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SUMÁRIO 

 

A criação deste projeto teve como propósito a elaboração de um plano de negócios para uma 

plataforma de Daily Deal no mercado angolano, um ramo bastante peculiar do e-commerce que 

estimula negócios locais através de uma demanda criada pelos descontos atrativos oferecidos 

aos clientes através da plataforma.  

Levou-se a cabo um estudo detalhado de modo a determinar a viabilidade económica e 

financeira do projeto tendo em conta diversas variáveis importantes na conceção de start-ups 

de e-commerce, particularmente em mercados emergentes. Dentre estas variáveis, destacam-se 

os seguintes: público endereçável potencialmente inclinado a realizar compras online, 

condições de infraestrutura que permita uma execução eficiente deste tipo de atividade, crise 

económica que recentemente tem influenciado diretamente tanto no preço dos produtos e 

serviços praticados no mercado como no poder de compra do cliente e por último a competição 

no setor.  

Após análise do plano de negócios foi possível perceber a enorme potencialidade deste 

projeto dado o crescimento do público alvo no curto-médio prazo, associado a fatores como 

melhoria da economia e das infraestruturas que consequentemente resultará em maior confiança 

e interesse por parte dos principais intervenientes do negócio (comerciantes e clientes). 

Portanto, estas elações reforçaram a viabilidade deste negócio tornando o investimento neste 

projeto encorajador a todos os níveis.  

Para implementar esta plataforma será necessário um investimento inicial de 30 000 €, 

destinado à inversão em capital fixo, gastos administrativos e fornecedores.  

Tendo em consideração os pressupostos assumidos, a avaliação financeira e económica do 

projeto revelou-se positiva com um Valor Presente Líquido de 316 160 €, uma Taxa Interna de 

Rendibilidade de 123% e período de recuperação do investimento de 3 anos. 

Palavras-Chave: Plataforma Daily Deal, E-Commerce, Plano de Negócios, Avaliação 

Financeira, Estudo de Viabilidade, Países Subdesenvolvidos, Angola.  

Classificações JEL: M13 - New Firms; Startups. 

                                 Z3    - Tourism Economics.
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ABSTRACT 

 

This project was created with the intent to elaborate a business plan for a Daily Deal platform 

in the Angolan market, a very peculiar branch of e-commerce that stimulates local businesses 

through a demand created by attractive discounts offered to clients in the platform. 

A detailed study was carried out to determine the economic and financial feasibility of the 

project considering several important variables that play a role in the construction of e-

commerce start-ups, particularly in emerging markets. Among these variables, the following 

stand out: addressable audience potentially inclined to make online purchases, infrastructure 

conditions that allow an efficient implementation of this business model, economic crisis that 

recently has been directly influencing both the price of products and services in the market and 

the customer purchasing power, and the existing competition in the sector. 

After analyzing the business plan, it was possible to realize the enormous potential of this 

project given the growth of the target audience in the short-medium term, associated with 

factors such as economic and infrastructural improvement which will consequently result in 

greater confidence and interest from the 2 ends of the business (merchants and customers). 

Therefore, these relationships reinforced the viability of this business, making the investment 

in this project encouraging at all levels. 

To implement this platform, an initial investment of 30 000 € will be necessary, destined 

to investment in fixed capital, administrative expenditures, and suppliers. 

Considering the assumptions made, the financial and economic valuation of the project is 

positive with a Net Present Value of 316 160 €, an Internal Rate of Return of 123%, and a 

payback period of 3 years. 

Key words: Daily Deal Platform, E-commerce, Business Plan, Financial Valuation, 

Feasibility Study, Developing Countries, Angola. 

JEL Ratings: M13 - New Firms; Startups. 

                      Z3    - Tourism Economics. 
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INTRODUCTION 

E-commerce has been increasingly used by almost every sector in the international market 

thanks to its benefits. Consequently, even the less prepared societies are starting to adopt it. The 

Angolan market is no exception for several reasons. The current financial crisis that pushes 

people towards cheaper alternatives, and other important factors, open an opportunity for the 

Daily Deal business to thrive. This innovative service allows customers to discover and 

experiment new venues and products at cheaper prices, and merchants to stimulate and explore 

their businesses at a modest investment. However, like in most developing economies, a deep 

and rigorous analysis of the market must be made to assess the financial feasibility of the 

project. This was achieved by gathering valuable information about the market and uncovering 

the challenges one might encounter in the implementation of electronic platforms in Angola, 

this way also contributing to the general knowledge of management. Several scientific fields 

such as Marketing, Information Technology, Strategy, Human Resources Management, and 

mathematical areas such as Statistics, Managerial and Financial Accounting, and Finance were 

applied to help resolve this issue. 

Firstly, a scientific literature review was prepared to provide a broad insight on e-commerce 

activities and Daily Deal platforms. It explored the birth of e-commerce and how it evolved 

throughout the years bringing countless advantages to the modern world. It also looked on how 

third world countries implemented e-commerce platforms and the challenges they had to 

overcome. Lastly, it gave an overview on the history, characteristics and opportunities of the 

Daily Deal business and the use of e-coupons. 

The lack of reliable data originated an exhaustive market research including interviews with 

an expert panel, and a survey with local customers and merchants. The data gathered combined 

with national economic indicators allowed to establish a prognostic on the current readiness of 

the market for this type of services and its future potential.  

Following the assessment on the market readiness, it was performed a thorough analysis of 

the opportunities and threats along with an internal analysis of the project which allowed to 

identify critical factors for the success of this business. The objectives of the plan were mostly 

set based on these critical factors which provided a reliable guidance for the project.  

Next, considering the set of objectives established, it was developed a differentiation 

strategy focused on competitive discounts along with dynamic marketing strategies to gain 

awareness and acceptance from the market.  
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Moreover, to carry out these outlined strategies, a set of extremely specific procedures were 

laid out. These policies range from the selection of marketing and communication actions and 

tools, branding, assessment of technological needs and people management processes. In 

addition, a sales forecast was elaborated based on important variables such as the size of the 

target market, number of available merchants in applicable sectors, and the level of demand for 

the services and products in each category available in the platform. 

Furthermore, an analysis of all the legal requirements for the implementation of the project 

was performed along with the description of each step needed to license the business. Then, the 

capital structure of the company was presented along with the explanation why no financing 

was used. 

Finally, an economical and financial valuation was performed to determine the feasibility 

of the business plan. Several economic and financial indicators were calculated such as the Net 

Present Value, Cash Flow, Internal Rate of Return, and Payback Period. This analysis was 

performed in the perspective of the firm.   
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1. LITERATURE REVIEW 

1.1 HISTORY OF E-COMMERCE 

Electronic Commerce is the process of buying and selling products and/or services through a 

digital environment using methods designed for the receipt or performance of commercial 

transactions (Santos, Sabino, Morais, Gonçalves, 2017).  

Galinari et al., 2015, as cited in Santos et al., 2017, defends that e-commerce started in the 

1970’s decade by means of electronically financial transactions and documents exchanges 

among large companies.   

According to Albertin, 2012, as cited in Santos et al., 2017, the origins of e-commerce is 

divided in four phases: 

● Phase 1: companies started divulging their products and services through the internet.  

● Phase 2: companies started receiving orders and sending information and instructions 

on how to use their goods and services.  

● Phase 3: companies started the distribution of products and services by using 

information technology. 

● Phase 4: this is the current state of e-commerce which integrates all previous phases, 

and consequently provides more comfort and large variety of offers and options for both 

the consumer and the seller.  

1.2 ADVANTAGES OF E-COMMERCE 

E-commerce has impacted different industry sectors in its own way. Several electronic tools 

have been developed to help both organizations and consumers. According to Santos et al., 

(2017), tools such as e-learning, e-procurement, e-banking, e-trade, and e-drugs, helps to save 

time, reduce costs, better communication, prevents human error, and increases service 

availability for longer periods of time. 

However, despite all the advantages of e-commerce there are some important aspects to 

consider that may pose difficulties in its implementation and usage especially in developing 

countries. Lefebvre & Lefebvre, 2002, as cited in Santos et al., 2017, stated that e-commerce 

instigates a profound revolution in the traditional way of doing business, thus, a rigorous 

adaptation and learning period becomes essential when implementing it.  
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1.3 E-COMMERCE IN DEVELOPING COUNTRIES 

Research on South African companies suggests a non-optimistic view on e-commerce benefits 

in developing countries (Molla, Heeks, 2007). E-commerce adoption in third world countries 

has been restrained by the quality, availability, and cost of accessing communication and 

information technology infrastructures (Molla, Licker, 2005). Certainly, cutting down the price 

of the internet is a big challenge. Even though companies are trying to maintain the price of 

bandwidth low, the high expenses of spreading network and operating costs prevent them from 

offering internet plans at lower prices (Khan, 2016). Molla et al., (2005) also underlines the fact 

that governmental institutions' readiness to govern and regulate such platforms is a crucial 

element missing in developing countries making it an additional obstacle for since it is a major 

form to build trust among users and providers of electronic business. As a matter of fact, 

perceived risk (such as internet credit card thefts and supplying personal information) was 

considered the most important barrier to internet and e-commerce usage worldwide 

(Liebermann and Stashevsky, 2002, and Ahuja et al., 2003, as cited in, Ardizzone, Mortara, 

2014). Khan (2016) reinforces this idea when he refers that “Modern laws adopted, and 

impartiality implemented in the electronic transactions form the basis of trust in the developed 

world. Where legal and judicial systems are not developed, e-commerce are at a disadvantage 

because of lack of security.” However, besides perceived risk, other factors may act as barriers 

to the usage of e-commerce platforms and other innovative systems in general either in 

developing countries or around the rest of the globe. People tend to use an application to the 

extent they believe in its usefulness and difficulty level to use it (Davis, 1989). The author calls 

these two variables as perceived usefulness being “the degree to which a person believes that 

using a particular system would enhance his or her job performance” and perceived ease of use 

which refers to “the degree to which a person believes that using a particular system would be 

free of effort.”  

Another issue according to Khan (2016), is that in many third world countries cash is the 

most accepted system and even checks and credit cards are not readily accepted. On top of that 

there is a habit in developing countries to negotiate prices with the seller before a purchase, 

which is not often a possibility in e-commerce.  

In Bangladesh for example, e-commerce expansion was delayed due to economic, 

infrastructural, and legal reasons (Khan, 2016). At any rate, according to the author, since the 

introduction of 3G technology, electronic platforms have been spreading at a fast pace because 

of easier access to the internet than in the past. In a period of 3 years, more than 2000 e-
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commerce platforms were implemented in the country. The author also mentions more general 

challenges faced in emerging economies such as lack of education, cultural tradition, poor 

concept of digital marketing, and political issues. For instance, according to Davis (1999) these 

complications being discussed in the implementation of e-commerce are not particularly new 

for developing countries. This author discusses the implementation of electronic platforms in 

Latin American countries and specifically points out the primary barriers being infrastructural 

and organizational, strengthening the thesis of other authors already addressed. 

1.4 E-COMMERCE IMPLEMENTATION – 10 STEPS TO SUCCESS 

Despite all difficulties one may encounter along the implementation process of e-commerce 

platforms in third world markets, Mclaughlin (2009) provides a list of e-business imperatives 

that all organizations should put forward to avoid failure independently whether it is a 

developing economy or not (see table a - appendix Y ). 

1.5 DAILY DEAL WEBSITES 

Online-to-Offline (O2O) business is the business model that describes Daily Deal platforms or 

websites.  

According to Li, Shen, Bart (2017), Daily Deal platforms acquire customers online and 

direct them to offline stores. They serve as digital intermediaries between local merchants and 

local consumers through e-coupons which are bought online and subsequently redeemed in 

offline transactions in local merchants who provide the deal. Merchants and Daily Deal 

websites share profits from the sale of e-coupons as reported by Ardizzone, et al., (2014). This 

type of website is often described as a two-sided market with consumers or deal hunters on one 

side and merchants who sell the deals on the other side (Li et al., 2017).  

