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WHO WE ARE 



WE’RE HAPPY THAT THE MARKETPLACE 
SEEMS TO BE HERE TO STAY 

“Retailers that compete with Amazon have come to 
discover that offering marketplaces on their own sites is 
critical to driving margins and remaining competitive...” 

 -Forrester 



MARKETPLACES ARE PROCESSING 
HUNDREDS OF BILLIONS IN SALES 
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GONE ARE THE DAYS OF IT BEING A 
RETAILER ONLY STRATEGY 

Marketplaces have been adapted for so many 
different industries. 

Age of enlightenment for marketplaces. 

It’s actually replacing retail. 

People’s appetite for purchase is higher after 
they’ve just read editorial content. 

It’s all about uniting supply and demand, and 
monetising your traffic. 

These days, marketplaces are no longer a cutting 
edge strategy. 

 

It’s all about supply and demand. 

Marketplace 

General: 
Amazon, 

eBay, 
Rakuten 

Craft: Etsy, 
Not on the 

High St 

Wholesale: 
Alibaba 

Digital: 
App Store, 

Google 
Play 

Travel: 
Uber, Lyft 

Food: Just 
Eat, The 

Food 
Market 

Classifieds: 
Gumtree, 
Craigslist 

Property: 
Zoopla, 
Airbnb 

Services: 
Odesk, 
Anyvan 

Hidden: 
Shh! 



IT’S EASIER THAN EVER TO LAUNCH ONE 

Infrastructure 

Aggregators 

Logistics 

Technology 

Standardisation 

Cloud 
computing 

Seller 
Capability 

Education 

Performance 

Service 
Providers 

Integrators 

Cost 

…the hardest part is now operational readiness 



HOW CAN I HOPE TO COMPETE? 

Don’t pick a fight to begin with! 
• Identify a (profitable) niche 
• Somewhere where there is no large incumbent 

Bring your mates! 
• Give buyers and sellers a community that they can relate to 
• Expand the market, address the marginalised and disgruntled. 

Come ready-armed! 
• Use out of the box technology to give you instant capability 
• Growth hacks to enable explosive growth 

Pick a fight on your own terms! 
• Find something they do that you can do better 
• Find a problem and solve it 



THE TECHNOLOGY 

eCommerce Layer 

Product Catalogue 

Warehouse 
Management 

Order Management 

Finance 

Shoppers 

Social 

Shopper 
Medium 

Seller Finance & 
Management 

Listings Management 

Seller Order Routing 

Seller and Product 
On-boarding 

Seller Feedback 

Marketplace Layer 

Merchants 

Merchant 
Integration 

HTTPS 

Web GUI 

EDI 

TSV/CSV 



CHECKOUT CAN BE SIMPLE TOO 
(REALLY SIMPLE) 

Payment Processor Payment Gateway 

•  Sellers link their accounts 

•  Reduces need for PCI compliance 

•  Super simple 

•  Potentially restrictive  

•  No economy of scale 

•  Potentially onerous 

•  Greater PCI compliance exposure 

•  Great if you already have a 

checkout 

•  Own the payment infrastructure 



WHY I REALLY WANT TO OWN THE 
PAYMENT INFRASTRUCTURE 

Increase Spend 

Create Barriers to 
Exit 

Cash Flow 

Rewards Loyalty 

But do take professional advice if you go down this route 



THERE IS A MIDDLE GROUND 

Image courtesy of Braintreepayments.com 

•  Centralised account 

•  Economies of scale 

•  Traditional checkout 

•  Full handoff 



YOU CREATE SELLER ACCOUNTS IN 
THE BACKGROUND 



A MORE TRADITIONAL CHECKOUT 
PROCESS 



BUT WHAT’S YOUR POINT? 

•  Just because you CAN build a marketplace doesn’t mean you 

SHOULD 

•  Find a need for buyers, sellers or both 

•  General guidelines for identifying these needs & opportunities 

•  Case studies that have worked in the past 

•  The toolkit for identifying your opportunity 

•  Framework to create your Business Requirements Document 

•  The traditional Discovery process 



START WITH THE CUSTOMER AND 
WORK… 



USE PERSONA-DRIVEN DEVELOPMENT 
IF YOU CAN’T TALK TO CUSTOMERS 

Quick Stats (and Picture!) 

Luke, Age 38 

Occupation, Location 

Marital Status 

Biography 

Luke has never had much of an interest in interior design, 

and has typically bought lower quality Ikea or high street 

furniture during his 20s and 30s... (and so on)  

Goals & Needs 

Wants to get some furniture he can finally 

be proud of 

Wants a deal but will pay more for quality 

Needs reassurance on imitation goods 

Pain Points & Frustrations 

Doesn’t know where to start looking. 

