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Executive Summary
[bookmark: _heading=h.gjdgxs]DailyGoods Limited is one of the fast-growing startups in Bangladesh. DailyGoods has numerous ideas and currently, they are working with DeliMan a door-to-door delivery platform. The Company incorporated in July 2019 established by a group of young entrepreneurs. Initially, they try to solve the door-to-door delivery problem by using most modern technology such as cloud computing, machine learning, and AI. 
[bookmark: _heading=h.f1w3vpx9kad7]Deliman is an on-demand last-mile logistic service providing Company in Bangladesh. Deliman innovation and user-driven application design will introduce a new flavor of the logistic solution, which will present a high-level user experience and better delivery solution in Bangladesh. 
[bookmark: _heading=h.gy99jgjffkue]In Bangladesh, door to door delivery is a big pain at its high level because there is a lack of quality of last-mile service providers available in Bangladesh with innovative processes and technology.
[bookmark: _heading=h.fimqr0ehus48]Primarily, very few companies are providing last-mile delivery and hyper-local delivery within their domain of business. But DeliMan is the only company providing the platform so that all the individual businesses can get facilities to get their delivery at their customers' doorsteps.  Due to the market gap, DeliMan creates a unique opportunity for its business. By keeping in mind, the opportunity and challenges, DeliMan takes responsibility and designs a service that potentially mitigates last-mile logistics or hyperlocal delivery pain.  
[bookmark: _heading=h.74uwxt8a5o3g]DeliMan is a complete solution where merchants, agents, delivery man, and the end-users connect within their respective user interface. What DeliMan is providing, no other competitors are offering such a solution to address the business needs. 
[bookmark: _heading=h.xatpcddutzw4]DeliMan uses the state-of-the-art tools and development environments where each technology can handle any user requirement in terms of technology. DeliMan is a cloud-based service solution; thus, it is highly scalable to meet any kind of business demand spawn at any point of time.
[bookmark: _heading=h.djj6vblo54su]
[bookmark: _heading=h.yghorj6vp9ea]










[bookmark: _Toc75328892]Chapter 1- Introduction

[bookmark: _Toc75328893]1.1 Origin of the report:
This internship originated as a partial gratification of the BBA in the AIS program of United International University Bangladesh. The Primary Purpose of the internship is to complete the BBA in AIS program. As part of the curriculum, I joined DailyGoods Limited Bangladesh in their business development team. As per university guidelines, I successfully completed the internship, and as a requirement, I prepared this report. Nevertheless, this report consists of the blended flavor of my work experience and the theories.
[bookmark: _Toc75328894]1.1.1 A brief introduction of the parcel delivery sector:
The town of Parcel delivery has become a popular and impressive event for most residents of the town. The impact of bicycling is noticeable in the last few years, in terms of almost 50% growth in bicycle sales. The unexpected Parcel delivery recognition is mainly direct to pick up and drop off services to the consumer's door. It was not easy before to find a biker delivery man in peak hours, and the Merchants never got help from other public transportation unless the person was not a bike rider. 
From another perspective, the growth of middle-class and high-class families' purchasing power creates space to enrich the parcel delivery sectors. And this incident is no longer limited to the large-scale city boundary such as Dhaka city; it spreads fast in other parts of the country.
The higher authorities will take action seriously and evaluate how the new regulations will affect the beginning of millions of Deliveries.

[bookmark: _Toc75328895]1.2 Specific Objectives:
This report will discuss the following objective for this report.
[bookmark: _Toc75328896]1.2.1 Primary objectives: 
[bookmark: _GoBack]The primary aim of this report is to complete the BBA in AIS program of United International University.Students of  BBA in  AIS program have to work in a business organization for three months to acquire practical knowledge about the real situation and prepare a report based on that experience.Now i have gathered practical knowledge in working with a Startup company as Intern. in DailyGoods limited.
[bookmark: _Toc75328897]1.2.2 Secondary Objectives:
 The secondary objectives given below:
· To get knowledge about the real working field.
· To know the business model of a startup company.
· To know the competitive strength and weakness of a startup company.
· To observe and practice skills in a real working environment organizational culture.
· To get the idea of how a business handles or operates their business model.
[bookmark: _Toc75328898]1.3 Scope of the report:
· Real working experience: Here, I experienced a real-life working environment which helps me to gather information by observing the actual working environment. Here I got many sketchy details directly from the office.
· Friendly organization culture: Friendly organizational culture is essential for preparing any kind of research. So, the organization where I worked is very friendly, and they provide me with all the information as needed.
· Faculty Support: My honorable faculty was so very supportive. He helped me to provide guidelines for the report and encouraged me to ask him if I face any kind of problems.
· Time and convince: Here I got enough time to prepare this report and I felt very comfortable in collecting information during the preparation of this report.
[bookmark: _Toc75328899]1.4 Limitation of the report:
· The lack of Information: As I worked in a startup organization, there was some lack of information. Sometimes the necessary information for preparing this report is not found. So, I tried my best to fulfill all the requirements but sometimes I felt I lacked information.
· Confidentiality: confidentiality is a requirement from Deliman, which we should respect.
· [bookmark: _heading=h.o6h6h628kdg9]Lack of information: As Deliman is a new company with an innovative business, there is very few information available, and people are not also very aware of the overall ride-sharing process. All these create problems while collecting my Data.

[bookmark: _Toc75328900]1.5 Methodology of the report:
This report was a descriptive report because here I put all the things with a smaller section. Here I collected both primary data and secondary data.
 Primary data was collected from the office directly and the secondary data was collected from internet, article and research sites, news. Here I collected information in both qualitative and quantitative ways. Here quantitative means Deliman put every kind of mathematical item according to the requirement and also provided qualitative items by answering why the observation exists and what implications of the findings are. 
[bookmark: _Toc75328901]1.5.1 Data design:  
I have gathered the information of business development brand equity of Deliman by directly face to face through zoom call communication with the university level students, Phone call with customer, Marchant, agent, Freelancer. 
1.5.1.1 Data collection process:
 I have collected theoretical information for my project report from various sources. These sources are divided into two parts. They are:
· [bookmark: _Toc75328902]Primary Sources:
· Face to face zoom call, phone calls communication with Deliman trainers, Agent, Merchant, Freelancer.
· Personal delivery experiences to the Deliman system.
[bookmark: _Toc75328903]1.5.2 Survey questionnaire makes a decision. 
· [bookmark: _Toc75328904]Secondary Source:
· From the online website of Deliman
· From various blogs and articles on Deliman.



a. Sample design: 
The users of DeliMan in Dhaka city are about to grow. I talked with 10 current and potential merchants about the business model. All of the 10 respondents express their pragmatic views about different business models.
b. Analytical tools: 
Google spreadsheet has been used for financial analysis. All the calculations presented in the different sections for better understanding the report.
[bookmark: _Toc75328905]1.5.3 Market Survey research method
It is vital to understand the research philosophy. There are two types of philosophies, one is positive, and another one is interpretivism. A different approach needed for sustainable growth. When I was researching, it was not easy to reach the potential market size.
[bookmark: _Toc75328906]1.5.3.1 Research philosophy 
It is vital to understand the research philosophy. There are two types of philosophies, one is positive, and another one is interpretivism.
Here is the description below
Positivism and Interpretivism
Positivism aims to discover the universal law of behavior. Positivism maintains reliable knowledge based on direct, verified observation or manipulation of natural phenomena through empirical and constrict. Positivism is quantitative data and objective meaning.
On the other hand, interpretivism gives options from a different point of view. Here person and reality are inseparable. It looks at reality as a matter constructed through the meanings created by individuals. Interpretivism has qualitative and subjective meanings.
[bookmark: _Toc75328907]1.5.3.2 Justification 
Analysis of the significant point of philosophies: this study is a positive perspective because the objective viewpoint is to determine the cause of impact relationships. Here no new theory is needed to be developed. This study can conduct existing theoretical knowledge.
[bookmark: _Toc75328908]1.5.4 Research approaches
Three research approaches are there, qualitative, quantitative, and mixed studies.
Murphy (1995) reported that the qualitative approach established the relationship of terms of effect and action shown by quantitative analysis. Woods (2006) argues that discovering the senses that connect the participants to their behavior is known as qualitative research that helps to understand their elucidation and perceptions of specific issues (Woods, 2006).  
Often Numbers selected by consideration in the Quantitative approach (Martin & Guerin, 2006). These chosen numbers are applied in inferential statistics formulae to examine the relationship between two or more variables. 
The mixed-method approach is the approach combining both qualitative and quantitative methods.
[bookmark: _Toc75328909]1.5.4.1 Justification 
This report study is the mixed-method approach. After the study, it is clear that customer behavior cannot be determined only based on data or qualitative analysis and putting data in the equation. The qualitative approach is based on research. Quantitative approach because it is finding a relationship among the variables that affect customers taking service behavior. So, each process is here, that's why this report study is a mixed approach.
[bookmark: _Toc75328910]1.5.5 Research strategy:
[bookmark: _Toc75328911]1.5.5.1 Justification of the survey 
This study is the aim of finding the Business model practice of a startup company. Before jumping into the Market, DailyGoods researches a lot about market faces. What is the Delivery system's problem? What Merchant, agent, and end-user wants? Reliability and Security.
Online interviews completed the survey because they offer more accurate information and provide more confirmed and complete responses. Survey through Phone calls, Merchant and Agent gave a strong reaction.80% of our target audience face the problem we are solving. And they are highly interested.20% of our target audience are not so bothered.