A website named Woot was introduced in July 2004 as one of the first ever websites 

offering daily deals (Reimers, Xie, 2018). Groupon, in its turn, is the largest global market 

shareholder with approximately 60% of the industry revenues in 2013 (MacMillan, 2012, as 

cited in Reimers et al., 2018). Founded by Andrew Mason, the company reached growth rates 

of 219% in half a year which yielded revenues of $688 million in the first half of 2011, 

compared to $313 million in 2010 (Pepitone, 2011, as cited in Ardizzone et al., 2014). They 

usually charge a commission of 50% of the coupon price contrary to other Daily Deal platforms 

that ask for less such as LivingSocial which charges around 35% in agreement with Hu, Dang, 

Chintagunta (2017). For instance, in 2011 the average discount offered by Daily Deal platforms 
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in the Italian market reached 68% where Groupon was the market leader along with two other 

companies, Groupalia and Letsbonus counting with 90% of the total subscribers who were more 

than 10 million (Yoodeal, 2011, as cited in, Ardizzone et al., 2014). By the end of 2015, 

Groupon reached about 50.8 million active users around the world, worked with over 1 million 

merchants, and generated about $3.1 billion as stated by Hu, et al., (2017).  

Daily Deal promotions are a modern marketing strategy that is more economical than 

traditional advertising and fostered by group buying and geo marketing tactics (Ardizzone et 

al., 2014). In line with the authors, merchants are motivated to establish partnerships with Daily 

Deal platforms for different reasons: attracting new customers, increasing traffic to their points 

of sale, benefitting from word-of-mouth, popularity, and increasing sell-out. 

Li et al., (2017) reinforces the latter paragraph stating that on the merchant side, the decision 

to offer deals on a Daily Deal website is dependent on the expected return (deal sales and 

advertisement exposure to potential customers using the platform). So, deal offering depends 

on the size of the other side of the business (consumer side). Past experience and perceived 

platform attractiveness also influence merchants’ decision to participate (Li et al., 2017).  

On the merchant side it is not always profitable to offer deals in the short term because the 

discount rate for the e-coupon is often high and the revenue is shared with the platform. 

(Edelman et al., 2016, as cited in Li et al., 2017).  

The deal’s profitability from the merchant side depends mostly on 2 factors: the customer 

willingness to spend beyond the deal value and the percentage of deal users who become 

constant buyers (Dholakia, 2010, 2011, as cited in, Ardizzone et al., 2014). Furthermore, 

profitability also relies significantly on reaching new customers even though according to a 

study that used a multi-site analysis of popular Daily Deal suppliers, there is a low redemption 

rate of new customers (Dholakia, 2011, as cited in Ardizzone et al., 2014). Some other factors 

that affect the success of the deal in terms of sold coupons are the duration of the promotion 

(positively), limited number of saleable coupons (positively), and if the business is a restaurant 

(positively). Still in consonance with Ardizzone et al., (2014), three factors will tell if a business 

will run another daily deal promotion: effectiveness in reaching new customers, the percentage 

of daily deal users who increase their buying, and employees’ satisfaction with daily deal 

promotion.  

On the end consumer side, the decision to buy a deal is tied with several factors: goodwill 

towards the platform, price, discount level, and deals variety (Li et al., 2017). Additionally, 

according to a study, daily deals are mostly attractive to a specific target public such as 
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mainstream shoppers, impulsive shoppers, and users interested in trying new products while 

saving money (Dholakia and Kime’s, 2011, as cited in, Ardizzone et al., 2014). 

Local variables can also influence the supply and demand of deals given the nature of O2O 

business. Li et al., (2017) focus on two local market characteristics besides demographics which 

are travel cost and store density. These characteristics are particular to a specific market and 

are not controlled by neither the platform nor the merchants (Li et al., 2017):  

● Travel Cost: when travel cost is high, merchants may have a stronger motivation to offer 

online deals, so it encourages consumers to visit them. Low travel costs make deals 

more accessible which in turn will increase demand for deals in general and intensify 

the competition between deal offers. In the consumers perspective, high travel cost can 

potentially discourage clients from buying deals, consequently making deals offered in 

different locations less replaceable.  

● Store Density: high store density suggests intense local competition, which can 

encourage the offering of online deals, but low margins can also prevent merchants’ 

ability to offer greater discounts. Thus, merchants are less likely to offer deals in a 

market with high store density. High store density also implies ease of coupon 

redemption, but consumers are also more likely to have access to local offline deal 

options in this type of market and as such they would be less inclined to purchase online 

deals.  

Li et al., (2017) findings show that travel cost and population size contribute in a positive 

manner for the growth of the platform, while store density contributes negatively on average. 

The authors also conclude through performed simulations that travel cost plays a more crucial 

role on the consumer side, while store density influences more on the deal supply side.  

The type of products or services offered in Daily Deal platforms also have a great impact 

on the success of the website. In the year of 2012 in the United States, the most popular content 

bought through these websites were “online retail (gourmet food, children clothing, handbags, 

makeup - 67%), restaurants (46%), events and activities (concerts/theatre tickets, travels, etc. – 

30%), health and beauty services (massage, facial, manicure, fitness, etc. – 23%)” (Epmcom, 

2012, as cited in, Ardizzone et al., 2014). In America, e-coupons are a successful commercial 

strategy as 82% of online shoppers are aware of group-buying (even though only 19% of this 

universe have made a purchase).  

Concerning feedback collected from the market, a survey on 640 e-coupon buyers revealed 

that “84% of shoppers reported a positive experience, 81% mainly bought deals because of the 

high discount, and 48% appreciated the transparency of the offer, while 39% did not buy 
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because the deal was not appealing, 35% because the discount was low, and 32% did not buy 

because of the bad reputation of the partner”. Anyhow, 65% of the respondents showed 

intention to buy again in the future (Ardizzone et al., 2014). 

The ever-growing presence of Daily Deal platforms in the international market is 

unquestionable, but there are still important aspects of the business model to be refined. It 

presents structural weaknesses as consumers seem to be more advantageous than merchants 

because of the imbalance of the offers made available against the value being offered. 

Consequently, modifications are suggested in the supply side of the business to build a more 

sustainable model in the long term (Dholakia, 2011, as cited in Ardizzone et al., 2014). 

Additionally, despite the rapid growth these platforms, the industry has started to suffer from 

what the media calls “Daily Deal Fatigue” which is a phenomenon in which buyers get tired of 

deals from platforms (Dholakia and Kimes, 2011, as cited in, Hu et al., 2017). Still in 

consonance with the authors, if this is a real thing, it may challenge the very own sustainability 

of the Daily Deal business model, threatening the death of the industry.  

1.6 E-COUPONS 

E-coupons, in general terms, is defined as ‘a certificate that entitles a consumer to some sort of 

incentive (discounts or gifts) to buy a specific product or service.’ (Ferrer-Gomila, Hinarejos, 

Rotger, 2018).  

In Daily Deal platforms there are only three actors during the life cycle of e-coupons:  

● Merchant: entity that accepts e-coupons when a customer claims a purchase of a product 

or service (Ferrer-Gomila et al., 2018). 

● Issuer: entity that issues e-coupons at request of the merchant (Ferrer-Gomila et al., 

2018). 

● Customer: entity that buys and uses an e-coupon in the purchase of a product or service 

to receive a discount or gift (Ferrer-Gomila et al., 2018).  

E-coupons have advantages and disadvantages for both merchants and customers (Smith, 

Shock, Beaves, 2019) which are the following:  

● Online versus in store shopping preferences: currently, customers favor online 

purchases rather than in a brick-and-mortar store. Rox, 2007, as cited in Smith et al., 

2019, demonstrates through surveys that 81% of customers prefer online shopping 

because they can shop anytime of the day, 77% like to save time, 61% enjoy the ability 
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to compare products offered, and 56% like online shopping because it is easy to find 

things. Only 46% justified low prices as a reason to shop on the web. (Smith et al., 2019) 

● Customer Loyalty: one of the main reasons to offer e-coupons is capturing new 

customers. When e-coupons are offered, they often become available for both current 

and new customers which can hurt a firm in the short run by harming its profits. 

However, this strategy can still pay off in the long run if many of the new customers 

return (Reimers et al., 2018). According to Reimers et al., (2018) several restaurants 

have reported revenue growth by 10% even though only approximately 50% of 

restaurants offering e-coupons, registered an increase in their profits. Reimers et al., 

(2018) concluded through their research that the use of e-coupon promotions to increase 

profits is dependent on the mix of consumers, and the capacity to attract and keep new 

customers. At any rate, previous studies have already confirmed that it is five times 

more expensive to acquire a new customer than it is to maintain one. Consequently, 

customer loyalty lowers the cost of doing business. Another benefit from customer 

loyalty is free word of mouth advertising. (Smith et al., 2019).  

● Price Sensitivity: since customers are more cost conscious than ever before due to global 

economic recession, firms have a high probability of reduced profits or breaking even 

on promotional offers (Fisher, 2001, as cited in Smith et al., 2019).  

● Coupon Misredemption: it is a financial risk and a criminal practice. From a consumer’s 

point of view, it is a fraud and subject to legal action to any individual that is caught 

involved in such activities. Coupon fraud has been a problem for a while, but with the 

emergence of new technologies that are highly sophisticated and difficult to halt, this 

issue has been mitigated (Smith et al., 2019). 

● Coupon Clutter: occurs when the business-to-consumer marketplace is inundated with 

coupons and promotional offers. This phenomenon is a threat to firms because they need 

to make their promotional offers stand out to gain customers. However, coupon clutter 

is confusing and overwhelming for customers. Thus, this can depreciate coupon offers 

because of the amount of offers available in the market. Coupon clutter provides another 

risk through customers who may not redeem their offer, preventing firms from reaching 

their goal which is sales profit growth (Smith et al., 2019). 
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2. METHODOLOGY 

The aim of this project was to assess the feasibility of implementing a Daily Deal platform in 

the Angolan market. For that purpose, a specific set of quantitative data was needed to elaborate 

a well-structured and detailed business plan that would ultimately tell if it is a financially 

feasible project.  

2.1 VALUE PROPOSITION  

Around the globe, several times people face issues such as time wasting, inefficient 

communication, human error, high costs, short services availability, and others. In the era of 

internet, however, these sorts of problems are often tackled by e-commerce solutions such as 

Daily Deal platforms.  

This business model benefits both merchants and consumers in many ways. For instance, 

these are some of advantages for merchants associated to these websites: 

• Higher financial return. 

• Advertisement and brand exposure.  

• Higher conversion rate of new clients. 

For the end consumer, these are some of the advantages it can bring: 

• Large variety of deals. 

• Opportunity to visit places at cheaper prices. 

• Shop any time of the day. 

• Discover new venues.  

A diagram with the value proposition along with the risks associated to this business model 

can be seen in appendix Y (see figure b - appendix Y). 

2.2 BUSINESS OPPORTUNITY IDENTIFICATION 

Along with the value proposition of this business model, there are other factors that create a 

favorable and encouraging environment to implement a Daily Deal business model in Angola: 

• E-commerce is becoming increasingly common in the Angolan society. Most of the 

population are young and turned to innovation which means they are more open to 

new digital services.  
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• The financial crisis that hit the country and instigated an ever-rising inflation rate 

in the last few years. 

• The lack of employment opportunities has made citizens turn to entrepreneurship 

to earn their lives, consequently creating more and more commercial venues.  

• Government intention to grow the national tourism industry. This is an important 

factor because more investment will be canalized to this sector which will result in 

more opportunities for partnerships (more hotels, restaurants, and other touristic 

related activities). 

The mix of these circumstances creates a unique opportunity to explore the use of e-

coupons. Anyhow, it is still necessary to explore additional factors that have a significant impact 

on the success of this business. Thus, a set a macroeconomic and sector-related data was 

collected to ultimately perform a financial analysis that will dictate if it is a project worth 

investing. 