Doesn’t know a lot about furniture 

Short on time for disposing of old stuff 



FROM THE PERSONAS WE CAN IDENTIFY 
COMMON CHALLENGES 

Logistics 

•  Shipping furniture is 

a headache. 

•  Bookings / enquiries 

are a frustration 

•  Buyer and seller 

want the items 

looked after. 

•  Onus often ends up 

on the buyer. 



ANY NEW MARKETPLACE WAS GOING TO 
HAVE TO TACKLE THESE ISSUES 

Deluxe Delivery 

•  White Glove 

•  Convenient 

•  Specialist 

•  Added Value 

•  Flexible 



OTHER COMMON THEMES 

Aesthetics 

•  Sellers took pride in their 

products 

•  Often lack means to 

replicate online 

•  Workflow masks every 

item 

•  Copy reviewed to fit with 

house style 

•  Premium environment 

•  Community of like minded 

individuals 



OTHER COMMON THEMES 

Product Induction 

•  Food industry has really 

complex attributes 

•  Comprehensive induction 

process. 

•  Account managers to 

help seller 

•  Use MVP approach to 

solve two problems 



SUMMARY OF THE BIG ISSUES WE SEE 
FACING NEW MARKETPLACES 

Product Data Structure 
• Talk to sellers 
• Don’t over-complicate or over-simplify 

APIs 
• Don’t reinvent the wheel 
• Ask your shortlist of technology partners what their API strategy is 

Fees 
• Add value, don’t automatically drop fees 
• Offer items of perceived value, such as grandfathered rates, fee freezes 

Personalise Your Service 
• You can probably hand-hold your entire launch group 
• You will benefit just as much as they do  

Focus on Authenticity 
• The bigger you get the harder it is to stay in touch 
• Eventually the pressure may get to you but not in the early days 



BACK TO THE DISCOVERY PROCESS 

PERSONAS 

•  Needs & Wants 

•  Pain Points & Frustrations 

 

“As [X] I want [Y] 
so that [Z]” 

USER STORIES 

•  X = Persona 

•  Y = Need or Want (or a Solution) 

•  Z = The benefit 

ACCEPTANCE TESTS 

 

CAPABILITY MAP 



MAP YOUR USER STORIES TO A 
CAPABILITY MAP 

CAPABILITY MAP 

•  Processes you 
need to trade 
your marketplace 

•  Focuses you on 
complexity 

•  Gets you 
operationally 
ready 

•  Fine to keep high 
level at this stage 

Product Discovery 

Returns Processing 

Customer Care, 
Help & FAQ 

Social Sharing and 
Collaboration 

Account 
Management 

Product Purchase 
& Checkout 

Product Evaluation 

Seller Rating and 
Review 

Order History 

Seller 
Communications 

Seller Account 
Management Seller Help & FAQ Manage Orders 

Listing 
Management 

Seller Analytics & 
Reporting 

Listing Creation 

Manage 
Communications 

Funds 
Management 

Seller Storefront 
Management 

CRM 

Campaign 
Management 

Digital Marketing 

Content 
Management 

Merchandising 
Management 

Catalogue 
Management 

Manage 
Replenishment 

Inventory 
Management 

Seller Monitoring 

Seller On-boarding 

Seller Recruitment 

Seller 
Reimbursement 

Seller Type 
Management 

Seller Fee 
Management 

Seller Status 
Management 

Seller 
Communications 

Order Monitoring & 
Management 

Payment 
Processing 

Fraud 
Management 

Returns 
Management 

Applications Infrastructure Systems Integration Production Support 
Performance & 
Compatibility 

Analytics & 
Reporting 

Finance & 
Financial Reporting Legal HR Corporate IT Operations / PMO 

Feed 
Management 

Manage Delivery 
Options 

Manage Dispatch 

Manage Refunds 

Manage Returns 

Manage 
Feedback 

Customer Digital Experience Seller Digital Experience 

Marketing Catalogue 
Management 

Seller Management Order 
Management 

Technology Support 

Corporate Support 

Data Protection 

Dispute 
Management 

Inquiry 
Management 

Chargeback 
Management 

Prompt Customers 
for Feedback 

Customer Care 

Collect and 
Analyse Feedback 

Promotion 
Management 



FINAL SUMMARY 

User Personas to 
represent your 

customers  

It’s really crowded 
out there 

A well planned 
discovery process 

Ask yourself, 
What’s Your Point? 

Find problems, 
solve them, launch 

Turn your MVP into 
your best feature! 



luke@marketplacelab.com 