I follow Inductive research philosophy, also known as an inductive approach, starts with the observation theories and offers the end of the research step as a conclusion of the inspection.
[bookmark: _Toc75328912]1.5.6 Sampling Design Procedure
The target population 
For the market, the research population includes both male and female, age more than 18, area- Dhaka city different area (Mirpur, Dhanmondi, Uttara, badda, bonosri).

The sample sizes 
The market research sample size of online survey research for more than 165 customer and online merchant and agent interviews was more than 50. Moreover, it is difficult for a single person to collect data from a large target marketplace.

The sampling method
Market research, the profitability sample design for collecting data. It is Important to collect data about the Merchant, agent, end user thought, and their problem. Some selective groups of people are chosen for the study of market research to see the true picture of DeliMan. 
[bookmark: _Toc75328913]1.5.7 Data collection and measuring instrument
Several structured questionnaires were used in the study to collect data. The data collection method is selected for its adaptability and the correctness of the data because it asks the same questions to all respondents. 
The questionnaire was designed on several questions with customers, 12 questions were about their purchasing behavior, previous experience.
Section A comprised six demographic variables, namely, gender, age, phone number, email, employment status and income. 
Section B consisted of 12 questions related to consumer decision-making styles.  
When the shoppers completed most of their shopping for the day, they were interviewed to identify their actual time spent shopping. The study conducts the survey several times a day and several days. Pre-testing of the developed questionnaire has been done to measure what this study wants to measure correctly.

Another market research survey, merchant, and agent through phone calls. fixed with one indicating strongly agree, three is displaying moderately agree with that question, and the five is showing strongly disagree.




  



                    



             


[bookmark: _heading=h.jnqm291d0tq9]











[bookmark: _Toc75328914]Chapter 2: Literature Review










[bookmark: _Toc75328915]2.1 Theoretical framework 
Industry 4.0 is changing the business process more dynamically then any time before. Due to technological advancement, customer demand and requirements are changing to a greater extent, so does the nature of business and industry.  Thus, this new demand and requirements create innovative business models based on the business requirements.  
[bookmark: _Toc75328916]2.1.1 Theoretical underpinning of business model
The international accounting standard board (IASB) first introduced the term "Business Model" in a published IFRS 9 literature as financial instruments. But IASB did not define it at that point. It was Teece (2010-article business model literature review) who described the business model and gave theoretical values and understanding in Economics.
Authors from different domain define business models from a different perspective and their domain specifics knowledge; for example, Allan Afuah defined business model as a framework in order to make money by the businesses (Allan Afuah,2003), Baden-Fuller and Morgan defined business model as a profit formula so that business could create a system and learn from that system (Baden-Fuller & Morgan). John Mullins & Randy Komisar considered the business model is a pattern of economic activities. (Mullin and Komisar, 2009). However, the Business model defines how a business should run economically and how it can ensure profitability. In this current world, innovative business models create a huge interest in the research community. For example, the uber share economy business model was a key research area for several years. 
Undoubtedly the Business Model is becoming a broader definition incorporating a more comprehensive description of the business. A business model is bending to respond to market trends. A business model should keep specific what can make it distinctive. A business model should focus on companies' input and output. A business model is like a plan which is a successful operation of a business, identity by the intended customer base, products, identity but, it also works to mitigate risks, specify the appropriate resource set and construct value for investors and founders.
The business model works like bridges, thought, and action. It addresses the question of why a customer will be reasonable and valuable for a particular business. Every business comes with a solution, or Every industry comes with a new problem solution for society.  
Business models are like a blueprint of companies' plans to make money with its product and services, the customer base in a specific market. There are so many different types of business models out there; business models are continually changing.
Generally, the Business model is a large area of operationalization of business strategy, and managers follow that roadmap (Magraetta 2002). Tikkanen et al. (2005) pointed out that the business model concept identifies its rationale and functioning to describe the give and take between operations and strategy. 
In academic research, what is the Business Model? There has been confusion about this (Osterwalder et al. (, 2005); business models have been portrayed as form, composition, schools, structure, and in a few cases, even as strategy and business thought (Kindström, 2005). The business model's terms and conditions used to investigate nowadays remain within the interaction between management and IT, e.g. in E-business (Magretta, 2002). In contrast, the application of a business model described in a logistic setting is novel. Osterwalder et al. (2005) define a business model as-." a conceptual item that consists of a set of components and their connections and permits communicating the business logic of a particular firm. It describes the company's value to one or several segments of customers and the value of the firm's architecture and its network of partners for creating, marketing, and carrying this esteem and relationship capital, to develop profitable and sustainable revenue streams". (Osterwalder et al., 2005, p. 10)
The business model is mainly occupied by explaining how companies are supposed to create and commercial value (Osterwalder et al., 2005; Amit & Zott, 2001; Chesbrough, 2007). A trade show possibility to help connect the firm's exercises with the procedure implies that the commerce demonstration can depict and examine those exercises and those forms in which the firm's activities sought after the technique. In summary, a business describes how a company structures its operations and resources, acts on the showcase and makes a profit in its everyday business.
A business model consists of components, and different alternatives for such constellations have been put forward over the years (Osterwalder et al., 2005; Amit & Zott, 2001; Kindström, 2005). In its simplest form, Kindström (2005) describes a generic business model as having three components; the external environment, the internal factors, and the offering in between that connect the other two.
A business model exists of a set of factors and different alternatives for such the method has been put forward year by year. Differentiation with this component, the internal factors stem theoretically from a revenue-based view and regularly consolidate exercises, assets, and the inside oversaw agent stage. From an inner perspective, two fundamental questions develop: (1) how a potential shareholder is- and customer- esteem made within the company and supply chain, and (2) how exchanges are empowered to identify the possible estimation (Amit & Zott, 2001). Finally, the different components joining the trade of items and administrations with clients subsequently relate to the other two parts.
The Deliman business model falls into sharing economy perspectives from different perspectives because the Deliman business model is sharing economy among different stakeholders. 
Due to technological improvement and easy access to technologies, people's behaviour changes from assets or service-based ownership to access-based rights (Eckhardt, 2017). In other words, people are sharing their resources to be consumed by others in exchange for monetary benefit or non-monetary benefits. This changing behaviour or collaborative consumption (Botsman & Rogers, 2010) opened a new business opportunity compared to business as usual.  The recent phenomenon to do business triggered the "sharing economy " concept (Puschmann & Alt, 2016)." 
However, The sharing economy is a socio-economy trend, and one of the fastest-growing business trends in history[footnoteRef:1] [1:   https://www.thebalancesmb.com/the-sharing-economy-and-how-it-changes-industries-4172234 ] 

The platform business model was considered the most radical business model of the last decade. Google, Uber, Facebook, PayPal, Airbnb and many others are the most successful startups in this platform-based business model. Almost all sharing economy companies are based on the platform business model but not all business models are part of the sharing economy. For example, Uber and Airbnb's business model is Sharing economy, but Facebook and Google are not falling into the same categories.
Uber does not employ the Uber drivers, but they work as freelancers for the company. So that means drivers have the freedom to do the job at their desired time. Once they drive and make money, only then they share their income with Uber. However, the sharing economy is also known as a collaborative economy. It is collaboration exchanging services, recourse, technology, goods, and knowledge. The simple terms of the sharing economy are that it facilitates exchanging goods and services between two parties or more through technology. 
Retamal and Dominish (2017) examined 25 examples of sharing economy business in developing countries and reported it as a preliminary literature review (Monique Retamal, n.d.). They summarized that the sharing economy business in developing countries is in three dominant sectors, namely, 1) transportation and logistics, 2) human resources, and 3) agricultural aids. Home sharing and meals for people's homes were also identified. The article discussed the examples under three categories. First, the active sectors and potential benefits include UN sustainable development goals by reducing waste and improving resource efficiency. Transport and logistics include motorbike and taxi sharing for example, "Safemotos" in Rwanda, increase human resources potentiality and experience through freelance such platforms are "Upwork" international, "Okazi" (South Africa), "Jolancer" (Nigeria) and "1 task 1 job" (Cameroon). Secondly, the barriers include a lack of trust, social and cultural model, technology, digital payment systems, a lack of skills and assets, and a lack of adjustment. Thirdly, the existing policy environment to support the sharing economy is identified as an uncharted area, and government regulations have often been in opposition by immediate bans. The author recommends the future scope of work is "Identify the most convenient business models and business district to enable a pro-poor digital sharing economy; evaluate policy and program interventions for the sharing economy elsewhere in the world, and identify successful approaches."
Knote and Blohm (2016) conducted a literature review on the share economy research gap in the information system area (Knote & Blohm, 2016). The authors identified four perspectives, such as business model, sharing service, sharing asset, and exogenous influence. They identified four principles of the sharing economy: multi-sided, crowdsourcing, trust, recommendation, and consumption-based pricing. Sharing economy is a socio-economic phenomenon where ownership is defined by access-based utilization. Authors describe (cited Belk, 2014) two kinds of sharing in the digital age — one is internet-facilitated sharing, free such as open-source software and free bicycle sharing. Second, collaborative consumption enables consumers to share resources through direct interaction with other consumers. The authors searched existing literature on the sharing economy in the light of information systems and documented the findings to see the 'black sports'. They have found only 22 contributions at the abstract level, and 14 papers are selected for review. As the scope of future work, authors indicated that the rise of information technology enables sharing as an alternative or accompaniment to a traditional form of consumption; therefore, addressing information systems in terms of the sharing economy will be challenging.
Logistic is a term that refers to the business use network to move from raw to find goods through production to customers. The Logistic business model is a kind of supply chain and supply chain management engineering that is efficient and effective.
Business Logistics creates value for customers, suppliers, stakeholders. The logistic based business model is essential because it is cost significant. 
In the last couple of years, the view of logistics has changed. The logistic based business changed from cost savings to overall products and services. The logistic exercises are necessary to calculate the company's strategy and competitive performance from resource-based perspectives.
