2.3 DATA COLLECTION 

A blend of primary and secondary data was used to feed the business plan. The primary data 

collected were macro-economic indicators that allowed to perform a radiography of the local 

market conditions in terms of business environment. This data was acquired from trusted 

sources such as national governmental websites, international financial institutions webpages, 

and important statistical centers of information. However, there still were some other relevant 

information that were not available in trustworthy sources or available at all. Therefore, two 

methods of primary sourcing were used to collect the missing information: an expert panel and 

a survey with merchants and end consumers. 

 The expert panel was assembled to further understand the market conditions for e-

commerce platforms specifically. The panel was composed of 4 experts belonging to different 

companies that operate in the national e-commerce sector. They were chosen based on the type 

of business they operate in, and level of experience in the sector. A questionnaire with 8 

questions was elaborated and used to personally interview each one of them.  

This questionnaire addressed the following issues:  

• Internet and information technology (IT) availability and access. 

• Internet quality and price. 

• Legislation for e-commerce businesses. 



13 

• Payment methods used. 

• Local customers shopping habits.  

• Merchants’ trust on partnerships with e-commerce platforms. 

• Local customers’ trust on e-commerce platforms.  

The interviews lasted 30 minutes on average and were recorded on a cellphone. The whole 

process of interviewing and compiling the final report of the expert panel lasted approximately 

2 months. 

On the other hand, the surveys with merchants and consumers were carried out using 

Google Forms. The questions were multiple choice and 1 open question. They were 2 separate 

forms with a specific set of questions with the objective to understand relevant indicators that 

would ultimately help perform the sales forecast which has a direct impact on the financial 

valuation of the firm. 

The merchants’ survey addressed the following aspects:  

• If merchants were aware of the existence of the Daily Deal business model and how 

it could benefit them. 

• Reasons that one would or would not become a partner of a Daily Deal platform. 

• Discount percentages they would be willing to offer in the sale of their products and 

services. 

The link for the merchants’ survey was sent to the Instagram inbox of several merchants 

that operate in the market. The form registered a total of 26 different respondents which was 

considered a good quality sample to be taken under consideration. 

Regarding the consumers’ survey, these were the main points approached: 

• Confidence level towards national e-commerce platforms.  

• Services and products they would like to see available in a Daily Deal platform. 

• Social background of the survey respondent.  

The link for the consumer’s survey was shared on WhatsApp with friends and relatives who 

also invited their contacts to answer it. The form registered a total of 273 different answers and 

provided a deep understanding of each point addressed.  

The sampling methodology used was the probability sample method. 
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2.4 FINANCIAL VALUATION 

The goal of any business plan is to determine if a project is financially feasible. Therefore, to 

perform this valuation it was used as a guide a financial plan spreadsheet provided by a 

company called IAPMEI which assembles a series of financial tables that are fundamental 

determining the value of a project.  

The spreadsheet started by having to input all the general assumptions made for the project 

such as the inflation rate and other relevant taxes that are demanded by law. The next step was 

to elaborate a sales forecast for the next 5 years to perceive all earnings the project could bring. 

Then, several other tables were constructed such as the external services and supplies table, 

costs with personnel, net working capital, investment and funding table, net income table which 

showed all gains and losses of the company for each year, cash-flow table, financing plan table, 

and balance sheet. After all of them were correctly filled in, the economic ratio table and the 

financial valuation table were be ready to be constructed. The most relevant variables in the 

valuation are the Net Present Value (NPV) which must be greater than 0 to be considered a 

feasible project, the Internal Rate of Return which tells the annual rate of return of a particular 

investment and its attractivity, and the payback period which tells the amount of time an 

investment can be recovered.  
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3. MARKET RESEARCH 

Angola has a population of roughly 31 million people in which 20 million live in urban areas 

while 11 million live in rural areas. Initially for this business model, the target is those who live 

in urban areas. 

To evaluate the readiness of the market for the implementation of Daily Deal platforms, it 

was important to understand the macro economic environment through fundamental economic 

indicators from 2009 to 2020 as illustrated in appendix A.  

The first indicator explored was the Gross Domestic Product (GDP) which provided useful 

insight on how the economy has been performing. Since 2009 the Angolan GDP has been 

steadily growing, reaching values as high as 145 billion USD (120 billion Euros). However, 

when the oil crisis hit the international market, Angola was among the countries mostly harmed 

by the drop in oil price as its economy depended highly on this commodity. From 2014 to 2020, 

GDP value reduced by an astounding 57%. From an economics point of view, this type of 

shrinkage usually decreases market attractivity for foreign investments and is often 

accompanied by a rise in unemployment. Since 2015 the unemployment rate increased 6.6%, 

accumulating a total of 31.6% in 2020 (see appendix C). Moreover, it was also important to 

understand the population purchasing power, and this was accomplished by measuring the 

consumer price index (CPI) which provides the changes in prices of common consumer services 

and goods bought by households in a country. From 2009 up until 2020, CPI index registered 

an accumulated value of 339.29 points, turning citizen’s life much more expensive as GDP per 

capita registered some volatility with a negative tendency over the same time frame as seen in 

appendix A. For instance, we can see that GDP per capita in 2014 (an economically positive 

year for the country) was 5 408,41 USD (4 489 Euros) and CPI was at 100 points, while in 2019 

GDP per capita was 2 790,73 USD (2 316 Euros) and CPI was evaluated at 271 points. This 

example clearly shows how citizens have seen their purchasing power being rapidly reduced. 

An index that reinforces this fact is the inflation rate that fluctuated from 7,30% in 2014 to 

17,08% in 2019. 

3.1 INTERVIEW WITH THE EXPERT PANEL 

In this market research an expert panel was used considering the lack of information available 

in trustworthy sources. The panel was composed of 4 members with experience in the e-

commerce sector. The first 3 interviewed provided a global view of the conditions the market 

offers to create and operate a digital business, and the 4th interviewed provided insight in the 
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building process and technological requirements for the construction of an e-commerce 

platform with the nature of a Daily Deal website. The objective of the panel was to gather 

information on the market readiness for e-commerce platforms through the experience they 

have had in the industry. 

The first company interviewed was Descontos Angola, a recent company that was launched 

in November 2019 and coincidentally is also a Daily Deal platform and the only one operating 

in the country so far. According to the owners of the e-commerce website, the availability of 

IT and telecommunications in Angola is low, even though they consider Luanda to have 

satisfactory conditions in terms of availability contrary to other provinces. Furthermore, they 

affirm that the internet has good quality, but the one with prime quality is extremely expensive, 

while cheaper internet plans are not good enough to operate businesses. In terms of e-commerce 

legislation, even though they admit the existence of laws, they consider that the government 

does not publicize it as much as it should, and customers also do not demand enough for it. 

They claim the entrepreneur is the entity that most likely knows the law as they have the need 

to be up to date about what happens in the market. They affirm that our legal system should be 

more open and engaged in laws concerning cybernetic crimes. For instance, in case of frauds, 

authorities will have difficulties to prosecute such situations because of the weak legislation 

that exists. Thus, Descontos Angola’s owners consider the lack of strong legislation the greatest 

liability for e-commerce companies in the market. Now concerning their business operations, 

they use money transfers, cash, and ATM as their payment methods. The difficult access to 

credit and debit cards by citizens, prevents the company from using PayPal as an additional 

payment method. Lastly, they affirmed that local merchants still do not have the initiative to 

work with Daily Deal platforms, and when approached, they are not too keen to close discount 

deals with their platform. 

The second interview was with Kubinga, a phone application for taxi services like Uber. 

The company operates in Luanda and has been in the market for at least 2 years already. They 

find the availability of IT and telecommunications quite challenging. The fact that several 

people still do not possess smartphones or access to the web, reduces severely their potential 

client base. Consequently, they claim that the availability of mobile devices is low even though 

internet availability is high in most areas. Additionally, they claim that the quality of the internet 

is high despite being expensive when compared to other countries. Concerning legal issues, 

they go further than what the owners of Descontos Angola claimed. They affirmed that there is 

an absence of legislation regulating e-commerce activities in the market which luckily for them, 

does not scare customers away (contrary to what has been described in the literature review). 
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As for the payment methods, they use ATM, cash, and an electronic wallet they created 

specifically for the platform. They are not allowed to have debit and credit cards uploaded in 

the app for legal reasons not specified. Finally, they said that local merchants show goodwill 

towards partnerships with their e-platform in exchange for advertisement and financial return.   

Another expert interviewed was Juelson Bartolomeu, now working at Boston Consulting 

Group, he is an ex-member of Unitel, the largest telecommunications company in the country. 

According to him, the availability of IT and telecommunications in Angola is average because 

despite the mobile penetration rate being high in Luanda, above 90% in 5 million users, only 

30% out of these users have smartphones, and within this percentage only 20% use paid internet 

services. Angola has approximately 6 million internet users with more than half being from 

Luanda. Most users, around 80%, use free social network services (e.g., Facebook Zero) and 

do not download apps because of their limited budget to put credit on their phones. Even though 

the price of the gigabyte is among the African average and below the European average (1000 

kwanzas = 1,87 euros), the internet service is still expensive when compared to the population's 

low purchasing power with a tendency to aggravate because of the harsh economic crisis. 

Another important fact is that the internet access through personal computers is extremely low 

since less than 10% of the access to the web in Angola is done this way. Furthermore, despite 

the negative feedback from end customers, he considers the internet service to be of high quality 

when compared to realities from countries like Brazil and Portugal, essentially because Angola 

is a technological hub that assembles 3 submarine cables (WACS, SACS and Monet) and an 

optical fiber extension for thousands of kilometers. Every capital of Angolan provinces has 3G, 

8 have 4G and all national territory counties have at least 2G technology. In addition to that, it 

was expected the installation of 4G technology across the whole country in 2019, but because 

of the pandemic the world is facing, this plan will be challenging to implement. Concerning 

payment methods, because of the tiny penetration rate of credit cards in Angola, they are hardly 

used alongside PayPal services. Anyhow, all other payment options are valid such as cash, 

ATM, internet banking, money transfers, and e-wallets within a company’s website or platform. 

Moreover, a new service called Multicaixa Express emerged and is now another method 

through which companies can charge their customers. It belongs to an entity called EMIS (the 

equivalent to SIBS in Portugal) that aggregates all ATM cards that a user holds and works as 

an integrated app for the different banking services. Relatively to the public’s confidence in e-

commerce platforms, he argues that with the birth of social networks and the massification of 

e-commerce within the middle class, online shopping has been more common mainly because 

the society is young, increasingly cosmopolitan and educated, and with greater access to 
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technology, this way diminishing their initial apprehension. Besides, the fact that startups such 

as Kubinga, Tupuca and Otchitanda are more and more familiar to the public and some robust 

companies like NCR migrated to e-commerce activities, provided greater confidence to citizens 

for online shopping. He also affirms that Angola did not have any e-commerce activities 4 years 

ago and now has multiple enterprises that serve as links for various businesses and merchants 

with some proven success. He justifies this by looking at the combined annual financial income 

of more than 50 e-commerce businesses that earn hundreds of millions of American dollars 

(e.g., Tupuca, Lwali, Soba e-Store, etc). 

Lastly, I interviewed Dario Praia who is a software engineer that currently works as an app 

developer for Banco Atlantico in Angola. He affirms that the exponential rise of people wanting 

to create e-commerce businesses originated the birth of platforms such as Shopify and 

WooCommerce. These platforms are an open-source software which are computer programs 

that allow users, other than the original creators of the software, to have access, study, and 

distribute the software to anybody for multiple purposes. They are extremely user-friendly 

platforms that allow people from all backgrounds to create their own e-commerce website by 

themselves if desired.  

WooCommerce which is based on WordPress, a famous website that was originally used 

to build blogs, encompasses a wide range of plugins with different functions the user desires to 

add to his website, for instance, automated e-mails when a client makes a purchase. 

The requirements to create an e-commerce website using WooCommerce are the following: 

• Create a page on WordPress. 

