Abstract

This cross-cultural qualitative study explores consumer experiences and practices in the e-
commerce ecosystems in France, Czechia and Ukraine. Employing the Callonian perspective
on the platform markets, in particular the concepts of consumer projects, market agencements
and framing it aims to explain the problematic of pre-conditions of the functioning of the online
markets, their structuration and its consequences on consumer role, cognition and agenda,
specific for the e-commerce setting. Three studies that constitute the empirical part of this thesis
conceptualize the online e-commerce transaction as the consumer project, and discuss the
implications of the projectification occurring in the online transaction; present the overview of
the production of cross-national differences within the French, Czech and Ukrainian segments
of platform economy through market agencements; identify the weak framing as the barrier for
the popularization of the platforms for the second-hand trade for the casual consumers. This
thesis is a comprehensive study of platform economy, which integrates the sociological
perspective with the interdisciplinary theory of digital platforms to analyze the practices of
consumption in the online commerce and track the unique elements of consumption emerging

within online markets.