[bookmark: _Toc75328917]Chapter 3: Company Profile



[bookmark: _Toc75328918]3.1 Company Overview
DailyGoods Limited is developing a last-mile on-demand logistics software solution to help e-commerce and logistics support or delivery companies across Bangladesh in order to solve the last-mile delivery problem. DailyGoods offers on-demand/ on-time delivery security to the merchants and end-users. DailyGoods names its service as DeliMan.
Since DailyGoods has registered our company name according to the Bangladesh company act thus, DailyGoods would not be able to change it. However, our Brand DeliMan also gets the trademark registration thus Deliman will not go to change the name. Deliman chooses the name based on the service Deliman will provide to the targeted market.
A secure and automatic payment system to ensure accountabilities for all the stakeholders to ease their operation. A robust Delivery Agent system will be available across all over the country which ensures millions of new jobs in Bangladesh. Finally, a policy-driven return system for merchants to ensure reliability among all parties.
DailyGoods are offering both Deliman app and mobile app-based platform solution using cutting edge cloud computing technologies including real-time location-based technology, Vehicle routing problem (VRP) variants to the optimization of shortest path and optimized use of vehicles to reduce CO2 emission at a greater level. Our AI system will be used to detect frauds and demand-driven data analysis for the stakeholders.
DailyGoods limited goal is to build an on-demand last-mile delivery ecosystem across the country where Deliman will reduce the delivery time under 24 hrs for all over Bangladesh within three years. Another enchantment! DailyGoods intelligent framework right away sends consumer order list to the closest accessible dispatches. They picked the arrange from the Mudi Dokan, shared live area with Consumer and begin moving to Consumer address. Yes! It is that simple.






[bookmark: _Toc75328919]3.2 Vision Mission Value:

[image: ]
[bookmark: _Ref74860873][bookmark: _Toc74861403][bookmark: _Toc74922682][bookmark: _Ref74860863]Figure 1: Company Mission vision and Value
[bookmark: _Toc75328920]3.2.1 Vision: 
Deliver any product across Bangladesh within 24 hours by empowering people with technology.
[bookmark: _Toc75328921]3.2.2 Mission:
Deliman connecting new area every month to empower new people
[bookmark: _Toc75328922]3.2.3 Values:
1. On Time delivery: Deliman priority is to complete delivery product on time 
2. Share knowledge: Share knowledge among colleagues 
3. Empowering people: Technology is the power to improve in general people's lives.

[bookmark: _Toc75328923]3.3 Different User of Daily goods:
Deliman provides five user interfaces for different users based on their business requirements. Following are the five applications for different kind users:
1. Deliman Merchant web app
2. Deliman Merchant mobile app
3. Deliman Agent web app
4. Deliman Rider mobile app
5. DeliSense end-user mobile app
[image: ][image: ]








[bookmark: _Ref74860937][bookmark: _Toc74861404][bookmark: _Toc74922683]Figure 2: Deliman App interface
1.Deliman Merchant Web App: 
          DeliMan applications developed for the merchant so that they can handle orders and monitor their delivery status from their computer. It is coming with a self-explanatory dashboard. Each feature in the dashboard will help the merchant to excel in their business and improve their end customer experience. A merchant can handle orders, monitor delivery progress, and access their payment from the DeliMan pages. 
2.Deliman Merchant Mobile App: 
          The mobile application developed for the merchants so that they can use it on the go. DeliMan believes only a web application is not enough for merchants. They should have the opportunity to work while they are on mobile for the best outcome of their business

.
3.Deliman Agent Deliman App:
Agent app developed for the agents who will manage a number of delivery men on their premises. Agent ship is a kind of mini entrepreneurship concept. An agent will invest a small amount of money on behalf of their deliveryman. All the earring form delivery man will be deposited to the agent account, and they can redeem any amount they would like to withdraw within the same day. 
4.Deliman Rider Mobile App:
Rider app for all the delivery man 
5.DeliSense end-user mobile app
[bookmark: _heading=h.rfdgev8hndv]End-user means customers can Download a mobile app from the play store so that they can also monitor where their parcel is.
[bookmark: _Toc75328924]3.4 Product, services, and technology
DeliMan is an online courier service. DeliMan is the easiest and simplest way to deliver your product to your customer. Doorstep delivery with real-time location sharing features. 
DeliMan is an online courier service. Its primary idea is to empower people so that they have a tool to work as a delivery man. DeliMan provides an App as a service that could enable anyone could be a delivery man or a customer. Deliman solve last-mile delivery problem in Bangladesh
Any ordinary person or businessperson can send their products to their desired location in an easy and reliable way by using the DeliMan service. DeliMan security mechanism helps both parties to trust and get benefits without a concern. 
DeliMan developed a world-class technological solution for Bangladesh in Bangladesh.
Technologically Deliman are building our product as a white level product which could be used by any country based on the country or business demand. Being a service provider, Deliman could go B2B and help our worldwide clients to take their business online faster and securely without developing their own system which is costly and time consuming for them.
Deliman is based in Bangladesh which is built with a combination of new technology and followed by the new processes in terms of Bangladesh. Either you are a courier sender, or a delivery person Deliman empowered both of you with our technology. Deliman are using the start of the art technologies to build our scalable solution.
[bookmark: _Toc75328925]3.5 Marketing strategy 

[image: ]
[bookmark: _Ref74861314][bookmark: _Toc74861405][bookmark: _Toc74922684]Figure 3: Deliman marketing strategy
It is a philosophy that suggests that marketing ought to center, to begin with, on distinguishing the clients demand or need instead of on discovering the ways to Frame and sell a product or service that consumers may or may not want. Marketing strategy is a kind of business game where the overall game plan is embracing the expected consumer and turning them into customers for products and service. Create demand for consumers and turn them to potential customers, Therefore, before sketching any campaigns, the executives are doing their market research, drawing marketing from market research. The team looks deeply into what the consumer might expect from the company and then starts off with the planning from that point. 
[bookmark: _Toc75328926]3.6 DeliMan Marketing Mix
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[bookmark: _Ref74862914][bookmark: _Toc74922685]Figure 4: Deliman marketing Mix
[bookmark: _Toc75328927]3.6.1 Product 
DailyGoods limited has only focused on their one product DeliMan.DeliMan has a mission to solve the last-mile door-to-door delivery problem and address unemployment by creating massive employability in Bangladesh through technology. DeliMan crowdsourced delivery platform brings value to small businesses and improves general people's living conditions using our platform-based technology. 
[bookmark: _Toc75328928]3.6.2 Price 
DeliMan is offering a service. The price of the DeliMan Service links with Standard condition. DeliMan is a service provider of the vendor, Delivery Company and End-user. DeliMan runs on the 25% delivery service providing a charge.
[bookmark: _Toc75328929]3.6.3 Promotion
By nature, it is an online-based business. DeliMan to reach its target audience, DeliMan has put its presence all over the online platform. Google SOE to a social media platform, Deliman is all over. DeliMan conserves its existence on Facebook because of the large number of people who use Facebook Locally. Daily social media post, boosting a post, Video on Facebook, Instagram, Twitter, LinkedIn. DeliMan has a social media platform to promote.
[bookmark: _Toc75328930]3.6.4 Place
Right now, it is the local market target. We are a technology-based company; thus, once we are successful in the local market, we will expand to similar markets such as Nepal, India, Pakistan, Africa, Myanmar and so on. All the small and medium-size eCommerce and f-commerce in Bangladesh. The total addressable market is USD 165 Million in Bangladesh. The market is growing rapidly, which will be a billion-dollar market soon.
[bookmark: _Toc75328931]3.7 Positioning:
Positioning characterizes where your item or service stands approximately with others advertising comparative product and service within the marketplace as well as the mind of the customer. Always a good positioning is important because it makes a product unique and also it makes clients consider using it as a particular benefit to them.
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[bookmark: _Ref74862932][bookmark: _Toc74922686]Figure 5: DeliMan market positioning
A proper position serves a customer's standard needs. Product positioning is very important for business development, for marketing strategy. It also stands out from the competition in a way that has meaning to customers. Product positioning creates an image of the company’s product and their service in the mind of the consumer. It also highlights the most important benefits that customers can differentiate the product from similar services. 
Deliman offers customers an innovative value proposition of the indoor digitalization of the logistics service. Clients can see where the courier location is and a rough estimation of the arrival time by the help of our tracking system. However, doorstep delivery with real-time location sharing features. 
[bookmark: _Toc75328932]3.8 Target markets
Target market refers to a group of potential customers to whom a company needs to offer its product and service. Also, this group consolidates customers to whom a company directs its promoting efforts. Recognizing the target market is a necessary step for any company within the development of a marketing plan.
As described, DeliMan's targets. 
· Online/e-commerce business
· Logistics companies
· Personal product delivery

[bookmark: _Toc75328933]3.9 Alternative providers and competitors
Deliman competitors have been rigorously analyzed. Both direct competitors and indirect competitors are described below.
[bookmark: _Toc75328934]3.10.1 Competitors:
· Image result for a competitor in business A competitor may be an individual, company, group, or and organization competing against you and your company. In business, we call near a competitor an equal. In other words, rivals are the same measure and make comparable items. If two companies are pioneers in their field, we refer to them as curve rivals. For example Pathao, Redex, E-Courier,SA poribahan, Steadfast courier , Asap courier and Bahok  are few of them.