• Install the WooCommerce plugin on the website. 

• Choose the forms of payment accepted on the website. 

• Choose the design or template of the page. 

• Select optional add-ons such as Facebook and other themes. 

• Lastly, add the products being commercialized and launch the page. 

To create an e-commerce page in such platforms, the user must buy a domain which comes 

in different prices according to their perceived value. For instance, a “.com” domain in 

WordPress can cost 15 Euros yearly, while a “. store” may cost 42 Euros per year.  

He recommends the use of open-source websites for small and medium e-commerce 

platforms of any kind since it is extremely capable to bear the demand from the number of 

expected customers during the platform existence, and at the same time it is cost-saving. He 

goes on saying that plugins such as WooCommerce, can cope with over 1000 sales 
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simultaneously in a short time without any major embarrassment. Moreover, he believes the 

construction of an e-commerce website should take a week or less to be fully operational. 

He also talks about other useful features that come with WooCommerce such as the 

possibility to associate several email accounts to the website depending on how many people 

will be managing the platform (content administrator, customer service, and others).  

To run the business, from a technological point of view, Dario believes that a single person 

is enough to respond to eventual problems that may arise during the operation of the website. 

This person must be familiar with computer servers and the platform in which the e-commerce 

is hosted and does not need to be a full-time worker of the company.   

He also provided estimates on costs for building and running e-commerce platforms in the 

national market: 

• A computer engineer sporadically called on duty to solve eventual problems with the 

website may charge in between 32 to 78 Euros depending on the complexity of the 

problem. 

• A freelancer may charge around 647 Euros to build a whole e-commerce page based on 

open-source websites. 

• A higher reputation company may charge between 1 000 to 4 000 Euros to build a whole 

e-commerce page based on open-source websites.  

A table with a summary of the first 3 interviews carried with the expert panel is shown next: 
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Table 3-1: Summary of the first 3 interviews with the expert panel. 

Questions  
Descontos 

Angola 

Juelson 

Bartolomeu 
Kubinga 

Internet and IT 

Availability 

Low on average 

for the whole 

country; medium in 

Luanda 

Medium on 

average for the 

whole country 

Low for IT 

devices; high for 

internet 

Internet Quality Medium High High 

Internet and IT Price High Medium High 

Legislation Existence Weak legislation N/A 
Not aware of the 

existence of laws 

Payment Methods 
Bank transfers, 

cash and ATM 

Cash, 

internet banking, 

bank transfers, 

ATM, e-wallets, 

Multicaixa 

Express 

Cash, ATM, e-

wallet 

Payment Methods 

Choice 

Credit/Debit 

Card access prevents 

Paypal usage 

N/A 

They are not 

allowed to have credit 

or debit cards 

uploaded in the app 

for legal reasons 

Customer Bargain 

Attempt 
Yes N/A Yes 

Merchant's Trust on 

Partnerships w/ E-

Commerce Platforms 

No initiative; 

show resistance 

when approached 

Yes Yes 

Public's Trust? Reason 
No trust; lack of 

legislation 

Yes. 

Cosmopolitan, 

young, and 

educated public.  

Yes. Weak 

legislation has not 

been affecting 

business 
Source: Author 

3.2 CONSUMERS PERSPECTIVE ON E-COMMERCE PLATFORMS 

Based on the potential barriers described in the literature review related to customers switching 

from traditional to online services and shopping, and the interviews with the expert panel, a 

survey was performed on a convenience sample of Angolan consumers to understand the type 

of content they would like to see being commercialized online, their trust buying in national e-

commerce platforms, and the social background of the respondents.  
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First, it was ranked the customers’ preferences on the services and products they would like 

to see in the platform. This information is valuable to know which services and products are 

mainly demanded by the market and consequently explore this opportunity. In a universe of 

265 answers, the top 3 services and products customers would like to see discounts on are 

technical and academic courses, restaurants, and hotels (see figure 3-1 in appendix X). 

The next step was to understand if people trust the e-commerce platforms and websites 

operating in the country. In a universe of 264 people interviewed, 53% have low confidence in 

buying from Angolan platforms and websites, 42% have medium confidence, and 5% have high 

confidence. The reasons for this low confidence, out of 252 valid responses, are the following: 

low trust in Angolan e-commerce platforms and websites in general terms, weak legislation to 

protect consumers, and people who prefer face-to-face rather than online shopping (see figure 

3-2 in appendix X).  

Finally, it was segmented the social stratum to understand the background of each 

respondent. In a universe of 183 valid answers, 51.4% were middle class, 30.1% were middle-

low class, 14.2% were middle-high class, 3.3% were low class, and 1.1% were high class (see 

figure 3-4 in appendix X).  

3.3 MERCHANTS PERSPECTIVE ON DAILY DEAL PLATFORMS 

Such as on the study on the consumers’ behavior towards e-commerce, it was also performed a 

survey on a convenience sample of merchants operating in the market since this is a two-sided 

business model (consumer side and merchant side). This survey aimed to understand the 

familiarity of merchants with Daily Deal business model, evaluate their interest to partner with 

such platforms, explore the reasons that never made them partner with any Daily Deal website, 

and assess the maximum discount percentage they would be willing to offer in exchange for 

greater market visibility and an increase in their financial return. 

The first question of the survey evaluated if merchants were acquainted with the concept 

and business model of Daily Deal platforms, and in a universe of 26 answers, 53.8% of the 

respondents have never heard about Daily Deal websites, while 46.2% were familiar with it 

(see figure 3-5 in appendix X). 

Then, the goal was to understand if any of the respondents have ever tried to join any Daily 

Deal platform in the market and the reasons of their choice. In 26 answers, 69.2% said they 

have never tried to join, and 30.8% said they have (see figure 3-6 in appendix X). 
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As for the reasons respondents never partnered with any Daily Deal platform, in a universe 

of 24 answers, 70.8% said they have never been approached by any Daily Deal business, while 

29.2% never found any Daily Deal platform in the market to establish a partnership (see figure 

3-7 in appendix X). 

Regarding the probability for each merchant to establish partnerships with Daily Deal 

websites, in 26 answers, 7.7% of the respondents said there is a low probability to join one, 

65.4% said there is a medium probability, and 26.9% said there is a high chance to join one (see 

figure 3-8 in appendix X).  

It was also important to explore the threshold of discounts each merchant would be willing 

to offer their customers since the success of daily deals is intimately related to the level of 

discount offered according to the literature review. Therefore, after inquiring 25 merchants, 

72% of them said they would offer up to 20% discount, 12% of them would offer up to 30% 

discount, 4% of them would offer up to 40% discount, and 12% of them would offer up to 50% 

discount (see figure 3-9 in appendix X). 

Finally, at the end of the survey the goal was to discriminate each respondent by their type 

of business. Thus, in a universe of 22 answers, 22.7% were restaurants and bars, 18.2% were 

clothing retail stores, 13.6% were health and beauty services (manicure, massage, facial, etc.), 

13.6% were gymnasiums and sport centers, 9.1% were online retail stores (food, clothes, make-

up services, etc.), 4.5% were supermarkets, and 18.2% were other types of services not specified 

by the respondents (see figure 3-10 in appendix X). 

PRESENT DEMAND 

According to the interviews carried out, only Descontos Angola believes consumers lack 

confidence when buying from national e-commerce platforms. In contrast, the other two 

members of the panel strongly believe consumers trust in the services provided by such 

platforms. Juelson Bartolemeu even says that “with the birth of social networks and the 

massification of e-commerce within the middle class, online shopping has been more common 

mainly because the society is young, increasingly cosmopolitan and educated, and with greater 

access to technology, this way diminishing their initial apprehension.” On top of that, the fact 

that locals want to see more commonly discounts on products and services described in the 

customers’ survey, besides revealing an increasing demand for more accessibility to what is 

available in the market, it opens a window of opportunity for Daily Deal platforms to capture 

these potential clients. 
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Comparing the input gathered from the panel with the answers acquired from the consumers 

survey, it was possible to realize that all of them have valid opinions. The survey on consumers 

revealed they are almost equally divided in those who trust online shopping (potential buyers) 

and those who do not. Consequently, present demand was quantified based on the combination 

of this data with the national demographic data.  

Demographically, Angola had an estimated population of 31 127 674 people in the year of 

2020 according to the National Statistics Institute (INE). Since countryside people have much 

less access and familiarity with technology, it was only considered people from urban areas. 

Therefore, there was a total of 19 716 302 people among which 49% were men and 51% were 

women.  

Since the target audience of Daily Deal websites vary from teens, young adults, and more 

elderly people (based on the products and services mostly offered), the number of men and 

women in urban areas was filtered to keep only those who are among 15 and 74 years old. This 

resulted in an estimated total of 11 million people among which 5 247 218 were men (48%), 

and 5 591 093 were women (52%). These are prospects that may become consumers in case all 

of them become internet users. 

On the other hand, Juelson Bartolomeu said that Angola has 6 000 000 internet users among 

which 80% of them use free social network services and cannot afford to credit their phones 

and download apps. Therefore, it is fair to imply that only 1 200 000 (20% of 6 million users) 

should be considered as potential buyers of e-commerce websites. 

Furthermore, taking into consideration the fact that 46.5% of the sample interviewed are 

potential e-commerce platform shoppers, it is plausible to estimate that among the 1 200 000 

internet users, only 558 000 will likely buy from Daily Deal websites in 2021. 

Regarding merchants and in consonance with the interviews made, there is a balance 

between those who are comfortable and willing to close partnerships with Daily Deal platforms 

and those who are not. Descontos Angola stressed the lack of initiative, reluctance, and 

skepticism among the reasons several merchants do not work with them. In contrast, Kubinga 

had a more uplifting perspective on this matter as they affirm that merchants are extremely keen 

in partnering with them in exchange for advertisement and financial return. Despite the fact 

these two companies present a distinct business model, both are e-commerce platforms, and as 

such, both realities should be considered to determine the present demand for Daily Deal 

platforms from merchants.  

Therefore, taking into consideration the expert panel opinion and comparing it with the data 

gathered from the surveys performed on merchants, it clearly shows that the panel opinion is 
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perfectly aligned with the market behavior on the merchants’ end. As previously seen, almost 

70% of the merchants who responded to the survey never tried to join a Daily Deal website, but 

at the same time it is important to remember that about 54% of the respondents are not familiar 

with this business model. On top of that, about 71% of the respondents never joined because 

they were never approached by any Daily Deal business, and approximately 92% said they are 

likely to join one. 

According to data from INE, as of 2019, Angola had registered a total of 168 000 formal 

enterprises in which 58% of them are in Luanda. Among these companies, 50% are in the 

wholesale and retail sector, 9% in motor vehicle and motorcycle maintenance, 8% in housing 

and catering, 6% in construction, 6% in manufacturing industry, 4% in administrative activities 

and customer service, and 17% allocated to the remaining services. This business plan only 

considered the following business types: housing and catering (8%), and other services such as 

spas and gymnasiums (assuming 8,5% of the remaining services). Thus, there is approximately 

27 720 target merchants in these sectors across the country. Applying the results obtained from 

the merchants’ survey to these firms it was possible to statistically estimate the present demand 

for Daily Deal platforms from merchants. Since 46.2% of the sample interviewed said they 

have heard about Daily Deal platforms, there is a chance that approximately 12 807 out of the 

27 720 of the companies may have heard about it or another type of businesses related to 

couponing.  

Regarding the number of merchants likely to close partnerships with Daily Deal platforms, 

7 457 companies have a high probability to join, 18 129 have a medium probability, and 2 134 

a low probability. As for the level of discounts offered on the deals, it is only considered those 

companies with a high and medium probability to join the platform which are a total of 25 586. 

Thus, 18 422 companies would offer up to 20% discount, 3 070 would offer up to 30%, 1 023 

would offer up to 40%, and finally, 3 070 would offer up to 50% discount. According to the 

survey, no company is currently available to offer over 50% discounts in their products and 

services.  

