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Within this report, the new company DeliveryBee will 
be introduced and elements such as strategies, value 
propositions, financial model and the future will be 
discussed. In addition, the journey of how the authors 
used hypothesis-driven entrepreneurship to create the 
company will be presented.

DeliveryBee addresses the desire of local merchants to 
quickly deliver their goods to their local customer base 
in an affordable way. By becoming a delivery partner of 
local merchants, DeliveryBee differentiates itself from its 
competitors and aims at helping the merchants to develop 
their business. With the help of a technology backbone, 
DeliveryBee offers a system that can be implemented 
in the current systems of the merchants, assist delivery 
personnel to work safely and efficiently and provide 
tools for the merchants to analyze their sales. The main 
targeted customers of the company are local stores with 
a loyal customer base that experience pains with the 
delivery process. In addition, as will be explained later 
on, e-commerce websites, pharmacy and restaurants are 
also part of targeted customers. While targeting these 
companies, DeliveryBee uses a B2B strategy and uses key 
partners (e.g. Bol.com and Tikkie) and key resources (such 
as WearYourBrand and Veilig Verkeer Nederland) to be 
able to offer the services with high quality. The key values 
of DeliveryBee are fast delivery, honesty, and creating a 
better world together. The company aims at becoming 
the first 100% sustainable delivery partner and desires to 
be a major asset in the future local economy. We believe, 
supporting the local to local economies will return in a 
better climate and decrease in mobility issues. 

Let’s Delivery, and BEE the change!

DeliveryBee is a product of the course Design Innovation 
Strategies at the University of Technology Eindhoven 
given by dr. Y. Chuang. Within the course, students are 
challenged to use multiple methods and model which fit 
within hypothesis-driven entrepreneurship to create a 
profound foundation of a company. 

DeliveryBee’s process started during a hackathon 
organised by the European Commission (n.d.). During this 
pressure cooker event, the challenge: Business Continuity, 
New and resilient business models with sub-theme 
easy tools to help start-ups and SMEs move online was 
accepted. As a result, the concept Live Local Stores was 
designed:

“A platform that brings the strengths of local stores to 
your home. Without leaving your home,

enter your favourite local shop and have close personal 
experience with the shop assistant!”. 

Executive Summary
As the course continued, hypothesis-driven 

entrepreneurship was used to quickly validate our 
set hypothesis and iterate on the concept. With the 
help of several experiments, opinions and reactions of 
potential users were gathered. For example, several local 
store owners and their customers were questioned by 
interviews and survey. In addition, MVP’s were used to 
gather additional, unexpected insights into the proposed 
concepts. The insights gained by the experiments were 
used to iterate and refine the concept. 

Halfway through the project, a case study of the 
company Grab (n.d.) was conducted. While analyzing the 
journey Grab went through, we learned some valuable 
lessons that we could implement in our own concept. We 
learned how to run low quality but valuable experiments, 
make a social impact and how to scale a company in 
the logistics industry. The major learned lesson was the 
switch from B2C to B2B strategy which is used as one of 
the arguments to pivot our own business strategy to B2B 
as well. While pivoting the concept of Live Local Store to 
what we now know as DeliveryBee, new hypotheses were 
developed.

In order to validate these hypotheses, several 
minimal valuable products were designed, a website 
was developed, and Facebook advertising was used to 
create awareness and validate our hypotheses. Next to 
that, informal interviews with local store owners and 
delivery personnel were conducted. A survey was sent to 
customers of local stores and one of the authors became 
a delivery person himself to experience the delivery 
process at first hand.

Since the results of the experiments were promising, 
it is decided to persevere. As a result of the course, a 
profound foundation of the company DeliveryBee is laid. 
An interesting dynamic delivery personnel salary model is 
created and new partnership ideas emerged. We believe, 
with the business model and strategy of DeliveryBee, a 
new strong competitor of the logistics industry is born. 
With sharp pricings, fast and sustainable deliveries, 
and the different approach of B2B comparing to the 
competitors, DeliveryBee can create a difference within 
not only the delivery industry but also create impact on 
our society.



Customer segments
Local stores

The customer segments consist of small 1-5 people 
companies that have their own physical store that is 
located in a city and has a webshop. A broad variety of 
products are included since the stores can sell anything 
- from cheese to tabletop games, but we imagine, that 
the main customer are shops that sell frequently-used 
products, like fresh fish or meat, wines, contact lenses, 
etc.,  and that have their own local loyal customers.