[bookmark: _heading=h.51qirz7f5f2][bookmark: _heading=h.75o3255qxtv5][bookmark: _heading=h.pimcjllrck9g][bookmark: _heading=h.ovi3jmji78os]






[bookmark: _Toc75328935]Chapter 4- Analysis
















[bookmark: _Toc75328936]4.1 Porter's five force model:
The state of a competitor is an industry that depends on Five fundamental competitive forces.
All five competitive powers mutually decide the concentration of industry competition and productivity, and the most grounded drive or strengths are overseeing and getting to be significant from the point of view of procedure detailing. For illustration, indeed, a company with an excellent advertised position in an industry where potential entrants are no risk will gain low returns if it faces a prevalent, lower-cost substitute. Indeed, with no reserves and blocked sections, intense competition among existing competitors will restrain potential returns. The extraordinary case of competitive concentration is the economist's superbly competitive industry, where entry is free, existing firms have no bartering control against providers and clients, and competition is unbridled since the various firms and items are all alike.
Deliman identifies the five critical components that drive the competitive position of the commerce inside the advertising, which incorporates: Competition, Modern Participants, Buyer, Providers and Substitutes. Visual Worldview Online underpins an easy-to-use Five Strengths Examination device. Deliman is able effortlessly to create a Five Strengths show by entering the things beneath an Infomart shape.
[bookmark: _Toc75328937]4.1.1. Threat of substitutes product:
It serves only IT based tracking services on delivery activities. It does all the areas of delivering activities. So, they also have competitors like Patho, E couriers, SA paribahan etc. But all of them are experts in delivery activities of one category but Deliman’s activity range is broad. So, there are minimal chances for customers to switch from Deliman’s to other competitors. So, the threat of substitutes products effects is very minimal.
[bookmark: _Toc75328938]4.1.2 Bargaining power of buyers:
There are several ways to maintain customer relationships but collecting feedback from clients is one of the methods DailyGoods decided to follow. This is a good method for DailyGoods because It will help them continuously interact with the clients and improve their business strategy and operations. Secondly the virtual currency they are developing which is also an interactive way to maintain customer relations. The more people will use the virtual currency the more interaction will happen that will help DailyGoods maintain a robust customer relationship. Dailygoods limited focus is on collecting data from the end-users, then, making analysis with these data and selling the conclusion or solutions to their customers. In this case, end-users are seen as a source of data and they are encouraged to provide the data in the form of feedback in exchange for some discount or bonus which they can later redeem for a specific set of prizes. In this outgoing service-oriented business world, it becomes more important to build a strong relationship with the customer and business world. If customers are happy with the service that will be great for the business. It is only possible with the interaction with the consumer to identify their need, expectations, their demand. Each and every customer is important, their opinion, their expectation needs are important. Therefore, Deliman is always about their customer satisfaction,quality service and tries to prioritize the needs of their customers at their level best.
[bookmark: _Toc75328939]4.1.3 Threats of new entrants:
Old competitors such as E-Currier, Sunderban,S.A. paribahan and a few more new ones like peperfry, Delivery tiger are also in the market . As the usage of technology increases because of COVID 19, this type of IT tracking-based services will be increased. So, it will be a threat for Daily goods limited to survive in the organization
[bookmark: _Toc75328940]4.1.4 Bargaining power of suppliers:
As an IT-based tracking service organization, they have no suppliers. So, there will be risks because of having fewer suppliers in the future. On the other hand, because of having no suppliers, their costs will be reduced easily.
[bookmark: _Toc75328941]4.1.5 Competitive Rivalry:
Deliman competitors have been rigorously analyzed. Both direct competitors and indirect competitors are described below





	Indirect competitors
	Direct competitors

	· Asap courier
· Steadfast courier
· Bahok 
· SA Paribahan
· Sundarban
	· Pathao 
· E-Courier
· Redex



[bookmark: _Toc74922709]Table 1: Deliman competitors               
Direct Competitor:
Direct competitors are those who potentially or directly threaten the deliman product. Even though Deliman’s idea is more authentic than its competitors, some of the competitors have technology and capability to catch Deliman. Let's discuss the following competitors that are considered Deliman direct competitors.
Pathao:
Pathao fulfils the delivery benefit and gives logistics support to its customers by connecting online stores with their clients. Residential E-commerce business like Daraz, Ajkerdeal.com etc. Pathao promises 24hr customer service, cash on delivery, and customer profit. 
That also gives popularity to its customers. The app uses a mobile-friendly interface that empowers users or clients to get to the administrations on any stage: computer and mobile.
Pathao also solves the customers' every problem within 24 hours, and they are also inviting motorbikes, bikes for their customers more than the other competitors. They boost their image to ask more options for customers and thus increase their brand image than other companies.



[bookmark: _heading=h.30j0zll][bookmark: _heading=h.5lw34ig6j6lw]E -Courier:
E -Courier.com.bd is the first only bicycle-based courier service in Dhaka. E courier is also a parcel system that sends files and documents from one online platform to another. E-commerce will be the essential gathering of clients and the prime focus.
Deliman serves both e-commerce business and Delivery companies. The premium feature of DeliMan is online tracking. Through online real-time tracking systems, Marchant and the end-user can know where his/her products are placed right now. Deliman site or via text messaging during transferring.
Moreover, Deliman offers same-day delivery in two shifts, meaning you get your wanted items on the same day not sometime in the not-so-distant future. On the other hand, Deliman has a door-to-door service to deliver products at customer selected locations. So, consumers order, and Deliman must provide your product to the right hand.
Indirect Competitors:
Companies that are not technologically sound, but they are building networks. Once they establish a strong network, they might catch Deliman with their new technology and network. Small area-based courier companies also pose indirect competition because they handle most of the hyperlocal delivery service.
However, some of our competitors are financially more substantial than us. They can spend more money to advertise their product as compared to Deliman.  To fight strong competitors, Deliman has to have a strong go to market strategy to get a competitive advantage of their innovation.
In Conclusion, DeliMan could learn from the Porter five forces analysis model that It makes a difference in keeping control in an advertisement between organizations universally and analyzing an industry sector's attractiveness and potential profitability.



[bookmark: _Toc75328942]4.2 SWOT Analysis
A comprehensive SWOT analysis is performed below to identify Deliman’s strengths, weaknesses, opportunities, and threats.
[bookmark: _Toc75328943]4.2.1 Strengths:
· Easy to use (User-friendly app design)
DeliMan is the easiest and simplest way to deliver your product to your customer when time is the key point to your loyal customers. DeliMan makes easy mobile apps for both merchants and customers. So, the merchant agent and customer can easily use it. DeliMan expresses delivery right from your store to your customer's doorstep.
· Product location tracking and status update:
You can see where the courier location is and a rough estimation of the arrival time by the help of our tracking system. DeliMan brings happiness for you because DeliMan enjoys doorstep delivery with real-time location sharing features. 
· Connect deliveryman within a few seconds from the nearest location
If you are a merchant than write your delivery address and click the search button for DeliMan. Several DeliMan are available at your location. Who feels interested picking you up? order and by the help of our tracking system he will be at your doorstep within 10-15 minutes. After DeliMan receives your parcel, it will hardly take 1 hour to deliver your product.
· A single person can be merchant as well as be a delivery man
Either you are a courier sender, or a delivery person DeliMan empowered both of you with our technology.
· High standard product security
Deliaman developed a world-class technological solution for Bangladesh in Bangladesh. Deliman delivers reliability, safety, and smiles on your beautiful face. 
[bookmark: _heading=h.whd15kcfvkl1]Deliman recognizes that the E-Commerce business changed their order fulfilment process. By using this technology, customers can customize the solution to a variety of channels.
[bookmark: _Toc75328944]4.2.2 weakness:
· [bookmark: _heading=h.1fob9te]Manpower shortage: At the initial stage DeliMan consists of 20 members.
· Lack of experienced employees in different departments:  This refers to additional errands which are assigned out to the specialist by their bosses in the specific time at which they are incapable to complete them.
· Office equipment shortage: In at initial stage of DeliMan have some equipment is storage.
· Fund scarcity: Being a startup firm, Funding is one of the main weaknesses. DeliMan lacks the proper funding and expertise to expand its operations at a pace required to satisfy the market. 
[bookmark: _Toc75328945]4.2.3 Opportunities:
Once upon a time, it took a week and even a month to get a letter from one part to another part of Bangladesh. But, with a growing economy, the days are gone, and you can get a confidential letter through a parcel courier business within a day. Although digitalization has made things much easier, there is still the importance of courier services for many issues.  
According to The Daily Star (January 8, 2021)[footnoteRef:2] Logistic Companies grinning, delivering products door to door concept was hidden, no one actually explored this even now it's popular but few years ago this was not thought of.  [2:  https://www.thedailystar.net/business/news/logistics-companies-grinning-18533] 

Now logistic companies are earning altogether about 50 lakh per day, Hiring 10000 to deliver products according to industry leaders.
According to one of the leading E-commerce platforms in Bangladesh Ajkerdeal.com Managing Director Mashhour said that-On regular basis Delivery is about 60,000 per day for online segments.
According to the General secretary of e-commerce Association of Bangladesh(e-CAB) Abdul Wahid Tomal, Daily delivery could be 40,000 online orders and food delivery would be another 30,000.
· Few online logistics suppliers who have seen the long run of the industry are investing in building their establishment on these vertices.
· According to the statistics, traditional courier (SA Paribahan Courier and Sundarban) companies are delivering a big chunk, both courier services are leading.
· Few years ago, E-CAB struck with the post office to run its operation.
[bookmark: _Toc75328946]4.2.4 Threats:
Bangladesh e-commerce logistics value chain can divide into 3 Categories - the first mile, a second mile and third-mile delivery. DeliMan solves the last-mile delivery problem in Bangladesh. However, at the initial stage, it is hard before the project implementation. Hence, delivery could be difficult in the beginning. It is, therefore, necessary to create credibility through pilot projects. 
· Competitors of existing market players such as E courier, Pathao, Pepperfry, Sundarban, S.A Paribahan and a few more are present. 
· Competitor’s delivery charge
· Super-fast delivery is a good time to face traffic.










