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Digital divide can be seen as a determinant of 
the use of digital platforms

Van Dijk (2006; 2011) presents a 
cumulative and recursive model that 
extends the concept of access from 
the basic understanding of counting 
people or groups with computer or 
access connection at their disposal 
(material access) to social, 
psychological or cultural backgrounds 
(motivational access). Further, digital 
skills (skills access) or competencies 
or technology use and applications 
(usage access) are also included. 

A cumulative and recursive model of successive kinds of access to digital 
technologies
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One of the main barriers for accessing the internet would 
be not knowing what it is and what it can do
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Barriers to awareness and perception of ICT 
limit internet use
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Certain segments of the population have 
better access to computers and the 
internet 

5



More affluent areas tend to have better 
access to computers and the internet
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Computer ownership in Singapore, by housing type
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Better digital access for those who are not so 
old  or not so young. 

Age Group 

(Years) 2015 2016 2017 2018

7-14 89 89 93 94

15-24 94 94 95 96

25- 34 91 91 93 96

35- 49 81 81 86 88

50-59 56 56 62 63

60 and above 25 25 28 33
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ICT access is commonly better for males 
than females.
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Highly skilled for more productive tasks
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These segments are also 
more likely participate in–
and benefit from–the 
platform economy
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Use of e-commerce is higher in countries 
perceived to be less corrupt

Figure xx. Corruption and E-commerce, 2017
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Participation in digital platforms is more common 
among the not so young or not so old
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Digital skills are important to maximize the use of 
the digital economy.
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Digital transactions occur more often for 
specific segments
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Often, males tend to participate more
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Better access to e-learning
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Better access to E-health
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Platforms also face their own issues 
related to usage divide 
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Usage access of AirBNB

Average HHI and AirBnB access overlayed together shows that areas in the central districts and 
richer areas tend to have more AirBnB listings

Airbnb listings in selected Asian countries/cities

Source:Generated maps usingdata fromInside Airbnb andcountryshapefiles
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Crowdworkers are well-educated
Crowdworkers are well-
educated, with fewer than 18 
per cent having a high school 
diploma or less in 2017. About 
one-fourth of the workers have a 
technical certificate or have some 
university education, and 37 per 
cent have a Bachelor’s degree 
while 20 per cent have a post-
graduate degree or higher 
education.
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Earning more from platforms requires assets

People who rent out assets on “capital” platforms like Airbnb or car-sharing site Turo are bringing in 
supplemental income. That’s starkly different from people who sign up for ”labor” platforms like Uber or 
TaskRabbit. They’re typically working to offset shortfalls in their monthly earnings.
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Key takeaways
1 Digital divide can be seen as a determinant of the use of digital platforms as barriers to material access, 
motivational and skills access affect how digital platforms will be used and maximized

2. Platforms also face their own issues related to usage divide which may contribute to higher levels of 
inequality

3. Policy interventions should address not only the provision of material access but also addressing the 
other forms of divide. 
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Policy Recommendations (1)
Access Policy Recommendations

Motivational Raise awareness on the implications of platforms and e-commerce

Increase trust in online trasnactions by formulating and effectively enforcing laws and 

regulations needed to support the platform economy

Increase entrepreneurial knowledge 

Material PPP to support national backbone infrastructure especially for the rural areas

Impose quality targets for telecom services

Invest in hubs, incubators and technology parks to support digital entrepreneurship

Skills Promote digital financial literacy

Build relevant skills to enable active participation in the digital economy especially for 

older segments of the population. 

Provide opportunities for women to participate in the digital economy

Economies should also recognize the high importance of the use and promotion of 

multilingualism in the Internet and Digital Economy
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Policy Recommendations (2)

Platform Policy Recommendations

E-commerce Reduce regulatory burden for businesses

Obtain the trust of consumers by handholding on the use of the platform; Increase 

data security

E-Health Improve policy environment surrounding e-health which would include the use of 

digital appointments; digital data collection; e-prescriptions; etc. 

Increase awareness from both doctors and consumers on Telemedicine

E-Learning Provide less expensive means of participating in e-learning

Public-private partnership is important in the formulation of modules
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