During the interviews with the local store owners, we 
learned that they are experiencing a huge pain: delivery 
of goods. Customers expect to get the product they 
ordered the next day since this is the standard created 
by the large e-commerce enterprises in the Netherlands. 
Local stores can not live up to these expectations if they 
want to offer an appealing product price. To propose 
affordable delivery price local store owners sometimes 
delivers parcel by themselves, or they need to combine 
the packages and hire a driver that delivers the parcels 
but to make it cost-effective, it takes around a week or 
even longer to arrange this.

But is it really needed to have such a quick delivery?  
A survey organized by the PostNord showed that a high 
percentage of consumers (83%) expect to get their 
products in less than 3-5 days (Fig. 1) (de Best, 2019), 
while our survey data says that around 55% of people 
would like to get the delivery in less than one day (Fig 2).  

Problem Description of Your Final Concept
In addition, during our survey customers of local stores 

said that they expect to get the delivery from a local store 
on the same day.

In order to see the market size of the local stores, the 
free accessible data set: KVK Handelsregister Open Data 
Set (click here to open) is used. Within the data, we see that 
there are around 160.000 local stores in the Netherlands. 
By analysing the statistical data from the StatLine (2018) 
- Netherlands Statistic website, we conclude that around 
35% of companies in 2018 have a website where you can 
order, book or reserve products/services. This data leads 
us to a number of approximately 56.000 local stores which 
we consider to be one of our target group.  

Growth rate
Physical stores are part of our customer segment, but 

we should be aware of the decrease in those stores. From 
2018 to 2019, a decrease of 5% was calculated regarding 
the number of physical stores in the Netherlands (Centraal 
Bureau voor de Statistiek, 2019). Although there is a 
decrease in physical stores, an increase in the number of 
online orders of 2% was calculated (Centraal Bureau voor 
de Statistiek, 2019). 

Figure 1. Preferred maximum delivery time. PostNord data  Figure 2. Preferred maximum delivery time. Data from our survey



E-commerce
From a 2018 survey taken from Statistics Netherlands’ 

database, 80% of Dutch consumers aged 16 to 75 years 
old indicated that they use e-commerce to order goods 
or services (StatLine, 2019). This data indicates that the 
majority of Dutch consumers are capable and want to use 
e-commerce shops, so the growing e-commerce market, 
will have a growing need for delivery companies. By the 
PostNL data, there were around 258 million orders (de 
Best, 2020) in 2019 and by the Centraal Bureau voor de 
Statistiek information right now there are around 40.700 
webshops (de Best, 2020).

Big e-commerce companies have identified last-mile 
delivery as the most important differentiator with their 
competitors. For online customers, a variety of different 
delivery options and the perceived quality of them are 
major decision criteria, that directly impact e-commerce 
success. With that thought, webshops are trying best to 

provide the best customer experience and especially by 
shorting down the delivery times (Joerss, 2016).  Still, a 
growing group of consumers desires faster home delivery, 
yet most are highly price sensitive (Figure 3). 

Pharmacy
In the Netherlands, there are approximately 3.000 drug 

stores (Statista Research Department, 2020). Majority of 
the pharmacies offers their own drug delivery services. 
For example “BENU”  or “Medicijnnodig” drugstore 
offers free delivery for the prescription drugs. In addition, 
having their own delivery personnel helps them to offer 
emergency delivery service. Nevertheless, to have their 
own delivery service, Pharmacies need to worry about the 
schedule, route planning and matters such as illness and 
vacations of staff, which increases the costs of sustaining 
the delivery service. 

Figure 3. The preferred delivery option (Joerss, 2016)



In order to solve the delivery problems for the 
Local stores, Pharmacy and E-commerce such as; long, 
expensive, hard to approach delivery, we created the 
company called “DeliveryBee“.  It offers a delivery system 
similar to other gig economy delivery companies like 
“Deliveroo”, but instead of food, we will focus on a system 
for delivering goods from the local stores, e-commerce or 
pharmacies to their local customers. 

The process starts when a client orders from the 
webshop and chooses our service for the delivery. The 
shop owner gets a notification about the order, prepares 
the package and gives it to the delivery personnel. Finally, 
the rider brings the parcel to the customer set address 
(Figure 4).  