[bookmark: _Toc75328947]4.3 Pestel Analysis
[bookmark: _Ref74862948][bookmark: _Toc74922687][image: Diagram

Description automatically generated]Figure 6: Deliman Pestel Analysis
[bookmark: _Toc75328948]4.3.1 Political
The political aspect is all about what and how the political situation intervenes in the industry. As a startup company, DailyGoods limited has not to face any political problems. Political points are tax policy, quotes, cyber law, online transactions, low labour policy.
[bookmark: _Toc75328949]4.3.2 Economical
Economic aspects have a conspicuous burden on how an organization does business, how they get profitability, like economic growth, interest rate, inflation etc. Bangladesh could be a creating and developing nation, per capita earning of Bangladesh is low. So, the value of Deliman is not so high, and it will be relaxed, keeping in view the country's economic system.
[bookmark: _Toc75328950]4.3.3 Social
The least developed country could replicate our idea to create massive jobs for their countries. More people will have assignments to improve their lives. On the other hand, through our concept, a healthy supply changing network will grow with technology for any LDC country that they can use as a development channel for their country's infrastructure. Most importantly, the DeliMan idea will help people to come out of poverty and have a good life for them and their family.
[bookmark: _Toc75328951]4.3.4 Technological
DailyGoods Limited believes the technology could solve door-to-door delivery problems by engaging the massive, crowdsourced people and hubs to solve the last-mile delivery problem. This will lead to a quality service for merchants and will be able to create an enormous job so that crowds could improve their quality of life. In my opinion, to do some things for poor people to have good earning for their family and businesses, the quality of service. By that, we can create a network.
[bookmark: _Toc75328952]4.3.5 Environmental
DeliMan technology-based service. Environmental aspects do not affect it much. Ecological aspects include weather, climate changes, which do not affect this service at all.
[bookmark: _Toc75328953]4.3.6 Legal
Legal aspects are all about how domestic law influences the business. Company law, its operation, damage control everything is under these aspects. DeliMan doing their business under the law and factors affect the company operates, costs and damage















[bookmark: _Toc75328954]4.4 Digital Marketing strategy Analysis

[bookmark: _Toc74922688]Figure 7 : DeliMan Digital Marketing strategy
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Digital marketing or internet marketing is the advancement of any brand to associate with potential consumers using online platforms. Online or digital marketing is the marketing ingredient that takes advantage of digital or online-based Digital technology like Smartphones, desktop computers, and other digital media. Through Digital marketing, it is effortless to reach a potential customer. Digital marketing is a broad platform, including Content marketing, Email marketing, Social media marketing, SEO, Competitor tracking report etc.
[bookmark: _Toc75328955]4.4.1 Content marketing-  
Digital market is a huge platform. Content marketing is all about content to reach potential customers. Content can be text, images, audio, video. Content usually published on social media, YouTube, Instagram, Twitter, LinkedIn. DeliMan posted everyday content on their social media, YouTube, Instagram, Twitter, LinkedIn. Each and every content are unique. It is more like a story talking to grab the potential customer.
[bookmark: _Toc75328956]4.4.2 Email marketing- 
Email marketing is a smart marketing practice in many different countries. Email marketing is intermediate to reach the potential customer through email. DeliMan practices Email marketing. But in the Bangladesh context, maximum people are not interested in email marketing.
[bookmark: _Toc75328957]4.4.3 Social media marketing- 
Social media marketing is one kind of Digital or internet marketing that creates campaign content and shares that content. The most effective social media types are Facebook, Instagram, Twitter, LinkedIn, Snapchat, and Pinterest.
Deliman uses all of them except Snapchat, Pinterest. Social media campaign ad, post boosting response in very Good so far. The primary objective of social media is to establish brand awareness, brand trust.
[bookmark: _Toc75328958]4.5 Quantitative Research analysis
Quantitative data analysis is a form of a number, statistical, numerical analysis of data collection. Research methods include- large scale dataset. Market survey research is the collection of information from a sample queasier. This type of research identifies the market trend, market need, market problem, demographic, economic, customer buying habit, and information about competitors. Quantitative market research is the process that means collecting and analyzing data. It allows for a variety of methods to recruit, data collection and utilization. It helps to make predictions and helps to find patterns and averages. It also tests causal relationships and generalizes results to wide populations—quantitative survey methods research deals with collecting data from existing and potential customers using the sampling method. Quantitative survey research is Online polls, questionnaires etc.
[bookmark: _Toc75328959]4.5.1 Online customer survey
This quantitative survey was held in Dhaka city on the 22nd July to the 26th of july. The sample size was 168 customers and there were 12 questions based on their buying behavior. This section gives an overview and a summary of important aspects of analytical observations. 
Survey data: 
Our respondents were from 18 to 50 years of old. We had 168 people answer this survey. One of the main motivations of this survey is to see if people like to buy online or not? After analyzing survey data we have observed lots of interesting pictures which is important for DailyGoods to understand its customers. Interestingly survey data shows that the majority of the customers are interested in online shopping. We believe that the young generation is more interested in online shopping than the older generation. According to the survey, 76% of the respondents are male, and 24% are Female. 70 % of the respondents prefer to shop online, 30% of the respondents are not interested in online shopping.
[image: ]

[bookmark: _Toc74922689]Figure 8 : Online survey Population occupation and their interest
From figure 8- show the information of the occupation of the survey populations. It depicts the result of buying behaviours varying based on the occupations. Among all the samples 49% are private job holders, 18% of the total population are housewives, 15% are students and 7 % of the total population are government employees.
[image: ]
[bookmark: _Toc74922690]Figure 9: Preferred payment mode
The survey finds that 82% of the respondents prefer cash on delivery. In comparison, 12% used bkash, 3% used credit cards, 2% of the respondents mentioned that they opted for Rocket as their payment mode and 1% of the respondents used the Nagad account. Thus, this data reflects that most consumers' popular payment methods are cash on delivery. 
[image: ]
[bookmark: _Toc74922691]Figure 10 :Frequency of shopping online
Among the 168 samples, the respondents included both male and female and sample ages range from 18 to 50. According to the survey 67% of the respondents do shopping frequently, 23% of the respondents do shopping rarely, 10% of the respondents do shopping regularly. The survey showed that consumers choose to go online shopping mainly to save time, along with the price affordability.

[image: ]
[bookmark: _Toc74922692]Figure 11: Concern about Delivery time
The survey result shows that 52% of respondents are concerned about the on-time delivery system, 34% are not much concerned about the time, and 14%  of them do not have any problem with the time at all. 
Due to COVID-19, Online shopping is a popular medium of shopping. Online shopping help to  keep people safe from infection. From our survey and other media we are aware that e-commerce business is booming in Bangladesh and it will continue its journey.
Home delivery is the most important and expensive part for e-commerce thus the real time On-Demand delivery technology is much needed for the economically booming market. On demand technology like Deliman is able to provide quick delivery service with reliability and secure service. 

[bookmark: _heading=h.vl5l9wvt7a2t][bookmark: _heading=h.in8o3zrs52ud]Last but not least, from the survey we find that online shopping is becoming a trend even though consumers are not concerned about the delivery time but in reality, it is a big fact to the delivery on time. Thus DailyGoods, Deliman is a perfect tool for e-commerce and other online related businesses to deliver their product to their customers doorsteps reliably and securely. 






