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1. Executive Summary 
Conceived based on the input from shopkeepers regarding their needs and correlated with the rethinking 

of the use of various areas & traffic flows on the test site (the city centre of SGL), the active mobility and 

community friendly e-commerce platform is meant to support both, the revival of human friendly lively 

public spaces and the economic relaunch of old city centres.  Furthermore, it represents an essential 

component of the human centred approach of Safely Connected, backing the community sense and the 

creation of a solidarity network so needed especially during difficult crisis times. Going much beyond the 

simple idea of e-marketplace, this tailor-made innovative digital tool resembles a series of advanced 

services (for local entrepreneurs and their clients) enabling the optimisation of business models and the 

creation of new business opportunities.  

Through the limitation of necessary travels and their shift towards the use of active modes of transport, by 

enabling the sustainable sharing of deliveries  for both clients and shops, this digital tool also contributes 

to the general improvement of the public health of local people, directly related to the public space quality 

and use and, in this specific Covid 19 context, also to the curb of the number of potentially unsafe 

interactions.  

The concept of this innovative tool has been designed by SGL and implemented by CAP SGL under the 

coordination of SGL and with the support of a specialised local web developer, Les forges du web, 

contracted for this purpose. The main role of CAP SGL consisted in the communication with local 

shopkeepers enabling the quick adaptation of the e-platform according to their profiles and needs as well 

as the promotion of the concept among them and their clients ensuring their engagement and implicitly 

the future success of this e-platform . 

Lasting the implementation phase, a new series of services have been introduced through the organisation 

of an urban logistics platform at the periphery of the city centre in cooperation with Urby (an urban logistics 

branch of the Post Office). Among these services there are the last mile cargo bike shared deliveries for 

shopkeepers, the deported stockage, the packaging collection and the extension of the area for the 

sustainable deliveries to clients in the nearby localities over a radius of 15 km around SGL. They have been 

all previously tested, but in different contexts and associations. Now it is for the first time that they have 

been adapted for a small sized city and also correlated with and integrated in the digital tool. 

The innovative digital tool has been conceived so that to be easily adaptable for a variety of contexts and 

allow as well further evolutions depending on the advancement of needs, businesses and technologies. 

Tested in the city centre of SGL, it is possible to easily scale-up and replicate for other territories in France 

or abroad. Once validated, it is planned to be promoted and replicated in a first phase with the help of the 
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Ile de France Region and of the Community of cities that SGL is part of (Communauté d’Agglomération Saint 

Germain Boucles de Seine – CASGBS) as well as of the Romanian Ministry of Development and other foreign 

cities that already expressed their high interest for such a facility. Additionally, it can be introduced to and 

made available for the members of the EIT UM City Club, considered with priority among the possible 

replicators. 

CAP SGL will conserve all the intellectual property rights related to the active mobility and community 

friendly e-commerce platform ensuring its management and leading its subsequent commercialisation. It 

will be supported in this process by SGL and advised by the other partners especially regarding the 

adaptation for and replication of this innovative solution in other countries. 

The e-commerce platform can be found at this address : acheter-saintgermainenlaye.fr. 

 

 

 

 

 

 

 

 

 

https://acheter-saintgermainenlaye.fr/
file:///C:/Users/eleonore.pistolesi/AppData/Roaming/Microsoft/Word/acheter-saintgermainenlaye.fr
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2. Context 
Even before the outbreak of the world sanitary crisis, traditional local shops in the old city centres of small 

and medium-sized localities were heavily threatened by the mass development of outskirts malls. The 

heritage protected downtown of SGL is an exception in Ile de France, being still a lively area animated by 

around 800 commerce and service activities and attracting people from a large area around. However, the 

need to improve the attractiveness of the city centre and implicitly to offer new update opportunities to 

businesses there could be felt more and more intensively. In response to this, over the past five years there 

were many diffident attempts to promote simple digital tools aimed to increase the visibility and selling 

possibilities of local shops. 

That is why even before the spread of the Covid 19 in Europe, SGL started a survey regarding the 

attractiveness of its old city-centre and businesses there and measures considered welcome in order to 

improve them. This was complemented by several meetings with local shopkeepers aimed to identify their 

needs and wishes in terms of business update and development and support expected from the local 

administration. All this data served as main basis for the preparation of the Safely Connected concept. 

Between May 15th and June 1st a subsequent online survey was conducted by Pivadis for the City of SGL 

related to the economic and social relaunch of the city centre of SGL after the lockdown. 