“DeliveryBee” is focusing only on few target customers 
pains - the need for an affordable and fast delivery - and 
we try to do it extremely well. By having a high number 
of delivery personnel we can offer delivery that takes less 
than one hour and because we do not have any warehouses 
and the delivery is made directly from the store to the 
customers, we can offer cheap delivery price. The price 
comparison can be found in Appendix 1. In addition, to 
make the delivery process even smoother, a Wordpress 
plugin is created for the most used e-commerce platform 
- WooCommerce (Liu, 2020) (Appendix 2, Figure 1). The 
plugin will help the merchant to easily register the delivery 
when the customer makes an order in the webshop, the 
system notifies the merchant and collects (sales) data to 
create a dashboard.

This delivery service creates value not only because 
it satisfies the webshop needs, but also their customers. 
How it was mentioned in the previous chapter, customers 
would like to have cheap and fast delivery (less than 1 day) 
of the goods that they ordered. With “DeliveryBee” we 
can fulfil this need. When we asked local store customers 
in our survey about this delivery platform, the majority of 
them were positive about this idea.

In addition, our service can increase the local store 
Competition with e-commerce companies. By offering 

Value Proposition(s) Design and the Problem-Solution Fit

quick, cheap and reliable delivery, the local store could 
compete with e-commerce. If local stores could offer their 
unique or fresh products and deliver much faster than the 
e-commerce websites, these features can create value for 
the customer. 

For the pharmacy delivery market, we, as a universal 
delivery platform with big delivery personnel, can easily 
offer regular or emergency delivery service. In order to 
ensure risk-free delivery with the personally sensitive 
package - drugs, the delivery personnel will collect the 
signatures of customers.

To make the delivery fast and smooth as possible 
we created digital applications that assists the delivery 
personnel to get the information of the parcels and the 
dropping locations (Appendix 2, Figure 3). In this way we 
can be sure that the delivery will be given to the right 
person and also collect data of delivery times and routes 
which will be used to optimize route algorithms and 
delivery time predictions.

Additional value that we offer is a dashboard for 
the webshop owners. We want to align with how they 
measure success and show information and statistics 
about the deliveries. Data will include information like the 
number of deliveries, deliveries history, the customer’s 
satisfaction (rating) about them and others. In this way 
we can create a tool for the shop owners to measure their 
success with our delivery platform.

Extra value that the company wants to offer is 100% 
sustainable delivery. We believe, by using only bikes and 
e-bikes, and supporting the local to local economies will 
return in a better climate and decrease in mobility issues 
in the cities. We understand that it is not completely 
an economical value, but we think that by offering fully 
environmental friendly service we can differentiate from 
the other package delivery and logistics competitors.  

Let’s Delivery, and BEE the change!

Figure 4. DeliveryBee service process.



Merchants
To be able to acquire the first merchants and to 

grow the business with them, a Get-Keep-Grow strategy 
was created (Azevedo, 2019; Blank, n.d.). The first 100 
merchants should be attracted within the first 3 months 
after the market launch. Merchants in the cities of 
Eindhoven and Utrecht will be approached and cold-
called with the initial plans of DeliveryBee. If approaching 
directly or cold-calling does not work, an alternative should 
be available to reach the first 100 merchants. This can be 
done through paid media in the form of direct mails. Next 
to this, investments are reserved in the financial model for 
the brand image and advertisements. The advertisements 
will be done physically through billboard posters and 
digitally through Social Media. 

To keep those merchants, the most important factor 
is our technology. The dashboard we offer gives a great 
advantage over other delivery platforms, regarding the 
fact the dashboard gives the merchants the opportunity 
to analyze the functioning of their business. The 
merchants will also receive product updates. In the early 
years of DeliveryBee, this will be one a 1-year base. Next 
to this, evaluation is planned before certain milestones 
are reached. For example, in March we intend to move to 
other cities, which can be seen in the financial model, but 
before expanding, an evaluation will be done in February. 
This will be done either through customer satisfaction 
surveys or customer check-in calls, depending on the 
length of the partnership.  

Growing the number of merchants within those cities 
will be done through word of mouth. Next to this, we 
will be moving to other cities and there will be a referral 
system in which a successful referral will result in five free 
deliveries for both merchants.