FUTURE DEMAND 

To determine the future market demand for e-commerce platforms by following a similar 

quantification process used to define the present demand, the growth of the Angolan population 

size by 2030 was estimated. Considering that the annual population growth rate between 1990-

2000 was 3.1%, between 2000-2010 was 3.6%, and between 2010-2018 was 3.5%, it was fair 

to imply that in the next 10 years (2020-2030) the annual growth rate should be among 3 to 4% 
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or slightly higher if the current economic framework and ongoing socio-political events taking 

place in the country are considered. Anyhow, through the calculation of the average growth rate 

from the 3 previous decades and using the current demographic distribution weight for each 

criterion analyzed, it was possible to estimate the annual population growth rate between 2020 

and 2030 to be 3.4% resulting in a gross population of approximately 41 million people, among 

which 26 Million will live in urban areas. Concerning only citizens in the 15- and 74-years old 

age range, there will be approximately 15 million prospects by 2030. 

If the 3.4% growth rate is applied to the current number of internet users in the country as 

reported by Juelson Bartolomeu, ignoring other factors such as quicker national network 

expansion and decrease in price for internet services, there would be approximately 8 106 551 

internet users and 20% (1 621 310) of them would be able to afford internet paid services by 

2030. As in the present demand quantification, only 46.5% out of the 1 621 310 are potential 

buyers. Therefore, our target audience would be approximately 753 909 people by 2030.  

Regarding merchants, the future demand for Daily Deal platforms on their side depends on 

different factors. The first one is related to the experience of the first merchants associated with 

the platform because if these businesses increase their customers flow and consequently their 

revenue, more merchants will feel more attracted to join the platform. Another factor is the 

growth of enterprises in the country. To determine that, it is considered data from INE which 

shows that from 2013 to 2016, 152 359 new companies were registered in this institution which 

translates into an average yearly growth rate of 50 786 new companies. Consequently, only 

considering companies from sectors compatible with Daily Deal websites, there will be a 

potential market of 73 920 companies to capture by 2026.  

3.4 DESCRIPTION OF MARKET OPPORTUNITIES AND THREATS 

OPPORTUNITIES  

● Greater access to technology by the population. There is a rising number of internet 

users. As digitalization becomes prominent in the Angolan market, the fact that this 

project is an e-commerce platform, the interaction with the target public becomes easier 

and more straightforward. 

● 4.5G technology is being implemented across all national territory.  

● E-commerce trend - societies around the world are becoming more digital and Angola 

is not an exception. 
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● Despite the poor economic state of the country, the government has been giving 

encouraging signs for the growth of the tourism industry. 

● Niche market – young people, increasingly educated, and more money conscious. 

● There is a boom of new restaurants from fast-food to gourmet dishes. 

● The current difficult economic state of the country instigates the emergence of more 

entrepreneurs in several sectors of the industry making them potential partners to Daily 

Deal websites depending on the type of services and products they will offer.  

● Merchants are interested to join e-commerce platforms to promote their services and 

products according to the survey performed. 

● Unexplored market - besides Descontos Angola, there is not any other direct competitor 

in the Daily Deal business. 

● Since Descontos Angola only uses cash, transfers and ATM as forms of payment, there 

is an opportunity to implement additional methods of payment such as electronic wallets 

so customers will have a larger array of options when shopping on the platform, thus 

increasing the chance to complete a sale. 

● Descontos Angola’s market introduction has not been aggressive enough to make itself 

popular among the public. The platform started operating in November 2019, but so far, 

most people are still unaware of its existence as suggested by their low social network 

exposure and activity, number of followers, and the low number of deals offered in their 

website. 

● Descontos Angola – chance to analyze this player and benchmark their best practices 

and avoid the mistakes they made. 

● Savers – people in general are becoming more money conscious in their expenditures, 

therefore looking for cheaper deals. 

● The new smartphone factory planned to be built in Luanda will increase the number of 

smartphone holders in the market as they will be cheaper to purchase.  

THREATS 

● Economic crisis – many people out of job make them less prone to spend money on 

Daily Deal platforms. 

● Rising inflation puts pressure on the company’s budget.   

● Volatility in electric energy supply – since it is a digital business, it is imperative a 

consistent supply of electric energy. 
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● Covid-19 Pandemic – even though this business model is online, services such as 

restaurants and spas have been harshly affected by the pandemic, thus it can indirectly 

impact the Daily Deal business.  

● Descontos Angola – competitors are always a threat to a firm. 

● Low trust from consumers buying in national e-commerce platforms. 

● Cybernetic Crimes – an unavoidable risk present in every online business, especially in 

developing economies. 

● Volatile network stability. 





29 

4. INTERNAL ANALYSIS 

This project has a great equilibrium in its strengths and weaknesses as seen next. 

4.1 STRENGTHS 

● Writing Squad with 1 member that will develop the copy of every deal offered in the 

platform.  

● Marketing and Design Squad with 2 members that will be responsible for all marketing 

actions and graphic image of the company.  

● IT Squad with 1 member that will take care of the digital component of the business. 

● Sales and Finance Squad with 2 members that will be responsible for acquiring 

customers and controlling the earnings and expenditures of the business. 

● General manager - 1 member responsible to manage the project in a broader sense.  

● Open minded team that will allow constant adaptation to the market. 

● Determined and focused staff. 

● Second Daily Deal platform in the market and first one with e-wallet as a payment 

option. 

● Knowledge about the target public through the surveys performed that will allow more 

precise decisions from the company’s strategic point of view.  

● Staff will be composed of young, creative, ambitious, and motivated people willing to 

learn, take risks, innovate, and achieve the goals set by the company. 

● The company will provide lower prices in restaurants, hotels, spas, and all other 

applicable activities. 

● It will give students the chance to join academic courses at more affordable prices than 

the usual. 

● The project will promote local merchants giving greater visibility to their businesses. 

4.2 WEAKNESSES 

● Modest Budget to invest in the company. 

● Manager will be young and unexperienced running businesses.  

● Staff members despite being smart, curious, and disruptive, will be simultaneously 

young and inexperienced.  
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● Short number of human resources across all operational areas of the company may lead 

to tasks overload and unproductiveness. 

● Sales limited to specific geographies with internet access.  

● Initially, staff incentives (e.g., salary, bonus, insurance) will not be market competitive.  

● Modest IT investment. 

● Low bargain power with merchants regarding the commission percentage that will be 

entitled to platform in the pilot phase of the project. 

● Missing expertise in some areas such as user experience and business analytics. 
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5. COMPETITIVE ANALYSIS 

A SWOT Crusade (Strength, Weakness, Opportunity, Threat) was performed to perceive the 

relationship between the strengths, weaknesses, opportunities, and threats of the business (see 

table b - appendix Y). 

Based on this SWOT crusade it was possible to determine the following:  

● The opportunity that has the most impact on this project is the niche market with a 

punctuation of 69. 

● The opportunity with the least impact on this project is the smartphone factory with a 

punctuation of 22. 

● The biggest threat to this project is Descontos Angola with a punctuation of 69. 

● The threat with the least impact on this project is Covid-19 with a punctuation of 30. 

● The strength with the most impact on this project is the discount with a punctuation of 

11.  

● The strength with the least impact on this project is the youth of the staff with a 

punctuation of 1.  

● The weakness with the most impact on this project is the weak budget available for 

investment with a punctuation of 10. 

● The weakness with the least impact on this project is the lack of experience selling this 

product with a punctuation of 0.  
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6. OBJECTIVES OF THE PLAN 

The objectives of the project must be S.M.A.R.T (specific, measurable, attainable, relevant, and 

time bound) and to support the definition of the company’s goals the results from the SWOT 

crusade performed were extremely helpful.  

The objectives were divided into different business areas, namely: marketing, human 

resources, finance, material resources, productivity, strategy. 

6.1 MARKETING 

● Build the website at least 3 months before the launch of the pilot. This way our clients 

will have the opportunity to have the first contact with the webpage even though they 

will not be able to do any purchase.  

● Create social network pages to advertise the service, interact with prospects, and elevate 

awareness of the company’s existence. 

● Offer attractive discounts to customers averaging 20% during the investment year of the 

project. This way customers can feel with more impact how cheap their purchase 

becomes, and merchants can realize how this increases their client base and their 

revenue. 

6.2 STRATEGY 

● Have 4 different business units: writing, marketing and design, information technology, 

sales and finance.  

6.3 HUMAN RESOURCES 

● Hire skilled and competent members for each squad. 

● Become an attractive company to work. 

● Hire and promote national workers. 

6.4 MATERIAL RESOURCES 

● Have an office ready to host all staff members, 1 month before the launch of the pilot.  
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6.5 PRODUCTIVITY 

● Become a market reference in the Daily Deal business, especially in Luanda since it has 

the largest number of registered companies, highest rates of internet coverage, and 

highest number of potential prospects to use the service.  

● Build a strong, consistent, and reliable digital platform for the niche market. This will 

boost confidence using the service, and consequently, raise customer fidelity. 

● Capture 100 companies across all applicable sectors during the investment year of the 

project.  

● Capture at least 1 400 subscribers during the investment year of the project. 

6.6 FINANCE 

● Generate enough revenue to pay back the investment in 3 years, and to sustain the 

payment of salaries, taxes, and other fixed and variable costs the project might entail. 
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7. DEVELOPMENT STRATEGY  

The path that an organization takes to achieve competitive advantage and consequently business 

success is called a strategy. It sets out how a company uses its resources to achieve its global 

objectives.  

There are three generic strategies to perform above average in any sector: cost leadership, 

differentiation, and focus. The focus strategy is divided in cost focus and differentiation focus 

(Oliveira, 2013).  

For the Daily Deal business to have success, it is imperative that customers feel comfortable 

using the platform, feel that the discounts offered are high enough to propel them to become 

users of this service, and the price of product or service being offered is fair (Li et al., 2017). 

On the other hand, the merchants’ side must feel they are achieving their financial and 

advertisement goals (Li et al., 2017). Thus, a differentiation strategy with drivers focused on 

offering high discounts rates and having effective sales and marketing of merchants’ products 

and services will be adopted to gain competitive advantage since these are the main factors 

affecting the decision of both merchants and customers to use such platforms.  

The website will aim to gather an extensive number of subscribers in the shortest time 

possible, especially by adopting an aggressive approach with digital marketing. After it 

achieves a considerable number of subscribers, it will automatically become an attractive 

marketplace to advertise products and services. Once the latter is accomplished, merchants will 

progressively become more encouraged to establish partnerships, offer high discounts, and 

consequently increase their sales and customer base.  

This strategy will be attained by assuring a stable operation of the platform, exploring the 

human resources capacities in terms of efficiency and quick target audience learning, and 

heavily investing in targeted digital advertising. Despite the fact these actions carry an increase 

in the company’s expenses, it will counterbalance with the increasing number of sales (revenue) 

resulting from the combination of the differentiation drivers. In addition to that, the proposed 

objectives can also be met with this same strategy.  

Regarding the company’s development strategy, market penetration will be the core activity 

since Daily Deal business is a brand-new sector in the market. There is still plenty of room for 

newcomers to capture market share and high chances of becoming market leaders. 
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8. DEFINITION OF IMPLEMENTATION POLICIES 

8.1 MARKETING 

This is a fundamental part of the project since the growth of platform relies significantly on 

how the market accepts this product. Consequently, the main objectives of the company go 

through gaining brand awareness and trust from customers and merchants. This will be attained 

by applying appropriate marketing strategies based on the relevant information gathered the 

market research. These strategies range from the definition of the target audience (persona), 

development of the marketing mix, and construction of the brand.  

PERSONA 

Daily Deal platform is a brand-new service in the Angolan market with only one company 

operating in the sector since 2019. Often, users of such platforms are highly money conscious, 

explorers, and comfortable shopping online. 

