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Abbreviations

Alexa Alexanderplatz. “Alexa” refers to the marketplace hosted at the public
space “Alexanderplatz”.

Boxa Boxhagener. “Boxa” refers to the marketplace hosted at the public space
“Boxhagener”.

Ernst-Reuter Ernst-Reuter Haus car parking. “Ernst-Reuter” refers to the marketplace
hosted at the parking lot.

Leo Leopoldplatz. “Leo” refers to the marketplace hosted at the public space
“Leopoldplatz”.

Genter Genter str. 40 parking lot. “Genter” refers to the marketplace hosted at
the parking lot.

Mauer Market at Mauerpark. “Mauer” refers to the marketplace hosted at the
Mauerpark.

NUCA New Urban communities Authority (in Egypt).

vii