Delivery personnel
Since we also have to acquire delivery personnel, we 

also created a get-keep-grow strategy for them. We will 
be approaching students near school campuses and we 
will be offering jobs throughout employment agencies. 
In addition to approaching students directly, we intend 
to collaborate with student associations. For the market 
launch in Eindhoven and Utrecht, this can be done at 
lower costs, but for the market expansion in new cities, it 
will be more expansive. Time has to be invested in finding 
those associations and building relationships. Next to this, 
investments are reserved in the financial model for the 
marketing of increasing the awareness about DeliveryBee 
for the delivery personnel.

To keep the personnel, we will provide them with 
e-bikes, which will always be high quality and will make 
the work less physically tiring, and they can use the 

incentives to earn extra money. An example of incentives 
can be: working on all weekdays in a month to earn a 
bonus of €40,-. Also for the delivery personnel, just like for 
the merchants, products update will be done on a 1-year 
base. Furthermore, in our research, we found that riders, 
especially international, that work in freelancer based 
models have issues with filling in tax forms each quarter 
(the forms are only in Dutch, you need some guidance to 
know where what to fill in). By offering accounting help 
with their ZZP taxes or by making a system that does filling 
automatically by using the Digipoort, we will create an 
appealing additional benefit for the riders to stay here.

Our main “grow” strategy is a referral system where 
a successful referral rewards the referrer and the referee 
€40,- each. This offer and the good working conditions 
can create a domino effect and brings us a huge amount 
of delivery personnel which is highly needed at the 
beginning of our companies start.

Go-to-Market Plan



In order to gain insights on the business strategy of 
DeliveryBee, a Business Model Canvas is constructed and 
can be found in Appendix 3. In addition to the canvas, a 
financial model is created which enabled us to ‘play’ with 
the numbers and explore the potential profitability of the 
new proposed business; DeliveryBee. The financial model 
can be found in Appendix 4. Furthermore, competitor 
analysis is done and the DeliveryBee differentiation 
between the markets is discussed (Appendix 5). 

Business Model Canvas
In general, DeliveryBee is a company that positions 

itself to be the helping hand for other companies. In 
other words, DeliveryBee holds a Business-to-Business 
(B2B) strategy and aims at becoming the delivery partner 
of every local store. Offering fast and affordable deliveries 
are on the key values of the company. The desire of 
becoming a delivery partner arose as a learning of the case 
study: Grab that was conducted. We believe, becoming 
a partner of the merchants will strengthen the position 
of DeliveryBee in the market since merchants don’t see 
the business as any form of competition. Functioning as a 
partner of the merchants means that DeliveryBees’ goal 
is to support (local) merchants. In so doing, taking care 
of all delivery issues is the main activity. In order to add 
extra values and strengthen the business proposition, 
providing tools and support for additional tasks regarding 
delivery are considered to be the other activities of the 
company DeliveryBee. Therefore, technology is used as 
the backbone of the company, providing customers and 
sales analyzing tools, and ensuring easy implementation 
of the companies’ services in the already existing 
workflow of the merchants. On the other hand, becoming 
a partner also asks a lot from DeliveryBee in order to keep 
the merchants satisfied, e.g. the need for transparency.

In addition to these values, DeliveryBee also wants to 
make an impact on our environment and climate, since the 
company focuses on becoming the first 100% sustainable 
delivery company. Therefore, all deliveries are done by 
(electrical) bicycle. Next to that, we believe DeliveryBee 
is also an example when it comes to supporting local 
economies. The company enables (local) merchants to 
provide fast and cheap deliveries for their local customers, 
resulting in less traffic of goods around the world which 
also will have a positive impact on CO2 emissions and the 
world’s’ climate.

As seen in the model and as written above, the 
targeted customers are; local merchants, pharmacies and 
e-commerce webshops. These customers are reached 
by using cold-calling techniques and the word-of-mouth 
strategy is used to spread the word about the new business. 
In addition, customers are also reached by making use of 
Social Media platforms, such as Facebook and Instagram. 

Once a merchant becomes one of our customers, the 
effort is put in establishing a profound relationship with 
them. This is done by offering live support and providing 
our customers with the right analyzing tools. To ensure the 
satisfaction of our customers, a department of account 
managers will be created.