The pandemics accelerated many of the embedded processes, particularly inciting the use of digital 

technologies in the attempt to replace physical proximity and limit urban mobility needs by online 

interactions and services. That is why more and more digital tools started to be developed. The Safely 

Connected team understood that in order to provide an effective support to small and medium sized cities 

and activities there much more was needed beyond the current click & collect facilities progressively 

frequently adopted by businesses. That is how the idea of the Safely Connected innovative digital platform 

was born in an attempt not only to propose a simple, flexible and effective online marketing tool promoting 

local businesses and allowing them to flourish even under more restrictive lockdown conditions, but also 

to enhance local community sense and solidarity, support cultural and sports activities (also seriously 

impacted by the crisis) and encourage healthier public spaces and ways of leaving.  

Given the very limited time available for the project preparation, a restrained consultation was done with 

some local web developers to confirm the state of the art in the field and check the innovative character 

and technical feasibility of the solution.  
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3. Content 
The functionalities, design and organisation of the active mobility and community friendly e-commerce 

platform were adapted and detailed based on the input from local business keepers and their clients so 

that to optimally respond to the variety of needs expressed or anticipated in the near or medium term 

future. Small scale incipient tests were already done in the development phase of this digital tool.  

The long date collaboration of SGL with the Post Office on the optimisation of urban logistics allowed the 

later adding of new services complementing the initially proposed 4 main functionalities of the digital tool. 

3.1. The online catalogue including the products and offers of 

participating local shopkeepers  

Each participant business keeper has an individual account allowing to present their available products and 

adjust the offers at any time, in a simple and intuitive way. The businesses have been grouped according 

to their activity and are forming together a general showcase updated depending on the information 

provided by the various shops. 
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The different categories on the website 

The different categories include: home (self-care and beauty products, pets, toys, décor, hobbies and 

travel), fashion and accessories (clothing, shoes), dining (cellar men, groceries, restaurants) and services 

(real estate, insurance, communication and printing, services). 

 
A preview of some of the shops listed under the ‘Home’ category 

A secure payment system is associated to the platform. Shop keepers can opt to use it or only have the 

goods and/or services booked and paid for on the spot (click & collect system).  



9 

 
The customer can choose between click and collect, delivery by Urby or by a neighbour 

 
Customers then have the option to select a payment in person if the shop keeper allows this feature 

The preliminary tests of this functionality indicated the need for an additional feature allowing the effective 

real time correlation of the stocks available in the physical shop with the ones displayed through the e-

platform. The web developer has already started to study the compatibility of the platform with the various 

cash register systems shopkeepers are already using, and this facility is planned to be introduced as well in 

the improvement phase. 
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3.2. The internal part – specific up-to-date information for business 

keepers & dedicated exchange area (blog / virtual lounge area) 

The digital tool also includes an internal part only available for participating business keepers. This plays 

the role of a dynamic newsletter providing useful information (tailormade news) and exchange 

opportunities. Thus, business keepers can be easily informed and communicate with their peers, 

contributing to the consolidation of a real professional community around this tool.  

 
Features on the website back-office including: newsletter, orders, catalogue, clients, customer service, statistics 

 
Preview of the customer service tab on the back-office 
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Preview of the catalogue from the back-office standpoint 

 

A different section of the platform is dedicated to private chats between shop keepers and their clients. 

Besides furnishing recommendations and needed information about the goods and delivery options, this 

feature renders the experience more personal, more human, bringing it closer of the much-appreciated 

face-to-face interaction distinguishing traditional shops of the malls or online businesses.  

3.3. Matchmaking system 

The matchmaking system of the digital tool enables the secure and reliable connection of people who need 

the delivery of their shopping and their neighbours who are ready to provide this community service when 

looking for their own goods. It is meant nor only to limit the number of necessary travels and enable the 

protection of the most vulnerable categories of people, but also to encourage solidarity and community 

sense. 

 

Customers can choose to indicate a neighbour for the delivery of their order 
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It has been conceived so that to also support personal relations thus allowing to combine the convenience 

of the online orders with the unique personal experience that many people were missing during the 

lockdown period. 

3.4. Rewards system 

In order to incentivize community services together with the shift towards more sustainable modes of 

transport, a rewards system was associated to the digital tool. This one enables people that are looking for 

the shopping of their neighbours when doing their own and use active modes of  travel or public transport 

to gain a number of points that can be then used for obtaining vouchers for local cultural and sportive 

activities and tickets for public transport or bike / scooter renting.  