[bookmark: _heading=h.rop1venolbeq]



[bookmark: _Toc75328960]Chapter 5: Business Model











[bookmark: _Toc75328961]5.1 Business Model
Business model is an essential part of any business. a strong, robust and sustainable business model would have companies stay longer in the business. There are a number of business models to operate any business. However, the more appropriate business model depends on the nature of the business. DeliMan technology is a crowdsource door to door delivery system thus its business model will be based on the shared economy. There are some other parts of the business model those are essential to discuss to understand the business model. Let’s have a descriptive discussion on the business model canvas. to understand the DeliMan business from a business point of view.
[bookmark: _Toc75328962]5.2 Business model canvas
Alex Osterwalder and Yves Pigneur introduced the business model canvas to see the holistic of a business[footnoteRef:3]. There are nine building blocks discussed in the business model canvas. Let's take each nine blocks in the context of Diliman. [3:  https://creately.com/blog/diagrams/business-model-canvas-explained/] 

[image: ]
[bookmark: _Toc74922693]Figure 12 : Deliman Business Model Canvas
This Business model Canvas reflects efficiently on the deliman trade model, so focus on a business model segment by section. Business model carve is important for Deliman because business model canvas helps imagine what is important and also forces users to address critical areas. It can also be used by a team (employees and /advisor) to realize the relationships and get to agreements.
[bookmark: _Toc75328963]5.2.1 Key Partners: 
Key partners are an important part for the business to deliver value to the final customers.  DailyGood business model depends on the key partnership because the more partnership with the clients they will have the value they will create for the end customers. According to DailyGoods current business model, they are emphasizing on building partnerships with restaurant, cafe and chain shop owners. Since DailyGoods gives a digital platform solution to their clients and customers, therefore, it is highly important for them to return value back to their partners. The partnership of DailyGoods focusing on the beginning stage of their business is appropriate because they are focusing narrow market segments to prove their business by ensuring appropriate value delivery to the right segments of partner and customers.
[bookmark: _Toc75328964]5.2.2 Key Activities:
DailyGoods main key activities include development of a robust platform with the appropriate features which match the demand from both sides of customers. Current key activities for DailyGoods is to build a robust platform and marketing. The platform is the main business for DailyGoods therefore right features integration and appropriate marketing activities are the key activities at this point in time for them. Because without the right product and marketing it will be harder for DailyGoods to sustain their business for the future endeavor.
[bookmark: _Toc75328965]5.2.3 Key Resources:
DailyGoods limited main resources are its team members and the algorithm they are developing for their business case. Besides, the platform which is connecting clients and customers is also a vital key resource for DailyGoods business. The platform is the landing point of its business for the clients and customers but inside algorithms is the key which will generate value to the final product. Therefore, efficient and skill team members are an important part of its business.
[bookmark: _Toc75328966]5.2.4 Value Propositions:
Value proposition summarizes the choice of the customer and the reason behind the scenes choosing the customer choice of products and service. The value proposition is the main part of a business model because it is the driver for others part of the business model. its identity about the product offer, describe the benefits, identify the main problem of the customer, connect the value to the buyer’s problem. 
Without the right value propositions, it will be harder for DailyGoods to prove the attractiveness of its business. The fundamental problem DailyGoods is solving is their platform bringing two-sided people in a single platform. DailyGoods will generate value from the interaction between Deliman and business and people. Therefore, encouraging people to review certain kinds of the campaign or products and get a reward for that review is a clear value proposition for DailyGoods limited. Because, when a customer writes reviews for certain kinds of products that will generate data which reveal insight of the campaign and customers behaviors. There are a lot of companies collecting data and generating insights for other businesses, but the relevance of those data is often misleading. Therefore, data relevancy for the clients is another key value proposition. 
The idea of virtual currency distribution will help DailyGoods to make it easy for customers to use and exchange as a reward. Therefore, the transaction between clients and users will make it easy and fair for all the parties involved in the business.
[bookmark: _Toc75328967]5.2.5 Customer Relations
Maintaining the customer relationship is an important fact for businesses to make sure that the value propositions are working as it is designed. There are a number of ways to maintain customer relationships but collecting feedback from clients is one of the methods DailyGoods decided to follow. This is a good method for DailyGoods because It will help them continuously interact with the clients and improve their business strategy and operations. Secondly the virtual currency they are developing which is also an interactive way to maintain customer relations. The more people will use the virtual currency the more interaction will happen that will help DailyGoods maintain a robust customer relationship. 

What are the end-users/customers problems for Deliman?
Currently the customers of DailyGoods are looking for realistic feedback data that is given on-site rather than online on a generic feedback forum (such as Google Maps). On-site information offers opportunities to analyse behavioral data and situational data, such as finding the meaning of a singular campaign at a cafe , which could be very useful for the companies to analyse the demands of their customers and make some adjustment to their management strategies.
DailyGoods limited focus is on collecting data from the end-users, then, making analysis with these data and selling the conclusion or solutions to their customers. In this case, end-users are seen as a source of data and they are encouraged to provide the data in form of feedback in exchange for some discount or bonus which they can later redeem for a certain set of prizes. 
What benefits are expected from the proposed solution by the DeliMan startup? 
The customers of DeliMan will benefit from more accurate feedback and get such data that cannot be acquired from generic 1-to-5-star feedback on an online form or on-site form. The data sold to customers will have higher relevance to the locations that the end-users always visit and can be better connected to the end-user's behavioral data. In addition, their strategies are expected to give some prediction of marketing for their customers, which will be very helpful for their customers to evaluate the market in the future.
Customer satisfaction and service improvement:
Relationship marketing is almost forming long-term connections with clients instead of trying to empower a one-time deal, relationship marketing tries to cultivate customer loyalty by giving exemplary items and administrations.

In this materialized qualityful service-oriented business world it has now become vital to build customer relationships. Such communication with the consumers gives the opportunity to identify their needs and expectations of individual customers. Therefore, DeliMan tries to prioritize the needs of their customers at their level best. 



Customer services:
DeliMan works with cutting edge technology and solutions, DeliMan are agile and fast-growing company. DeliMan strives to implement modern technical solutions for the Bangladeshi market which enable positive changes to society and individual life. There are two important aspects of DeliMan services
· DeliMan is introducing a unique platform where you can register as a merchant or courier or for both. 
· DeliMan brings happiness for you because DeliMan enjoys doorstep delivery with real-time location sharing features. 
Once the delivery man starts the journey to do the delivery, He or She asks for shares of the location with the user so that the user can track how far and how long it will take to get the delivery. When the delivery man hands over the delivery to the user then they will check the goods and confirm the delivery by paying to the delivery man if it is cash on delivery. The delivery man gets the money and closes the order.
[bookmark: _Toc75328968]5.2.6 Channels:
Channel is the way to connect with segmented customers designed for businesses. Currently, DailyGoods main channels to reach out to potential customers is direct calling and offering them DailyGoods service. Direct calling is a strong approach to reach the potential customers for a startup business. Because direct calling is helping DailyGoods to understand the customer's real needs. Besides, DailyGoods use point of sales marketing which means that they are participating in different fairs and events. Point of sales helps DailyGoods to communicate directly about their service with potential customers and clients.  This is also an important aspect for DailyGoods because they demonstrate their product and service directly to potential customers that are helping them to build reliability and trust.
[bookmark: _Toc75328969]5.2.7 Customer Segments: 
DailyGoods limited working with narrow market segments which consisted of restaurants, coffee shops, first food shops, and students. They chose these market segments because at the beginning they wanted to connect with food industries and budget users. In this regard, budget users’ students and low-income people are the right choice because mostly they are the one segment that are looking for discounts. Besides, students are more techno-friendly and they are able to accept the technology without any major barriers. DailyGoods could utilize this as an advantage by accumulating in their business. On the other hand, restaurants, fast food are in a competitive position in the market so the right campaign for the right people will help their business to boost. The service DailyGood is offering to its clients is able to hit targeted customers for restaurant and fast-food shop owners. Therefore, these market segments are good to go with for DailyGoods limited.  Following are the persona of a typical DeliMan merchant.
[bookmark: _Toc75328970]4.2.7.1 Persona for our merchants:
Name: Ms Jhorna Begum
Age: around 34
Social status: Married (living with a husband and one child)
Occupation: Business through Facebook and a Diliman Site
Working Hours: Day and night, she needs to work
Passion: She is passionate about her business and wants to deliver the best service to her customers
Monthly Income: Around 80-100K taka
Attitude: She likes to be a perfectionist, and she is honest with her opinion but love to take challenges
Hobbies: Singing, talking with different people, travelling to know the unknown
[bookmark: _Toc75328971]4.2.7.2 Persona for the agent or Delivery man:
Name: Sakib Ullah
Age: 20
Income: student or unemployed
Hobbies: watching movies and hanging with friends
Education: HSC
[bookmark: _Toc75328972]5.2.8 Cost Structure
Right now, DailyGoods cost structure is flat. They have a number of people working in two different teams one is the developer team and another one is the business development team. Co-founders had planned to spend a significant amount for marketing activities. Cost structures include fixed cost, variable costs and all other costs which enables a business to work properly. As Dailygoods is a startup company, they usually follow a low-cost structure.
[bookmark: _Toc75328973]5.2.8.1 Fixed Costs:
Employee’s salaries, office rent, AWS platform bills are fixed costs. These fixed costs are incurred even if there are no activities in the office. Right now, employees' salary is the biggest fixed cost for its business.
[bookmark: _Toc75328974]5.2.8.2 Variable Costs: 
Variable costs include several kinds of costs like marketing cost and merchant and agent acquisition cost for the company. This budget varies every month. 
[bookmark: _Toc75328975]5.2.9 Revenue Streams
Right now, DailyGoods does not have a revenue stream. But according to their current business model, they will generate money by subscription from clients. So premium users of the platform will pay a certain amount monthly as subscription fees. Besides, DailyGoods targets to convince the investors to invest money in their business. Investors for a startup company are important for its business growth.
[bookmark: _Toc75328976]5.3 Revenue Model Scheme of DailyGoods:
Our solution extremely fit with the shared economy, thus all of them suggested a revenue sharing model delivery man. DeliMan also finds it is the best Model for us. DeliMan has taken inspiration from pathao and uber because our offering is similar but for a different area of business. DeliMan discussed the percentages of shared revenue, different finance people asking for a different ratio. But no one suggests DeliMan go below 15%. Since our mechanism is to collect the order value before the actual delivery takes place from the delivery man. Which will be a challenging job for our company to convince the delivery man to deposit money. DeliMan thinks the key metrics of overall discussion was revenue churn, monthly active users, and net revenue retention. Our customer acquisition cost is high due to product security and cash handling from end consumers. Probably DeliMan has to offer cash benefits to the rider at the beginning.