As written above, the activities of DeliveryBee are; 
providing fast and affordable deliveries, providing 
analyzing tools. In addition to those, optimizing the 
systems and efficiency of deliveries, approaching potential 
customers and maintaining customers relations are added 
to the list of activities. Reflecting on all the activities, it is 
clear that DeliveryBee can not execute all activities with 
the desired quality. Therefore, as seen in the model, key 
resources and partners are needed. The key resources 
are mainly used to create a safe and efficient work 
environment for the delivery personnel. For example, 
Google Maps (n.d.) gives insights on traffic and the most 
efficient route. A collaboration with key resource Wear 
Your Brand (marketingempire.hu, n.d.) is established to 
provide branded equipment for delivery personnel (bags, 
raincoats, etc.). The (e-)bikes of our delivery personnel 
are envisioned to be from Swapfiets (n.d.). The service 
that Swapfiets offers, helps us to provide bikes in good 
condition. In addition, delivery personnel are allowed to 
use the bikes for private occasions, which is considered 
as a selling point to attract delivery personnel. To ensure 
our delivery personnel works safely, education and exams 
of Veilig Verkeer Nederland (n.d) are provided to all 
personnel.

Next to the mentioned companies as key resources, 
DeliveryBee also needs to collaborate with other 
companies as a key partner. As learned during the case 
study: Grab, dealing with payments on delivery can be a 
hassle, especially when paying with cash. Therefore, we 
decided to collaborate with a well-proven system of Dutch 
bank ABN AMRO (n.d) called Tikkie (Tikkie - ABN AMRO, 
n.d) to handle all payments on delivery.

The other envisioned key partners are large 
e-commerce webshops (Bol.com (n.d.) and Amazon (n.d.) 
to create traffic and a large customer base. Currently, these 
companies enable merchants from all over the world to 
sell through their systems. Once an order is placed, the 
merchants can choose via which delivery company they 
want to delivery the order. When collaborating with these 
large e-commerce webshops, DeliveryBee will be one of 
the options. By offering the cheapest and fastest local 
delivery which is also the most environmentally friendly 
option, we believe we will outperform the competition.

Financial Model and Business Strategy



Financial model
All above-mentioned values cost money. Some values 

will also create revenue for the company. Within the next 
part, with the help of the financial model (Appendix 4), 
the envisioned cost and revenue structures are explained. 
The values between brackets, for example (G:13) refers 
to the column and row of Appendix 4. All values are 
excluding taxes.

The constructed financial model covers the first 24 
months, starting in July 2020 of the company DeliveryBee. 
It is seen that by October 2021, (month 16), the break-
even point of the company is reached. In the last month 
of the predicted financial model, we expect to create a 
revenue of €51.367,- (Y:1). In graph X, the revenue for the 
first 24 months is visualized. 

As visualized in the financial model with a vertical line 
(Appendix 4), at the beginning of 9th and 15th month, 
DeliveryBee will spread out into extra cities. This move 
can also be seen in Figure 5, as the revenue drops firmly 
in the month before we enter new cities. Expanding the 
company to an extra city will result in higher costs, but as 
we can see in the model, it will also result in more profit 
in the long run. As seen in Figure 5, the months November 
and December does not relatively generate as much 
revenue as the other months. This is calculated since 
within these months, national and international holidays 
(Sinterklaas and Christmas) will take place resulting in an 
increase of deliveries and higher costs. These months are 
used to generate more traffic and create more awareness.

The financial model is built upon the number of 
merchants (row 5) and deliveries (row 6) and the needed 
number of delivery drivers (row 7). Based on these 
predictions, we calculated the costs and the revenue for 
each month. The costs can be categorised in; marketing 
(A:11), system (A,17), support (A:23), delivery personnel 
(A:26), employees (A:30) and office (A:35). The revenue 
(row 38) is calculated based on the amount of deliveries 
times the profit of each delivery. 

Revenue of delivery and drivers costs
In order to calculate the profit of each delivery we first 

need to create a salary model for the delivery personnel. 
Analyzing gig delivery companies, we found that delivery 
personnel is hired in two main ways: hired as an employee 
or hired as freelancers. Delivery jobs are not permanent 
for the most riders, therefore we conclude that a freelance 
model works for DeliveryBee. In that way, we are not 
obliged to pay social insurances, pension and sick leaves, 
thus being able to offer higher payment for the delivery 
which riders prefer. Inspired by the model of Uber (n.d.), 
our model is as follows:

The delivery personnel will earn a fixed amount of €3,- 
for each pick-up and drop off. In addition to that, for each 
driven km, they will earn €0,65. Based on the geographics 
of Dutch cities, we decided to use an average of three km 
in our salary model. Next to that, since service is offered 
for the delivery personnel and they get their work via our 
system, 10% of service costs are charged. In other words, 
for each delivery (based on three km), delivery personnel 
will earn €4,46. To order delivery, a merchant has to pay a 
fixed price of €5,50, resulting in total revenue of €1,05 per 
delivery. Based on three km, this model holds a profit of 
23%. The price of €5,50 which is relatively low compared 
to our competitors (Appendix 1). In addition, it also 
covers the additional costs we need to make. The price a 
merchant has to pay is set to the fixed price of €5,50 since 
the price is competitive and we learned in the case study: 
Grab, that a fixed price is prefered by merchants.