Besides the increased motivation to help their neighbours and contribute to the public health through the 

limitation of the number of necessary travels and contamination occasions for the most vulnerable ones, 

this system renders the digital tool more attractive (through the playfulness and human essence of the 

idea). Besides, it allows to promote and better support the cultural and sports institutions, essential for 

psychical and physical health and among the most severely impacted by the sanitary crisis. 

3.5. Services provided through the urban logistics platform  

On the occasion of the exchanges organised lasting this autumn with business keepers asked to evaluate 

the already implemented features of the digital tool and further detail the ones planned to be introduced, 

many expressed the need to facilitate deliveries for shops in the city centre, particularly in the context of a 

possible extension of the pedestrian area. Based on this request and supported by the long date 

collaboration of SGL with the Post Office on urban logistics, the idea of creating an urban logistics platform 

was developed. The quick implementation of this facility will allow testing a larger variety of services offered 

to business keepers and respectively to their clients, promoted through the digital tool and possible to 

choose from a larger list of options.  

This urban logistics platform installed at the periphery of the city centre will be inaugurated on December 

1st. Deliveries for clients can be made starting with December 2nd while first last mile cargo bike deliveries 

for shops have been contracted for December 3rd.  
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4. Methodology 
Based on the initially proposed concept, the functionalities of the digital tool have been collaboratively 

adapted together with the target users actively involved in the building process in order to better respond 

to their needs. One of the main initial requests was to provide increased flexibility so that to easily adapt 

this tool according to the evolution of businesses and technologies and specific conditions corresponding 

to each context and user so that to ensure its resilience and easy replicability.  

A broader online consultation was made among people living in SGL and nearby areas while focus groups, 

brainstorming sessions and interviews were organised with shopkeepers in the pilot area aiming to 

contribute.  

Lasting the project life, the digital tool is planned to be tested by 20 business keepers in different sectors 

present in SGL (2 for each field of activity). The number of clients that can subscribe and use the platform 

is not limited. The test period is also meant to be used for the optimisation of the platform from the 

technical point of view (possible bug fixing), but also regarding the operational and image aspects, always 

based on the input from shopkeepers and their clients.   

At the end of the test period, it will be possible to be used by a large number of business keepers (up to 2 

000 or even more) with always unlimited number of clients.  

It is promoted through a dedicated video clip and related urban events as well as through the websites and 

social media accounts of the local partners. Given the large number of expats in SGL and the international 

character of this municipality, the digital tool was planned to also have an English version and allow the 

possibility to introduce further languages depending on future needs.  

5. Results  
Despite the very short time, large number of stakeholders involved, increased complexity and inherent 

context problems related to the sanitary crisis, the design and implementation of the digital tool advanced 

well and the first feedback regarding the process was very positive. The results of this deliverable can be 

reasonably evaluated only after the test phase starting on December 1st. Up to the present there have been 

done only partial tests of the various features, but none of the full mechanism.  
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6. Conclusions and Lessons learnt 
 

Even if extremely time-consuming, the numerous exchanges with different stakeholders really helped to 

produce a tailor-made tool optimally covering the large variety of explicitly expressed needs  or anticipated 

ones. 

Given the very innovative concept and collaborative human-centred approach, the web developers initially 

consulted did not fully understand the complexity and advanced expertise needed for the development of 

such a tool. Therefore, after the project had started since more than 2 months, they declined their capacity 

of doing the expected work, thus wasting a lot of energy already invested by the project team and 

generating important delays.  

To the extremely short time and tight deadlines, added the underestimation of the corresponding budget 

(by the originally contacted web developers) so that adaptations were needed in order to be able to deliver 

what was promised in the due time.  

The process of preparation of this deliverable made evident an important discrepancy between the 

expressed ambition and the real capacity of responding in such a limited time and with additional burdens 

generated by the aggravation of the general sanitary crisis.  

On the one hand it was very good that some dormant wishes and initiatives could come to life quicker due 

to the particular situation, but on the other the operationality of the tool was impacted by the lack of time 

for getting familiar with it and use it at its full capacity. 

Also given the very short implementation time of the digital tool, the administrative issues, the 

unexpectedly long delay of the EIT pre-financing and the  legal delays to be respected also raised additional 

burdens.  
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Annex I: Summary of the online survey 

conducted in SGL between May 15th & June 1st 
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