Angolans have always been great shoppers but the deep economic crisis the country is 

currently facing has made people more financially cautious in their purchases which makes an 

ideal environment for Daily Deal businesses to thrive because while people still have that 

shopping craving, now they look for the cheaper products and services in the market. However, 

the bigger challenge resides on the digital component of the project as 53.4% of locals do not 

feel comfortable buying from online stores (see figure 3.2). Most of these customers are middle 

class and have a particularly high mistrust in national e-commerce websites due to frauds and 

similar factors as the underlying reason for their unlikeliness to buy on the web.  

On the other hand, 46.6% of the market are potential buyers from Daily Deal platforms 

which is a very encouraging statistic (see figure 3.2). These customers are young, open to 

technology, smartphone users, and money conscious. 

Therefore, taking all of this into consideration, the ideal persona for the platform is a young 

individual, money saver, acclimatized and open to new technology, and preferably a 

smartphone user.  

Initially the company will focus its sales strategy on these ideal customers because besides 

creating density and consequently increasing brand awareness among the public, it will 

ultimately encourage those customers more averse to buying from national e-commerce 

businesses to start using the platform.  
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MARKETING MIX 

The marketing mix encompasses the 4 basic elements to market a product. These elements, also 

known as the 4 Ps of marketing, are the product being commercialized, its price, the placement 

which is when and where the product will be sold, and promotion which refers to the 

communication channels that will be used to make the product known to the public. For 

services, there are 3 additional elements specifically people, process, and physical evidence. 

For this project, it will only be considered the 4 Ps or marketing because e-coupons can be 

classified as consumable goods, even though technically, it is a document that establishes a 

discount on the purchase of a product or service.  

PRODUCT 

Daily Deal platforms sell e-coupons for products and services commercialized by third parties. 

These coupons give one the right to buy a specific product or service at a lower price.  

The product will be purchased online through the Daily Deal website, and after the 

acquisition is complete, an email will be sent to both the buyer and the seller of the product or 

service with a printable version of the e-coupon. To redeem the purchase before the merchant, 

the customer must present a printed version of the e-coupon along with a form of identification, 

and the merchant will do a match of the names on both documents and check if the e-coupon 

code is valid before considering it a successful sale. The verification code of the e-coupon will 

be automatically generated on its issuance.  

Once the payment of the e-coupon is received, the Daily Deal business has the 

responsibility to send the money the merchant is entitled to along with the purchase 

confirmation which will contain all the details of the transaction such as the quantity of e-

coupons bought, the discount percentage, the client’s name, and the date of purchase.   

The remote process of allowing people to buy products and services at lower prices 

anywhere and anytime of the day is quite innovative in the Angolan market. In addition, the 

fact that in general customers will enjoy a 6-month validity period to decide when to claim their 

e-coupons makes it an even more valuable product in the market.  

PRICE 

E-coupons price is dictated by the level of discounts offered in each deal made available on the 

platform. The higher the discount offered, most likely the lower the commission percentage a 

merchant will accept to grant to the platform. This means that the only way to control the price 

of e-coupons mostly depends on the outcome of the negotiation with the merchant in an initial 
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phase of the business. However, once a Daily Deal platform has established its market 

positioning with highly successful historical, it will have leverage to demand a fixed 

commissioning for any type of deal independently of the discount level offered such as Groupon 

and LivingSocial. 

The definition of price is one of the pillars in the marketing mix strategy of a company. 

According to Oliveira (2013), the selection of price for products and services has 6 distinct 

phases: 

1. Objective selection. 

2. Determination of demand. 

3. Costs estimate. 

4. Cost-Price analysis and other players offers.  

5. Selection of a price determination method. 

6. Selection of final price.  

However, it was considered only 3 of these phases as they are more relevant in the 

determination of price, namely: costs estimate, competitors, and determination of demand. 

Regarding costs, it is imperative to consider both fixed and variable costs, and the total 

expenses can be found on appendix W. 

The only competitor in the market is Descontos Angola, and despite it is unknown how 

much they charge merchants for each sale, the average amount reputable companies charge is 

50% of the e-coupon price (see literature review – Daily Deal section). Nevertheless, since it is 

a new product in the market and all parts involved in this business (customers and merchants) 

still have to maturate the understanding of the benefits they can potentially enjoy from this 

business model, and taking into account that 72% of the interviewed merchants said that they 

would only accept as much as 20% of discount on their products and services, the platform 

cannot charge 50% in its initial phase to avoid scaring away its partners, but can still earn a fair 

commission volume given the low discount rate that will potentially be offered.  

Demand is another crucial factor in the determination of price for a simple reason. The 

more customers resort to e-coupons to acquire products and services, the more merchants will 

feel attracted to offer more and better (cheaper) deals in the platform. This scenario will be a 

win-win situation for both the Daily Deal platform and merchants based on economies of scale. 

Therefore, more sales will allow Daily Deal platforms to charge higher commission values from 

merchants.  
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Thus, based on the discussion above, the objective is to start with an average 20% share of 

each e-coupon sale in the platform.  

PLACEMENT 

The traditional concept of placement refers to the strategy a company uses to distribute their 

products or services. Unlike retailers and other type of businesses that have the flexibility to 

use diverse placement strategies, e-commerce is under a specific strategy called direct sale. This 

method delivers the product or service from the organization directly to the customer. It has the 

advantage of direct customer interaction and feedback which allows quick implementation of 

any needed improvement.  

Visual cues and signals are extremely important drivers for any e-commerce business. They 

have the objective to influence purchase decisions by catching customers’ attention and 

ultimately control their minds. Tactics such as knolling which places products in special 

arrangements and alike objects next to each other, tend to lead customers to look an image for 

longer periods than normal, and trick their mind into making a purchase.  

Another important factor is to keep the webpage simple and organized. Avoiding the 

division of products in many categories makes choosing easier. The Daily Deal platform will 

have enough offers to attract prospective customer, but not too many that they become 

overwhelmed and don’t finish the shopping experience.  

One final factor that is extremely common in the Daily Deal business is retargeting. People 

already subscribed in the platform are more likely buyers than first time visitors since their 

subscription signals their interest in the deals being offered. Therefore, the main objective will 

be to send direct communication to these customers and increase efficiency in the conversion 

of browsers to buyers.  

PROMOTION 

This variable of the marketing mix is related to the communication part of the business. The 

methods to communicate must be adapted to the target audience and in consonance with the 

other elements of the marketing mix. 

In the initial phase of the project the objective will be to create brand awareness and provide 

information such as the benefits, features, and usage of the platform. This will be attained 

through advertising and direct marketing. However, Daily Deal services already have the 

advantage of being a business based on discounts which may organically stimulate demand 

from customers.  
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The communication tone used will be informal, humorous, and modern, so it matches the 

target audience profile. This is a crucial strategy because it brings the business closer to the end 

consumer.  

The advertisements will be made using Google Ads, and social networks such as  

Facebook and Instagram in the initial phase of the website. This action will be aggressive for 

the first 6 months of operations since the product will be in its embryonic phase, which is why 

a considerable share of the investment budget will be allocated to promotion.  

BRAND 

According to the Canadian company, Shopify, a brand represents how people perceive a 

business wherever they interact with it.  

This means that a brand encompasses not only a name and a logo, but also slogans, 

products, colors, voices, and reputations.  

After carefully examining several options the name chosen for the Daily Deal platform is 

Batimento. In local slang it means discount and is an extremely popular word used daily in 

commercial transactions to negotiate prices, especially among young people who happen to be 

the main target market of the platform. Turning this word into a brand and bringing it to the 

digital environment is quite innovative and disruptive because it is mostly used in informal 

forums, and now it will be used online to represent a platform full of shopping opportunities at 

already negotiated lower prices.  

The other elements that will compose the brand personality will be further developed by 

the marketing squad of the project.  

8.2 SALES FORECAST 

Since this business model is quite new in the market, there is no data from other players through 

which one can compare and perform sales prevision. However, through the market research 

carried out with the public and local merchants, and using relevant economic indicators, it was 

possible to estimate the number of sales this business can achieve during its life cycle.  

Demographics data such as population number and populational growth, was considered 

along with the internet usage level in the country. Moreover, it was also considered the demand 

level for each type of product and service, and the rate at which the target market will grow in 

the next few years. Lastly, it was performed an estimate on the number of prospects that will 

be successfully converted into customers through marketing actions that will be implemented.  
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The current demand for Daily Deal platforms has already been estimated. There are 

558 000 internet users in Luanda (who are potential buyers from e-commerce businesses) in 

2021. However, since the implementation of the project is only intended to start in 2022, the 

number of internet users used in the financial plan was projected to be 576 972 based on the 

populational growth. Additionally, the average populational growth (3.4%) was used to 

determine the market expansion in Luanda and consequently the yearly growth of the 

company’s prospects. 

The company aims to successfully convert a minimum of 2.50% of the available universe 

of potential clients (according to invespcro, this is the average e-commerce conversion rate 

globally. During the introduction year, the aim is to capture 0.3% of potential clients since they 

will still be learning about the platform. Another important contributor to this initial conversion 

rate is the project’s sales force that will still be on the recruitment phase of merchants and 

arrangement of deals. The next years will see a rapid rise on the conversion rate to 0.8% in year 

1 as the business will be in its growing phase with many more products and services offered in 

the platform, 1.2% in year 2, 1.5% in year 3, and 1.8% in year 4. It is expected that the market 

will start entering its maturity phase during year 5 which is why the conversion rate will be only 

0.2% higher than the previous year. The goal is to extend the maturity phase further into the 

future to delay the decline phase of the product, and consequently further explore the business 

potential (see figure a - appendix Y). 

Regarding target merchants, there is a total of 25 586 of them across the country but only 

58% of these businesses (14 840) are in Luanda which is the focus market. Therefore, it is 

expected that 72% of them will offer a 20% discount on their goods, 12% will offer 30% 

discount, 4% will offer 40%, and 12% will offer 50% (these percentages were gathered form 

the market research performed earlier). 

However, it is more challenging to estimate the prices each product will be sold in the 

platform which is the reason the forecast will assume 6 distinct values based on average prices 

from local merchants in different industry sectors: 1 restaurant, 1 academic course, 1 bar, 1 Spa, 

1 hotel, and 1 gymnasium. Additionally, a weight distribution was used in the sales estimates 

based on the percentages of the type of products and services the platform expects to sell each 

year. Below is shown the current average prices for each sector: 

• Restaurants - average price of 18 710 AOA (24€) (see appendix F). 

• Bars - average price of 6 500 AOA (8€) (see appendix F). 

• Spas - average price of 25 250 AOA (33€) (see appendix G). 



43 

• Hotels - average price of 138 416 AOA (179€) (see appendix H). 

• Gymnasiums - average price of 46 700 AOA (60€). 

• Academic and Professional Courses – 129 656 AOA (168€) (see appendix I). 

Combining all these data it was possible to estimate how many e-coupons the project 

expects to sell during its years of operation. Using a conservative approach, the forecast 

assumed the number of e-coupons sold as the number of successful converted customers, and 

the sales volume was based on the average price of the products, the quantities sold per sector 

within the e-commerce platform, and the discounts offered.  

Finally, the company expects to stay with 20% of the value for each e-coupon sale during 

year 0 and 1, 30% in the second year, 35% in the third year, and 40% in the remaining years.  

8.3 OFFICE LOCATION 

The company will operate in a 5-floor building located within one of Luanda’s suburbs. The 

rent will be 150 000 AOA (194€) per month, and expenses such as electrical energy, water 

supply, and sanitation will be included in the rent.   

8.4 TECHNOLOGY 

The Daily Deal website will be based on WordPress using an e-commerce plugin called 

WooCommerce. The most important factors to start the webpage are: 

1. Choice of a domain. 

2. Hosting (Server) and Security. 

3. Pre-made themes. 

4. Plugins. 

5. Developer Fees. 

DOMAIN 

The platform will use the “.com” domain because it is largely popular and most importantly, it 

is the most appropriate when referring to commercial websites. This domain costs 9.99 USD 

(8,3€) per year (see appendix J). 

