview about what’s MILLA doing with my click rate etc. how are they getting those things so, I 

really want be involved in the process. 

Files\\EPP III - § 2 references coded [ 6.52% Coverage] 

Reference 1 - 4.56% Coverage 
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First of all, we would try to improve. So we would really look into the data. So there could be so 

many cases. There could be a case where we have for example a course about search engine 

optimization and we upload it on MILLA. And there’s another course about search engine 

optimization and nobody’s watching ours. This could cause to two things. It could be also the case 

that nobody is searching for search engine optimization on MILLA, the we should probably provide 

better topics or there a lot people searching for search engine optimization but they are a not 

watching our videos, they watching other competitive videos and we have to evaluate if the quality 

of our courses is good enough not if the quality of our content is good enough. 

Reference 2 - 1.96% Coverage 

but what is actually super helpful to provide as much as possible data for us so that we can analyse 

user behavior. Which kind of users are watching the videos, when are they skipping the videos, what 

did they watch before we watching our videos. The more data you can provide for us the better we 

can develop the content. 

 

Appendix 11.10: User experience 
 

Files\\Amateur II - § 1 reference coded [ 2.10% Coverage] 

Reference 1 - 2.10% Coverage 

I mean the most important part is that they provide you a platform that is convenient to use and 

that is simple to use basically. That’s the most important part because otherwise people won’t 

create content for it. I mean at least non-paid people because as always people are expected to 

create content and then for free and then they push it out there and maybe they get revenue over 

time. So being simple and convenient to use is very important. 

 

Files\\Company III - § 1 reference coded [ 0.72% Coverage] 

Reference 1 - 0.72% Coverage 

Und zwar Easy Access dann für uns wenn wir Anbieter wären und Easy Access für User, das eines 

der größten Knackpunkte überhaupt. 
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Files\\Company II - § 1 reference coded [ 0.35% Coverage] 

Reference 1 - 0.35% Coverage 

It should be an easy to use platform for the users 

 

Files\\EPP II - § 4 references coded [ 4.44% Coverage] 

Reference 1 - 1.93% Coverage 

This is what I’m interested in a platform Made in Germany combining all this and testing with all 

those things. But here is the question, who is developing it? Is it a government tool because 

governments are not famous for building good software platforms? So who would be the creators 

of this platform? That’s a big issue why Instagram, tick tock, Netflix, Uber etc. are so famous and 

successful. They have really good developers, UI/UX developers and that’s a really huge thing. 

Reference 2 - 0.98% Coverage 

So you cannot say Daniel Jung, Simple Club etc. come to my platform and you have a horrible UI/UX. 

Because the people who are coming into the platform the next generation wants to do it quick and 

fast like push a button and boom boom boom boom boom. 

Reference 3 - 1.00% Coverage 

Twenty years ago you could say, hey let’s combine some good content. Do it, push it out there, and 

good is but now the end consumer the user wants to have it really smooth on the platform, mobile 

optimized native apps, quick, on demand questions etc.. 

Reference 4 - 0.54% Coverage 

It has to be very easy for me to give my content to the platform and that the user has a really nice 

experience to get through the courses. 

Files\\EPP III - § 1 reference coded [ 1.78% Coverage] 

Reference 1 - 1.78% Coverage 

You can have the best content; nobody will use it. If you have the greatest platform in the world 

and you just have shitty content, nobody will use is as well. I think build a really great platform and 
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open platform. This is a critical challenge. Build a great platform would help us the most. 

 

Appendix 11.11: Same-side Interaction 
 

Files\\ Company I - § 3 references coded [ 3.15% Coverage] 

Reference 1 - 2.27% Coverage 

I mean exclusive content again, not sure. But yeah I mean working with other partners who are also 

on MILLA, I think that’s also another very attractive feature of going on the platform you know if 

you said: OK there’s, I don’t know, a trade union or this I don’t know another company that we 

haven’t had an interaction with but who may have complementary offerings or who may have 

specific demands where we can say hey let’s get together on the platform as do something together. 

That could also be something that’s quite interesting I think 

Reference 2 - 0.76% Coverage 

I could imagine that it could also be a platform. Where people then come up to us and say: OK you 

have this course, it sounds really interesting to us, can you like tailor make it for us? 

Reference 3 - 0.11% Coverage 

So as a kind of meet up place 

Files\\Company II - § 1 reference coded [ 1.52% Coverage] 

Reference 1 - 1.52% Coverage 

So, there might be some ways to kind of do corporations even with companies so that they pay for 

specific courses they need. Like with for example Udacity where they have corporations with big 

companies that help develop specific courses so they can really get people that are trained in 

specific skills, that’s already. 

 

 
 