The expected total of created revenue out of deliveries 
can be found in row 41. The costs for delivery personnel 
(including incentives) can be found in row 27.

Figure 5. Calculated revenue of the first 24 months.



In addition to the salary costs of the delivery personnel, 
as described before, we offer our delivery personnel 
e-bikes which they can also use for private activities. In 
so doing, we aim at a collaboration with Swapfiets (n.d.) 
to provide the bikes. Currently, Swapfiets is charging €75,- 
p.m. (incl. taxes) for a bike. Considering the number of 
bikes we would like to order (300 in the first 24 months) 
and the marketing platform we provide, we aim at paying 
€40,- p.m. per bike (row 28). 

System
The most important elements of DeliveryBee is the 

system merchants and the delivery personnel use. In 
order to keep the costs as low as possible, it is decided to 
outsource the development to India. Based on personal 
communication with Web development-Expert M. 
Beunk (Beunk, 2020), the pricings of the development 
of the applications are set as follows: application 
delivery personnel: €30.000,- (row 17), development 
WordPress: €15.000,- (row 18). development database 
and infrastructure €15.000,- (row 19). Since we believe 
technology is developing very fast nowadays, we decided 
to spread the costs of development over only one year. 
In other words, the total development costs are €60.000 
which is spread over twelve months, resulting in a monthly 
cost of €5.000,-. After this first year, a fixed number is 
calculated to reserve for suddenly required updates.

In addition, maintenance costs are also calculated (row 
20). The amount will increase together with the amount 
of data traffic generated by our systems.

Marketing
The category marketing (A:10) consists of the following 

costs: delivery employment awareness (A:11), delivery 
employment referrals (A:12), merchants (A:13) and 
customer awareness (A:14). The costs made for delivery 
employment is done in order to create a marketing 
campaign to create awareness among potential delivery 
personnel. In the months before and the first months 
of entering a new city, the costs of acquiring delivery 
personnel are calculated to be higher. Row 12 consists of 
the expected costs of the referrals. Row 13, are the costs to 
acquire new merchants as a partner. Since the merchants 
are our customers, this is the most important part of our 
marketing campaign. As seen in the financial model, one 
month before and during the first months of entering new 
cities, the costs are higher to give our campaign a boost.

In addition, there are also costs calculated to 
establish trust among the customers of our partners (the 
merchants). 

Support
Since we value our relationship with our partners, the 

merchants, a technical customer support department is 
established (row 23). To keep the costs for this department 
low, it is outsourced to India. As seen in the financial 
model, as the amount of merchants increases, the costs 
for technical customers support increases as well.

Employees
During the first months of the launch of DeliveryBee, 

only three employees (the authors) will be working for 
the company. While the company grows, especially when 
expanding to new cities more employees will be hired (row 
30). The average salary costs per employee per month are 
calculated at €3.000,- (row 31). Next to the salaries, we 
also calculated costs for building a relationship with our 
employees in the form of parties, VrijdagMiddagBorrels 
(Dutch for: Friday afternoon drinks), etc..

Office
During these ‘strange’ times of COVID-19, we noticed 

that working from can be very efficient and renting large 
offices is a standard requirement for companies any 
more. Therefore, during the first months, no office will be 
rented. When the first employee is hired, a small office 
will be rented where we will create flex-working-spots 
for everyone and can organize meetings (row 35). Again, 
this office can be small since we value working remotely 
(from home). In addition, there are also costs calculated 
for office supplies (row 36). As the number of employees 
grows, the office and meeting room has to bigger and 
more supplies will be needed resulting in an increase in 
costs.