[bookmark: _Toc75328977]5.3.1 Go-to-market strategy:
Following are the go to market strategy for DeliMan .DeliMan is in its the market now and the strategy is as flow:
Pre-registration: 
DeliMan organized pre-registration for the agent, delivery man and merchants from 12th to 31st December. Operation from 1st of January 2021
Marketing and sales:
· Paid or organic Content marketing on social media
· live on social media
· media attention such as press release
· Referral program 
· Direct marketing with agent or merchant such as phone call
Brand Strategy:
· Use similar colour for every post
· Logo and moto will be highlighted 
· Create some loyal customers
Budget for go to market:
· DeliMan has allocated a budget for marketing mentioned above expenses based on the channel.
[bookmark: _Toc75328978][bookmark: _heading=h.sa5v44uorp17]5.4 Total Market size:
Daily there were approximately 150K deliveries happening in Bangladesh. This number is increasing every day due to COVID-19. People are getting used to online buying and trust is building among the people. Following is the calculation of the total Market size:
Let’s look at the estimation of accounting forecasting for the year 2021 to 2025. More details of two years of financial forecasting could be found in the appendix 1.
[bookmark: _Toc75328979]5.4.1 Revenue sharing business model:
DeliMan will only have one revenue model for our platform as it was validated from the previous section. DeliMan will share 25% of revenue from the agents. In the following estimation file DeliMan uses the average of delivery and pricing. It may vary more or less based on the customer requirement. DeliMan has talked with potential agents and asked them if they are willing to share their 25%, if DeliMan connects with potential merchants so that they can have more delivery jobs locally. Most of the respondents said, they will be happy to share revenue since they do not have to manage merchants and they will deliver within a geographical region which makes their life easy. It will also save their delivery cost due to nearby locations because they can use their bicycles.

	1. Revenue sharing business model

	Year One (2021)
	
	Year Two (2022)

	Number of Order
	Order Number
 (per day)
	
	Number of Order
	Order Number 
(per day)

	Total Order
	150000
	
	Total Order
	200000

	Average order value
	0.8
	
	Average order value
	1.2

	Total Order Value
	120000
	
	Total Order Value
	240000

	0.05% of the total order value in year One
	6000
	
	10% of the total order value in year One
	24000

	25% Revenue Sharing
	1500
	
	25% Revenue Sharing
	6000

	Per month Revenue
	45000
	
	Per month Revenue
	180000

	Per Year Revenue
	540000
	
	Per Year Revenue
	2160000

	Yearly Expense
	50000
	
	Yearly Expense
	70000

	Total Profit 
after the expense
	490000
	
	Total Profit 
after the expense
	2090000






	Year Three (2023)
	
	Year Four (2024)

	Number of Order
	Order Number (per day)
	
	Number of Order
	Order Number 
(per day)

	Total Order
	250000
	
	Total Order
	260000

	Average order value
	1.5
	
	Average order value
	1.7

	Total Order Value
	375000
	
	Total Order Value
	442000

	15% of the total order value in year One
	56250
	
	20% of the total order value in year One
	88400

	25% Revenue Sharing
	14062.5
	
	25% Revenue Sharing
	22100

	Per month Revenue
	421875
	
	Per month Revenue
	663000

	Per Year Revenue
	5062500
	
	Per Year Revenue
	7956000

	Yearly Expense
	100000
	
	Yearly Expense
	150000

	Total Profit after
 the expense
	4962500
	
	Total Profit after
 the expense
	7806000



	Year Five (2025)

	Number of Order
	Order Number (per day)

	Total Order
	270000

	Average order value
	2

	Total Order Value
	540000

	25% of the total order value in year One
	135000

	25% Revenue Sharing
	33750

	Per month Revenue
	1012500

	Per Year Revenue
	12150000

	Yearly Expense
	150000

	Total Profit after
 the expense
	12000000


[bookmark: _Toc74922710]
Table 2: Revenue sharing business mode
[bookmark: _Toc75328980]5.4.2 Subscription based business model:
Subscription business models focus on revenue made so that a single Customer pays Multiple payments for prolonged access to, to a good or service, Subscription business models based on the thought of offering an item or benefit from getting month to month or annually repeating membership income. Recurring revenue models lead to higher payments and stronger customer relationship

	2. Subscription-based business model

	Year One (2021)
	
	Year One (2022)

	Number of
 Subscription
	Order Number 
(per day)
	
	Number of 
Subscription
	Order Number
 (per day)

	Number of Customers
	500
	
	Number of Customers
	700

	Average Subscription fee
	25
	
	Average Subscription fee
	25

	Total Earning from subs
	12500
	
	Total Earning from subs
	17500

	Order after subscription
	5000
	
	Order after subscription
	7000

	Delivery charge
	1
	
	Delivery charge
	1.2

	Total Revenue
	5000
	
	Total Revenue
	7000

	Total earning
	17500
	
	Total earning
	24500

	Per month Revenue
	525000
	
	Per month Revenue
	735000

	Per Year Revenue
	6300000
	
	Per Year Revenue
	8820000

	Yearly Expense
	3900
	
	Yearly Expense
	3900

	Total Profit after
 the expense
	6296100
	
	Total Profit after 
the expense
	8816100









	Year One (2023)
	
	Year One (2024)

	Number of 
Subscription
	Order Number 
(Per day)
	
	Number of Subscription
	Order Number 
(Per day)

	Number of Customers
	900
	
	Number of Customers
	1000

	Average Subscription fee
	25
	
	Average Subscription fee
	25

	Total Earning from subs
	22500
	
	Total Earning from subs
	25000

	Order after subscription
	12000
	
	Order after subscription
	13000

	Delivery charge
	1.5
	
	Delivery charge
	1.7

	Total Revenue
	12000
	
	Total Revenue
	13000

	Total earning
	34500
	
	Total earning
	38000

	Per month Revenue
	1035000
	
	Per month Revenue
	1140000

	Per Year Revenue
	12420000
	
	Per Year Revenue
	13680000

	Yearly Expense
	3900
	
	Yearly Expense
	3900

	Total Profit after
 the expense
	12416100
	
	Total Profit after 
the expense
	13676100




















	Year One (2025)

	Number of Subscription

	Order Number (Per day) 


	Number of Customers
	1500

	Average Subscription fee
	25

	Total Earning from subs
	37500

	Order after subscription
	20000

	Delivery charge
	2

	Total Revenue
	20000

	Total earning
	57500

	Per month Revenue
	1725000

	Per Year Revenue
	20700000

	Yearly Expense
	3900

	Total Profit after the expense

	20696100


[bookmark: _Toc74922711]

Table 3: Subscription-based business model
[bookmark: _Toc75328981]5.4.3. Traditional Business Model:
A traditional business model is essentially the whole plan of a company to create a benefit by offering a service or an item. The business model gives a diagram of the plans of the company to build an item or service and to marketing it. This plan moreover includes the costs that will happen with the manufacture and marketing of the service or item.







	3. Traditional Business model

	Year One (2021)
	
	Year One (2022)

	Title
	Order Number (per day)
	
	Number of 
Subscription
	Order Number 
(Per day)

	Number of Order
	300
	
	Number of Order
	1000

	Per order cost
	1
	
	Per order cost
	1.5

	Total Earning
	300
	
	Total Earning
	1500

	Per month Revenue
	9000
	
	Per month Revenue
	45000

	Per Year Revenue
	108000
	
	Per Year Revenue
	540000

	Yearly Expense
	159000
	
	Yearly Expense
	159000

	Total Profit after
the expense
	-51000
	
	Total Profit after
the expense
	381000




	Year One (2023)
	
	Year One (2024)

	Number of 
Subscription
	Order Number 
(Per day)
	
	Number of
 Subscription
	Order Number 
(Per day)

	Number of Order
	2000
	
	Number of Order
	6000

	Per order cost
	2
	
	Per order cost
	2.5

	Total Earning
	4000
	
	Total Earning
	15000

	Per month Revenue
	120000
	
	Per month Revenue
	450000

	Per Year Revenue
	1440000
	
	Per Year Revenue
	5400000

	Yearly Expense
	159000
	
	Yearly Expense
	159000

	Total Profit after
the expense
	1281000
	
	Total Profit after
the expense
	5241000







	Year One (2025)

	Number of 
Subcription
	Subscription

	Number of Order
	8000

	Per order cost
	3

	Total Earning
	24000

	Per month Revenue
	720000

	Per Year Revenue
	8640000

	Yearly Expense
	159000

	Total Profit
after expenses
	8481000


[bookmark: _Toc74922712]
Table 4:  Traditional Business model
[bookmark: _Toc75328982]5.5 Revenue model validation:
DeliMan asked following to our merchants and potential merchants about the suitable business model option for their response so that it can validate its business revenue model on the basis of real facts from customers. Overall it does not matter much for the merchants about different options business models because they have to pay more or less the same. But Revenue sharing with the delivery man was the first choice for more of them. Flowing is the magnetic part of the talk.
· Rahman Sakib (Age 28, Mohammadpur, Dhaka): He is already a merchant business model 1. Not Intended to move to business model 2.
· 2.Farhad Hossan: (Age 34, Male. khilgaon,dhaka): Wants business model 1 for his business. 
· 3.Talukdar jaman: (Age 34, Male, Dhaka): Willing to subscribe to model 2 as Deliman in case Deliman covers his entire family.
· Anwar Hossain (Age-38, Male,mirpur 14):  Willing to be part of model 1 but with sufficient benefits (discounts).
· 5.Munna sharkar(Age-42,Male,Dhanmondi 32): Need subscription expense to be loDelimanr in model 1 and as it were for medicine.
· Johora Mou  (Age-43,Male,Azimpur): Already a client in business model 1. She is happy with the performance.
· Monira begum: She wants unlimited in the 1st model.
· 8. Anuradaha Roy(Age-36,Male,Kollanpur):Already a customer in business model 1. Love this model.
· 9. Shoficul islam (Age-40, Male,Mirpur 2): He likes model one because it reduce some cost for his business.
· 10. Amir hossain (Age-39, Male,uttara): He wants to stay in the business model 1, he is taking our service for the last two months.