HOSTING AND SECURITY 

Regarding hosting services, any website needs space to operate on the web and that is why one 

needs a host or server to run a page on the internet. The company will buy a plan from Bluehost 
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which was specifically created for online stores, and a website security essential. The total cost 

will be 232.08 USD (192,48€).  

PRE-MADE THEMES 

WordPress has available several templates at no cost. However, free themes also tend to be 

more common which may negatively affect the branding of the company. For that reason, the 

company will purchase a theme that besides being less generic it also matches the intended 

branding of the Daily Deal website. The platform will buy from Themeforest, a website that 

sells templates for WordPress and prices range from 2 to 200 USD (1,66€ to 166€) with the 

average sitting in 59 USD (49€) (see appendix L). 

PLUGINS 

Initially, the only plugin needed for the Daily Deal website is WooCommerce. This plugin as 

earlier explained, instantly transforms a WordPress page into an e-commerce store. It allows to 

create and expand stores with thousands of products in a quick and easy manner. The plugin 

enables an unlimited number of visitors to the webpage if the host and the infrastructure of the 

website tolerate such load. It also allows customers to make payments through the main 

gateways used worldwide such as Visa and PayPal.  

The platform may eventually need other plugins which will be possible to buy directly from 

WordPress.  

DEVELOPER FEES 

The platform will be built by a software programmer with the help of a marketeer and graphic 

designer who will develop the WordPress page, install the WooCommerce plugin, set all 

configurations, and design the webpage. The software engineer will be paid a fee of 647€ for 

the assemblage of the Daily Deal platform. Moreover, he will be available to the company 

anytime time the platform experiences trouble in the IT level. Depending on the service required 

to fix any bug with website, he will charge 39 Euros per hour on average according to the 

interview with Dario (see Literature Review - Expert panel section). However, in a later stage, 

the company will hire on a permanent an IT developer.  

EQUIPMENT 

The operation of a Daily Deal platform does not require highly sophisticated electronic 

equipment. The devices needed are common to most companies such as computers, printers, 

scanners, and copy machines. 
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Initially, the business will need 2 computers for each squad, making a total of 6 computers. 

NCR Angola, a local store for digital products, sells laptops at the unitary price of 332 678 

AOA (430 €), making a total of 1 663 390 AOA (2 151 €) for 6 laptops (see appendix M). 

Regarding the rest of the material, the company will acquire one printer with a built-in 

scanner and copy machine. The printer will cost 533 121 AOA (689 €) (see appendix N). 

SERVICES 

The company will hire internet services from a local internet provider called Zap Fibra. This 

service will have a monthly cost of 41 350 AOA (53 €) (see appendix O).  

Another essential tool that will be needed is the Microsoft Office Pack that will cost 99 € 

per year allowing up to 6 people the use of the software simultaneously (see appendix P). 

FURNITURE 

The company will buy essential furniture for the office. The total investment will cost 3 754 750 

AOA (4 856 €). The costs for each item can be found in the appendix section (see appendix T). 

OFFICE SUPPLY 

The company will buy essential office supplies. The total investment will cost 150 750 AOA 

(195€). The costs and quantities for every individual item to be purchased can be found in the 

appendix section (see appendix U). 

KITCHEN APPLIANCES AND SUPPLIES  

The office will dispose of 1 microwave that will cost 87 593 AOA (113€), and 1 coffee machine 

that will cost 49 000 AOA (63€) (see Appendix V). Additionally, the company will buy napkins 

(360 AOA per box – 0,47€), disposable dishes (16 550 AOA per set - 21€) and garbage bags 

(2 200 per box - 3€).  

8.5 ORGANIZATION 

The platform workers must be extremely disruptive, energetic, and willing to learn and innovate 

constantly, especially in challenging markets such as the Angolan one that requires a greater 

amount of effort to convince customers that the product being sold is beneficial to them 

comparing to more mature markets where customers already are more accustomed to using 

technological resources to tackle their needs. Consequently, this is the work culture intended to 

be implemented in the members of this project. 
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STAFF AND ROLES 

During the investment year, the team will consist of 7 members that will be divided in 4 

different squads as illustrated earlier in the plan: writing squad with 1 member, sales and finance 

squad with 2 members, IT squad with 1 member, and marketing and design with 2 members. 

The 7th member of the staff will be the general manager of the project. Anyhow, it is expected 

new employees to be hired in the next years considering the project’s growth and increased 

demand.  

The writing squad will consist of 1 person, preferably skilled in communication and 

marketing. The squad main responsibilities are: 

• Write the copy for all the promotional offers available on the website. 

• Manage e-mails from customers and merchants. 

• Elaborate direct marketing strategies towards the platform subscribers. 

The sales and finance will consist of 2 people, 1 salesman with refined sales skills, and 1 

accountant with a good understanding in accounting, finance, and business analytics. The squad 

main responsibilities will be: 

• Search merchants from all applicable sectors for potential partnerships with the 

platform. 

• Negotiate terms and establish business relationships with merchants. 

• Set efficient sales strategies that will allow a rapid growth of promotional offers on the 

platform.  

• Manage and control the revenues and costs of the business operation. 

• Use financial indicators to help the decision-making process when negotiating with 

merchants. 

• Produce financial reports of the business operation.  

The IT squad will consist of 1 person with work experience in e-commerce websites, and 

computer science or computer engineering. The squad main responsibilities will be: 

• Support the business anytime the platform experiences technological issues such as 

slowness and downtimes. 

• Provide innovative and more efficient solutions for the business operations from a 

technological point of view. 
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• Help co-workers with the installation and configuration of software in their computers, 

and any other technological related issue they may experience. 

The marketing and design squad will consist of 1 designer and 1 marketeer. The main 

responsibilities will be: 

• Create, manage, and promote social network pages for the platform. 

• Make the arts for the social network posts. 

• Capture and edit photos taken from the merchant’s products being commercialized.  

• Create and implement digital marketing strategies and draw specific plans to reach and 

convert the target audience.  

The general manager will be the project owner and the main responsibilities for this role 

will be:  

• Oversee daily operations of the business. 

• Coordinate the recruitment process of the project. 

• Create and implement a strategy and specific objectives to be achieved. 

• Develop a healthy work environment for the employees. 

• Clear any obstacle that might interfere with the team’s performance. 

INCOME 

The national minimum salaries are stipulated in the Republic Diary, issued in 2018 by the 

Angolan government, according to each person’s category (see table c - appendix Y). 

SHIFTS 

The office will be operational from 08:00 AM to 05:00 PM, Monday until Friday. Each member 

will dispose a 1-hour lunch break. Every worker will work on this shift except the IT squad 

which will operate only when needed, including weekends.  

RECRUITMENT AND SELECTION 

Job offers will be posted on social networks with greater predominance on LinkedIn. The 

selection and analysis of prospects will be conducted by the general manager.  
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9. IMPLEMENTATION REQUIREMENTS 

The goal was to identify the requirements and conditions to implement an e-commerce platform 

in Angola.  

9.1 REQUIREMENTS 

E-commerce is a recent business model in the local market, therefore as of 2021, regulation is 

not as complex as in other more advanced geographies. Consequently, there are not many 

relevant legal requisites a company must follow to start running an e-commerce platform.  

9.2 CONDITIONS 

There are several variables that play an important role for the success of e-commerce businesses 

especially in emerging economies such as Angola. However, as revealed by the SWOT analysis 

previously performed and supported by the literature review (see section 5 – Literature Review), 

the most pertinent conditions needed to operate an electronic platform is a stable connection to 

the internet and a formidable ecosystem around the public’s trust to shop on the web.  

9.3 LICENSING PROCESS 

To run an e-commerce business in Angola, one must follow a set of procedures required by 

law. 

The first step is to visit the governmental repartition responsible for the registration and 

legalization of companies. These are the required steps to register a Daily Deal platform: 

1. Fill out an application form. 

2. Present the owner’s identification document. 

3. Present the company’s tax number that will be issued by the general tax administration. 

4. Pay a 21 000 AOA (27 €) fee applied to commercial venues with up to 200 square 

meters size. 

5. Have an organized accounting system. 

6. The company constitution must be in person.  

7. Issue a Commercial Certificate. 

The second and last step is to acquire a commercial license from the ministry of commerce. 

These are the requirements: 
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1. General manager’s identification document. 

2. Pay a 20 000 AOA (26 €) fee. 

3. Fill out an application form. 
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10. FINANCIAL VALUATION 

This is the most relevant chapter because it will ultimately determine the project feasibility. It 

discusses the capital structure of the company and the reason no financing options were 

considered. Besides that, it also covers the economic and financial valuation of the company. 

10.1 CAPITAL STRUCTURE 

Angola is currently undergoing through a deep economic crisis which makes access to financing 

quite difficult. For instance, financial institutions that are lending money have extremely high 

interest rates (up to 20%) which drives off entrepreneurs from resorting to this option of 

funding.  

Therefore, the company will be funded with 100% equity during its investment year (year 

0). The total investment will be of 30 000 € that will be used to invest in fixed capital, and cover 

all operational costs including negative results during the first years of operation. Furthermore, 

no additional margin has been added to the share capital since no interest from loans has to be 

paid, and the investment in fixed capital is not excessively high. 

10.2 PROJECT VALUATION 

According to Oliveira J. (2013), the life cycle of a company can be determined based on factors 

such as the investment amount, lifespan of all assets, funding policy, and sales forecast 

(performance of the company). Considering these factors, a valuation for the next 5 years was 

reasonable to explore the economic and financial potential of the project. However, it is 

important to stress that the project’s life cycle can surely exceed this lifespan under appropriate 

conditions.  

For this analysis, several assumptions were made regarding the market conditions. The 

following are worth highlighting:  

• The exchange rate from euro to kwanza was 1 € = 773 AOA (see Millenium 

Atlantico Bank - Exchange Rate Table from May 3rd, 2021). 

• The inflation rate was set at 13.10% according to the International Monetary Fund 

forecast for the Angolan economy in 2022 (see www.imf.org/en/Countries/AGO). 

• All applicable taxes considered were taken from the respective institutional 

websites. 

http://www.imf.org/en/Countries/AGO
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• The risk-free asset interest rate was from an Angolan treasury bond with a maturity 

up to 4 years, and a 16.13% coupon (ugd.minfin.gov.ao/PortalUGD/#!/titulus-do-

tesouro/conheca-os-titulos-do-tesouro). 

• The market risk premium used was 7.26% (Damodaram – Country Default Spreads 

and Risk Premiums Table). 

• Since no Beta for similar companies was found, the IAPMEI financial model (which 

was the base of this business plan) suggested using a Beta Unlevered of 1 when it 

is unknown.  

• The depreciation rates applied to fixed capital are in consonance with the 

presidential decree No. 207/15, published on November 5th, 2015.  

The business plan developed, demanded the elaboration of several tables that provided 

valuable information from different business angles. The most relevant tables developed were 

the general assumptions, sales forecast, external services and supplies, expenses with human 

resources, working capital, income report, cash flow, financial valuation, weighted average cost 

of capital (WACC), and the balance sheet. They are further discussed in appendix W. 

10.3 FINANCIAL VALUATION INDICATORS 

The indicators used to determine the financial feasibility of the project were:  

• The Net Present Value (NPV). 

• The Internal Rate of Return (IRR). 

• The Payback Period. 

The NPV was used to calculate the current total income of future inflow of cash at a fixed 

discount rate. These future streams of income already consider inflation rates forecasted for 

each year respectively. This metric is widely used in investment analysis to assess the current 

value of the free cash flow to firm. If the NPV turns out to be a positive number, it means that 

the project will generate revenue streams, and thus it is attractive. On the other hand, if it is 

negative, it means that the business will only bring expenses, and it is not attractive for 

investment.  

The discount rate applied to bring the future cash flows of the firm to the present was the 

weighted average cost of capital (WACC). This was achieved by the amount of equity and 

liability acquired by the company, and the weight each rubric has on the total amount of capital 
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used to finance the firm. This metric can be used as a hurdle rate against which a company can 

decide which asset is worth investing. 