Investment
To cover all the costs before the company is making 

a profit, an investment of €180.000 is needed. Reflecting 
on what kind of investor fits the company the most, it 
is decided to prefer a private investor. Private investors, 
unlike other investment constructions, are most willing 
to help and advise the company since their own money 
can be lost once the company is not functioning as well 
as planned. We aim for seeking private investors that can 
contribute -next to the money- with knowledge. Preferable 
this knowledge is in the context of ‘using technology as a 
backbone’ or logistics.



Within the above-described financial model, 
calculations were made for the planned key milestones, 
which are visualized in a timeline (Figure 6). In August 
2020, the market launch is planned. To be able to launch, 
preparations are done in July, such as marketing and 
system development. From launch till October, we will be 
beta testing and in November the final version will launch. 
In November, we also planned to hire an additional 
employee. Before DeliveryBee would have 3 employees, 
but with the additional employee, an office is needed. 
November and December are known to be busy months 
regarding the delivery industry, which means we will have 
more deliveries to take care of, but from those months 
onwards, the maintenance costs also increased. In 
February DeliveryBee will be evaluated in order to expand 
our market by moving to new cities in March. Half a year 
later, in September, DeliveryBee will expand again to new 
cities after an evaluation is done. In the second year in 
October, we will be making a profit.

In the future, we will also be executing more 
experiments continuously with our timeline. For 
example, we have to test whether our delivery 
personnel wants and/or needs the accounting help 
services we intend to offer or not. In order to fulfil 
the needs of our customers, we have to be aware of 
their changing needs. With this in mind, we will have 
to test assumptions throughout our whole journey. 
An example of this is the pharmacy market, which can 
be seen as a market with a high risk. As DeliveryBee, 
we should be aware of the needs of the pharmacy 
merchants and market overall. Assumptions that 
might have to be tested in the future can be: 

• 10% of the pharmacy deliveries are emergency 
deliveries

• 15% of the pharmacy deliveries require specific 
materials, for example, a fridge for climate 
control

Future Development Plan

Figure 6. Future development timeline



Wiebe. Performed interviews with local stores and 
potential customers. Kept contact with the coach of the 
hackathon to get additional advice. Created mock ups 
of the first Live Local Store MVP and iterated on the 
design during the course. Developed the business model 
canvases before and after the pivot. Questioned every 
strategic move the team was about to make to find out 
and refine the underlying motivation. Was responsible for 
the technical part (buying, installing, etc.) of the website 
www.deliverybee.nl. Iterated on the financial model and 
articulated it in details. 

Stan. Performed 5 interviews with local store owners/
shop assistants. Worked on value proposition canvases. 
Created the test and learnings cards throughout the 
course. Assessed the confidence levels of the experiments. 
Part of analyzing the case study. Worked out explanation 
of the case and the key strategic issues. Create the first 
(simple) iteration of the financial model. Worked out 
get-keep-grow strategies. Articulated key milestones and 
worked out future plans. Researched market growth.

Tomas. Performed interview with the local store, 
did a survey for the local store customers. In addition, 
made a market analysis with Petal diagram and customer 
segments analysis. Furthermore, joined UberEats to see 
the nuances of the delivery service business and did an 
interview with DHL delivery person. Moreover, created 
social network page and created ads to see the desirability 
of the business idea. Also, created final presentation 
video, big part of the graphic elements. 

Group reflection.
From the beginning of the project, a nice working 

atmosphere was created. Throughout the course we 
kept in touch via WhatsApp and a lot of Skype meetings. 
Almost every meeting was attended by everyone. Once 
one of the group member could not attend a meeting 
due to other University related tasks, the other teams 
members send a summary of all the discussed elements. 

Regarding the hypothesis-driven entrepreneurship 
process, we tried to divide the experiments equally.   

During the process some experiments did not worked 
as planned, for example social network experiment. The 
tests was interesting to do, but not fully thought through, 
so we did not get any useful results from it. While majority 
of business model is validated, we still need to do more 
experiments to be fully sure that Pharmacy market will 
work in our concept. Additional group learning was that 
even if a person says that he wants to invest into our idea 
or business, it does not mean that the concept is viable, 
feasible or worth to persevere.

In general, there was a lot of discussion since our 
different educational and cultural backgrounds. The 
discussions were most of the time very fruitful and 
resulted always in an energetic, fun and positive vibe. 
After each lecture, we had a Skype meeting in which 
we discussed the new acquired knowledge, such as 
methods and theories. Once one of team member did 
not fully understand an item of the lecture, the other 
two member tried to explain it again. This way, during 
the course we did not only learn from the lecturer and 
coaches, but also from each other. Reflecting on the 
results, we all are very proud of the result and we are 
glad to say that we not only established a profound 
foundation of a company, but also a friendship.