In Conclusion, this revenue share business model is one of the top-ranking business models for our business. Our customer persona, go to market strategy and revenue model is one of the top business models. It also empowers people and gives good rewards for the business in the long run.
[bookmark: _Toc75328983]5.6 Revenue Model Steps:
Provide a numbered list of the steps that must occur before you receive a payment in your bank account from your Archetype Customer with DeliMan revenue share Model. The details steps are the following:
1. Deposit Money: Delivery Man/Agent will deposit some money into their DailyGoods account, and our system will make sure they will get a delivery request based on their deposited amount.
a. Time Required: Instant deposit or hours
2. Merchant Request a Delivery: Once the merchant requests for delivery, then our automotive system will find the right delivery man.
a. Time Required: less than a second
Delivery man product pickup: Once the delivery man picks up the product, the same amount of money based on the product value will be deducted from the delivery man account and deposited into DailyGoods accounting system.
a. Time Required: less than a second
Product Delivery: Once the product delivery is done then all the stakeholders will get their   percentages of money into their DailyGoods account automatically. 
a. Time Required: less than a second
Deposit amount to cash: Other stakeholders could ask for money, and then Deliman can deposit the requested amount in their bkash bank account based on their choice.
a. Time Required: less than an hour if bkash or one day if it is a bank account
[bookmark: _Toc75328984]5.7 The key growth metric for One Revenue Model 
DeliMan is going to the revenue share model for our SAAS based platform. To track our performance, KPI's of our revenue model based on our status and the reflection of the financial bodies are the following:
· Upfront Investment: DeliMan is going to the market operation, which requires us to invest at the beginning of our business. Our product is in the MVP stage and DeliMan needs more capital to build the full product. But at this stage, DeliMan will monitor our upfront investment closely. DeliMan will focus revenue DeliMan may generate from our MVP plus the investment DeliMan will get from investors will spend based on the priorities.
· Real-time capital planning: DeliMan will monitor our financial data very closely and make decision-based on the real-time capital data. This will help us to monitor our activities and lead us to decide what area DeliMan should focus on a particular moment.
· Renewals: Our business limelight is the merchants and the delivery man. The more DeliMan facilitates them, the more business DeliMan can get. Therefore, a strong focus on the recurring customer business and with their help, DeliMan will go to new customer acquisition. In this stage, DeliMan will continuously measure if they are willing to share or recommend their network to take our service or not. If DeliMan gets negative feedback, DeliMan will work on it until they get satisfied and share/refer to their network to use our service. 
· Revenue churn: DeliMan will keep close monitoring of our recurring customers. DeliMan will also monitor how many customers DeliMan lost during a certain period. This close monitor helps us to build a strong relationship with our recurring customers.
· Monthly recurring revenue: DeliMan will monitor our every customer order volume every month. Initially, DeliMan will monitor Deliman weekly revenue from each recurring customer, based on the data; DeliMan takes steps to improve recurring customer order.
[bookmark: _Toc75328985]5.8 Financial Risk:
The financial risk of a startup is always a challenge. Deliman is not that different from other startups. Its founder/co-founder and investors are taking a risk for the betterment of the future by solving a real problem in Bangladesh. Due to the nature of the business, It is a risky operation. If Deliman could not make a profit according to the forecasting and expectation, then it may become obsolete from the business which eventually leads all the founder/co-founder and investor to lose their money. Since the startup failure rate is very high worldwide thus investment in a startup is always a risky decision. 
[bookmark: _Toc75328986]5.8.1 Risks / Challenges: 
Risk and challenges are the integrated part of any business. DeliMan being a crowdsource platform also facing numerous challenges and risks at the beginning of their operation. Following are the list of risks and challenges currently facing DeliMan and the mitigation strategy developed to face those risks and challenges. 
· Cash on delivery is one of the main challenges. Consumers preferred cash on delivery service all over Bangladesh, but once the delivery was done, Delivery man had to deal with a lot of cash. According to Bangladeshi socio-economic perspective, it is a big risk. 
· Delivery Man is not interested in depositing money for security.
· Delivery Men are not very educated.
· Product lost and damage during the delivery is another risk that is faced by DeliMan.
· One of the challenges is gaining the trust among merchants and agents.
· Another type of challenge is understanding and accustomed to the agent's system.
· Merchants are somewhat not interested to input data in the DeliMan dashboard.
· The delivery of the product on time since customers are unreachable to receive their products.
[bookmark: _Toc75328987]5.8.2 Mitigation
DeliMan app service is only available on the Android based mobile phone. thus only the Android mobile phone user would be able to use DeliMan for their solutions.  Since risk and challenges are mentioned in section 4.8.1, in this section following strategy and action points are listed to mitigate those risks and challenges.
· Cash on delivery is on-demand for customers so that DeliMan mitigates the risk by securing merchants. Merchants now secure, using this system. Within a few minutes after delivery merchants get their Product price.
· DeliMan gives 500-taka deposits for registration and doing a delivery.
· DeliMan tries to make its system simpler to use. DeliMan Very user-friendly app for both the user Deliveryman and Merchant.
· Deposit from Delivery Man or agent, that will mitigate product loss, thief, damage control.
· Return Management: No more return hassle. Return is always frustrating for both merchants and customers. DeliMan offers an advanced return management system that reduces your time and money and makes a difference for you to concentrate on your center business rather than just wasting your valuable time for a single produ

































[bookmark: _Toc75328988]Chapter 6: Suggestions and recommendation












[bookmark: _Toc75328989]6.1 Positive findings and Negative findings
	Positive Sides
	Negative sides

	Easy to use (User-friendly app design)
	Manpower shortage

	Change delivery time as customers need.
	Lack of experienced employees in different departments

	Connect deliveryman within a few seconds from
the nearest location
	Office equipment shortage


	Product location tracking and status update.
	Fund scarcity

	A single person can be a merchant 
as Delimanll as a delivery man.
	

	High standard product security
	

	Creating value as an e-commerce logistics provider
	

	Providing an opportunity to youth so that they can get
a lot of ideas from them
	



[bookmark: _Toc75328990]6.2 Suggestions on negative findings:
The company is promising but it has some negative aspects which must be addressed properly if they want to grow faster and be successful in the market. Following are some negative findings which I believe address properly.
Manpower Deliman shortage: 
Manpower is the main element of any organisation. DeliMan is not that different from any other organization. DeliMan manpower needs creative and innovative, faster and productive work environments to reach the DeliMan goal. DeliMan is a brand of daily goods limited. So here DeliMan has 20 members, and it is not enough for faster, innovative, and creative working. There are many delivery activities in a day. As a crowd logistics service provider company DeliMan should have 50 persons /workers initially. So, for DeliMan as a startup company, it should have 50 people performing activities in a faster, innovative, and creative way.
Lack of experienced employees in different departments:
It is necessary to be experienced employees in an organization so that organization can perform their work more productively. It is a point to note that as a startup company, Daily goods limited should provide high high-classical training. Thus employees will gather ideas about what should be done. Through the training process, employees become knowledgeable even if they do not know any area.

Office equipment shortage: 
As a startup company, Dailygood has office equipment shortages like they have insufficient computers, tracking devices, internet supply etc. So, to get rid of this problem, Daily goods should increase their funding. By raising funds, they will get enough capital, and then they should invest it in purchasing office equipment. It will be better for them to perform activities smoothly if they have enough necessary materials and equipment.

Fund scarcity:
DailyGoods, as a new company, faces capital scarcity.  As an employee, I suggest they collect funds from banks which provide funds for startup companies because it will help DailyGoods for a great start.

















[bookmark: _Toc75328991]Chapter 7: Conclusion
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[bookmark: _Toc75328992]7.1 Conclusion:
An internship offers students the best chances to make use of their theoretical knowledge into practices in a real working environment. This is the best way to practice the concept, knowledge, and skill from classroom training to organization level. DeliMan is a startup, and a startup is the best platform to learn about business practices and disruptive innovation. DeliMan constantly improves its business operation and positively grows in their business domain. The team of DeliMan believes that organizational practise is important to grow their business. The company has a strategy to expand all over Bangladesh within a very short period of time. DeliMan is trying to ensure that all the stakeholders should get benefits from this platform. No business is out of challenges; only proper marketing strategy and continuous improvement of its service could save this business for the future. This report concentrates on the business model of DeliMan. I have tried to depict the real pictures of the company and analyse it according to the framework and experience. Thus, I believe my work and assessment would help DailyGoods limited last-mile logistics delivery brand DeliMan to continue its business growth in the crowdsource logistic business market in Bangladesh.
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