Individual Contributions and Group Reflection
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Appendices

Appendix 1. Price comparison table

We always say that we are going to offer cheaper delivery price than other alternatives. In order to prove it, the 
price comparison table is created.

https://jouw.postnl.nl/?pst=sp-pnl-pos-en-footerbannerNaN-send_an_item#!/versturen/details

https://www.dhlparcel.nl/en/consumer/support/sending/rates

https://mydhl.express.dhl/nl/en/home.html#/getQuoteTab 

https://wwwapps.ups.com/ctc/request?loc=en_NL



Appendix 2. User interface designs 

Figure 1. The user interface of the wordpress plugin.

Figure 2. The notification for the local store owner or shopping assistant. 



Figure 3. The application UI for the delivery personnel.

Figure 4. The dashboard for the shop owner to see the metrics as total products delivered and etc.



Appendix 3. Business Model Canvas

Appendix 4. Financial Model

https://docs.google.com/spreadsheets/d/190vrL4IHo7D_
wWRjMFCnegWU4Pn2K_s37baGHUgY92w/edit?usp=sharing



Appendix 5. Competitor analysis

Gig economy delivery

While these companies are not direct competitors for the deliveries, they are competitors from the delivery personnel side. 
For the DeliveryBee is beneficial to attract riders from those companies, because they already have experience in this field. During 
our interviews with riders from Thuisbezorgd, they mentioned that the decision to choose this specific company was because 
the interviewees are using its service when ordering food and Thuisbezorgd has good reputation. Nevertheless, they agreed that 
higher pay and e-bikes would influence their decision to change the company. In order to attract them, DeliveryBee is going to offer 
referral system, high incentives for effective work, that could create higher pay/per hour and offering the e-bikes. Furthermore, in 
our research we found that riders, especially international ones, that works as freelancers has issues with filling in tax forms each 
quarter. By offering accounting help with their ZZP taxes or by making system that does that automatic filling, we will create an 
appealing additional benefit for the riders. 

Pharmacy delivery

Majority of the pharmacies offers their own drug delivery services. For example BENU  or Medicijnnodig drugstore offers free 
delivery of the prescription drugs. Instead of looking to them as competitors we would like to create partnerships. To have their 
own delivery service, Pharmacies need to worry about the schedule, route planning and matters such as illness and vacations 
of staff. We can offer all these things with an addition of cheaper deliveries, thus saving delivery costs and offering emergency 
deliveries. By being an universal delivery platform with big delivery personnel we can easily offer those features. 

In the pharmacy sector there are already companies that offers similar services as we do - Velomedi and Kleuskends bezigservice. 
Nevertheless, both companies are small scale. Velomedi has some issues with the delivery personnel, so the staff needs to cycle 
around 60km a day. While “Kleuskends bezigservice” works only in small period of time (15:30 tot 17:30 uur). DeliveryBee can 
offer more flexible and quicker service. However those companies has additional tools like mini-refrigerators to deliver properly 
temperature-sensitive medicine. At the beginning we will not be able to offer this feature, But it is worth investigating it further

Package delivery (logistics)

Logistic companies like UPS, DHL, PostNL are our main competitors. Comparing to us, their strong points are services like 
insurance of the parcels, handling returns. In addition to that they have strong brand image that people trust and relies on. 

Nevertheless, with a strong marketing campaigns and professional riders we can create our own trustworthy brand and with 
our main benefits like sustainability, affordability and quick deliveries we can compete with those logistic companies. Besides that, 
we also see the value to becoming the partners with those logistic partners and taking care of their last-mile deliveries. We don’t 
have warehouses and logistic centers so we don’t have on additional costs, so we can offer lower prices. 

In addition, huge, international companies like DHL and UPS are not able to quickly adapt to the current situations. By being 
locally focused, we can change our behaviour depending on the external situations.

Robotic delivery

The robotic delivery is not legal in Netherlands. Nevertheless companies like Albert Heijn is already testing their own delivery 
robots. In the future robotic delivery might be a serious competitor to our business, but for now we are not focusing much how to 
differentiate from them, because it will take quite some time for it to grow, be affordable and useful to use.