10.4 ASSESSMENT OF THE NPV IN THE PROJECT’S PERSPECTIVE 

The financial model calculated the NPV based on future 5-year cash flows and a continuity 

value calculated in perpetuity at a 0% growth rate. The cash flow in perpetuity turned out to be 

515 585 € and generated a positive NPV of 316 160 € which means that the project is financially 

feasible (see appendix W). This value allows the company to recover the initial investment in 

its entirety and generate profits that can be either reinvested in the company or distributed to 

the corporate body as dividends in applicable cases (see appendix W). 

10.5 ASSESSMENT OF THE IRR IN THE PROJECT’S PERSPECTIVE 

The Internal Rate of Return was estimated to be 123%. It is an extremely promising IRR given 

the fact that this is a scalable business model that can rapidly grow if the right strategies are 

well implemented, associated to the relatively low investment (when compared to the potential 

financial return) needed to run this platform. Moreover, the low operational losses during the 

initial years contribute to a quicker recovery of income in the following years (see appendix 

W). 

10.6 ASSESSMENT OF THE PAYBACK PERIOD IN THE PROJECT’S PERSPECTIVE 

The payback period is the amount of time an investment takes to reach its breakeven point (the 

moment in time the expected cash flows equals the initial investment). For this project, the 

financial model returned a 3-year payback period.  

Considering the nature of this business model, the amount invested, and the IRR, the 

returned payback period is satisfactory. 

10.7 ASSESSMENT OF THE ECONOMIC AND FINANCIAL INDICATORS 

An analysis of the economic indicators and financial ratios was carried out to provide a deeper 

picture of the financial performance of the project. This analysis can be seen in appendix W. 
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CONCLUSION 

Angola, like other emerging countries, offers extraordinary opportunities for e-commerce 

projects in a general sense. It is a country with a young population extremely inclined to 

technology. It is currently facing a deep economic crisis which saw the government turn to 

other income sources to diversify the economy, including tourism and services. Simultaneously, 

people are diving into the entrepreneurial world considering the lack of jobs in the market. The 

fact that Daily Deal platforms help end consumers enjoy cheaper products and services, and 

merchants promote their businesses, poses a great business opportunity for the market.  

Implementing a Daily Deal platform in Angola has several challenges from an intermittent 

internet coverage to a weak e-commerce legislation as previously seen. However, the 

advantages this business brings to people outweigh the less positive aspects of the market, and 

consequently encourages its investment.  

In the end consumer side of the business model, the target market size is quite extensive 

which increases the probability for a higher number of sales of e-coupons when associated with 

efficient communication and marketing strategies. On the other hand, the merchant end of the 

business model is growing at a rapid pace which increases the potential to capture a greater 

number of commercial partners to the platform. 

The initial investment in the project corresponds to 30 000 €, totally funded with owner’s 

equity, and allocated to fixed capital investment and operational expenditures.  

The financial model returned a positive Net Present Value of 316 160 €, and an Internal 

Rate of Return of 123%. The breakeven point of the project occurred after 3 years which is 

acceptable considering the nature of this business model and the amount of capital initially 

invested.  

Therefore, according to the economic and financial valuation performed, the 

implementation of a Daily Deal platform in the Angolan market is an economically and 

financially feasible investment to be made. 





57 

REFERENCES 

Ardizzone, A., & Mortara, A. (2014). Consumers' Motivations and Daily Deal 

Promotions. The Qualitative Report, 19(31), 1-15.  

Davis, C. (1999). The Rapid Emergence of Electronic Commerce in a Developing Region: The 

Case of Spanish-Speaking Latin America. Journal of Global Information Technology 

Management, 2(3), pp.25-40. 

Davis, F. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of 

Information Technology. MIS Quarterly, 13(3), 319-340. doi:10.2307/249008 

Ferrer-Gomila, J., Hinarejos, M. and Huguet-Rotger, L. (2018). A survey on electronic 

coupons. Computers & Security, 77, pp.106-127. 

Hu, M., Dang, C., & Chintagunta, P. K. (2019). Search and learning at a daily deals website. 

Marketing Science, 38(4), 609-642. 

Khan, A.G. (2016). Electronic Commerce: A Study on Benefits and Challenges in an 

Emerging Economy. 

Li, H., Shen, Q. and Bart, Y. (2017). Local Market Characteristics and Online-to-Offline 

Commerce: An Empirical Analysis of Groupon. Management Science, 64(4), pp.1860-1878. 

McLaughlin, S. (2009). The imperatives of e‐business: case study of a failed 

project. Journal of Business Strategy, 30(1), pp.40-49. 

Molla, A. and Heeks, R. (2007). Exploring E-Commerce Benefits for Businesses in a 

Developing Country. The Information Society, 23(2), pp.95-108. 

Molla, A. and Licker, P. (2005). eCommerce adoption in developing countries: a model 

and instrument. Information & Management, 42(6), pp.877-899. 

Oliveira, J. (2013). Plano de Negócios de um Lar de Idosos no Distrito de Lisboa 

(Unpublished master’s thesis). ISCTE Business School, Lisbon – Portugal.  

Reimers, I. and Xie, C. (2018). Do Coupons Expand or Cannibalize Revenue? Evidence 

from an e-Market. Management Science, 65(1), pp.286-300. 

Santos, V., Sabino, L., Morais, G. and Goncalves, C. (2017). E-Commerce: A Short History 

Follow-up on Possible Trends. International Journal of Business Administration, 8(7), p.130. 

Smith, A., Shock, J. and Beaves, R. (2019). Customer relationship management and the 

impact of e-coupons on B2C retail markets. International Journal of Business Information 

Systems, 30(2), p.203. 

 

 



58 

References from the Internet: 

• Jornal de Angola – Website:  

www.jornaldeangola.ao/ao/noticias/detalhes.php?id=394466 

• Siteware - Análise SWOT: 

www.siteware.com.br/blog/metodologias/analise-swot-cruzada/ 

• Mindtool - Porter’s Generic Strategies: 

www.mindtools.com/pages/article/newSTR_82.htm 

• Canalk – IRT Angola 

https://canalk.com/irt-em-angola/  

• Educartis – Academic and Professional Courses 

www.educartis.co.ao/tecnico-e-profissional 

• Fasttrac – Stages of the Product Life Cycle 

• www.fasttrac.org/blog/4-stages-of-the-product-life-cycle-how-it-affects-your-

marketing-strategy 

• Trading Economics – Gross Domestic Product, Unemployment Rate 

pt.tradingeconomics.com/angola/indicators 

• Banco Nacional de Angola – Consumer Price Index 

www.bna.ao/Conteudos/Temas/lista_temas.aspx?idc=951&idl=1 

• International Monetary Fund – Inflation Rate 

www.imf.org/en/Countries/AGO 

• World Bank – Gross Domestic Product Per Capita 

www.worldbank.org 

• Ministério das Finanças – Treasury Bonds 

ugd.minfin.gov.ao/PortalUGD/#!/titulos-do-tesouro/conheca-os-titulos-do-tesouro 

http://www.jornaldeangola.ao/ao/noticias/detalhes.php?id=394466
http://www.siteware.com.br/blog/metodologias/analise-swot-cruzada/
http://www.mindtools.com/pages/article/newSTR_82.htm
https://canalk.com/irt-em-angola/
http://www.educartis.co.ao/tecnico-e-profissional
http://www.fasttrac.org/blog/4-stages-of-the-product-life-cycle-how-it-affects-your-marketing-strategy
http://www.fasttrac.org/blog/4-stages-of-the-product-life-cycle-how-it-affects-your-marketing-strategy
http://www.bna.ao/Conteudos/Temas/lista_temas.aspx?idc=951&idl=1
http://www.imf.org/en/Countries/AGO
http://www.worldbank.org/


59 

• Damoradam – Market Risk Premiums 

http://pages.stern.nyu.edu/~adamodar/New_Home_Page/datafile/ctryprem.html 

http://pages.stern.nyu.edu/~adamodar/New_Home_Page/datafile/ctryprem.html




61 

APPENDIX 

Appendix A: Table with the Macro-Economic Indicators of Angola (From 2009 until 

2020) 

 

Source – Author 

 

Appendix B: Bar graph with the Variation of the Angolan GDP in US Dollars 

 

Source - Author 
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Appendix C: Line Graph with the Variation of the Angolan Unemployment Rate 

 

Source – Author 

 

Appendix D: Line Graph with the Variation of the Angolan Consumer Price Index 

 

Source – Author 
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Appendix E: Line Graph with the Variation of the Angolan Inflation Rate 

 

Source – Author 

 

Appendix F: Average Prices from 1 Restaurant and 1 Bar in Luanda, Angola 
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Appendix G: Prices from a SPA in Luanda, Angola 

 

Source: www.luanda.epic.sanahotels.com 
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Appendix H: Average Prices from Hotels in Luanda, Angola 
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Appendix I: Prices from Different Professional Courses in Luanda, Angola in local 

currency 
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Appendix J: Acquisition Price for a “.Com” Domain 

 

 

Appendix K: Prices of Hosting and Website Security Service Essentials (Bluehost.com) 

 

The hosting service price starts at 5.45 USD (4,52€) per month and they only allow a 36-month 

plan at this rate. Along with this service it is always good practice to have a website security 

essential which is a standard technology for keeping internet connections secure and prevent 

attacks from hackers and viruses. This essential has a cost 2.99 USD (2,48€) per month.  
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Appendix L: Pre-Made Themes Prices (Themeforest.net) 
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Appendix M: Laptop Prices in NCR Angola 
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Appendix N: Printer and Scanner Prices in NCR Angola 

 

 

 

Appendix O: Monthly Internet Service Cost from ZAP FIBRA (20 Megabytes Speed) 
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Appendix P: Microsoft Office Pack Price 

 

Appendix Q: Income Selection Based on the Republic Diary and Calculation of Net 

Income in Local Currency (Source: Republic Diary November 28th, 2018) 

 
 

The salary for each worker was based on the income categories for a bachelor’s degree 

(highlighted in yellow). 
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Appendix R: Income Tax Table with The Different Salary Echelons 

 
 

Appendix S: Net Income Calculation Based on The National Tax Income and Current 

Social Security Tax (Source: inss.gv.ao) 

 
The net income was calculated based on the subtraction of the social security tax and 

income tax from the applicable gross income: 

𝑁𝑒𝑡 𝐼𝑛𝑐𝑜𝑚𝑒 = 𝐺𝑟𝑜𝑠𝑠 𝐼𝑛𝑐𝑜𝑚𝑒 (𝐺𝐼) −  𝑆𝑜𝑐𝑖𝑎𝑙 𝑆𝑒𝑐𝑢𝑟𝑖𝑡𝑦 (𝑆𝑆) − 𝐼𝑛𝑐𝑜𝑚𝑒 𝑇𝑎𝑥 (𝐼𝑇) 

Where: 

𝐼𝑛𝑐𝑜𝑚𝑒 𝑇𝑎𝑥 = 𝑃𝑎𝑟𝑐𝑒𝑙𝑎 𝐹𝑖𝑥𝑎 + (𝐺𝐼 − 𝑆𝑆 − 𝐸𝑥𝑐𝑒𝑠𝑠𝑜) ∗ 𝐼𝑛𝑐𝑜𝑚𝑒 𝑇𝑎𝑥 𝑅𝑎𝑡𝑒(𝑇𝑎𝑥𝑎)  
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Appendix T: Office Furniture Invoice in Local Currency 

 

The company will buy essential furniture for the office: 

• 3 Desks. 

• 1 Conference table. 

• 17 Chairs. 

• 1 Cabinet. 
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Appendix U: Office Materials Invoice in Local Currency 

 

The company will buy essential office supplies namely: 

• Pen. 

• Markers. 

• Pencils. 

• Sharpeners. 

• Erasers. 

• Paper Clips. 

• Hole Puncher. 

• Staplers. 

• Stapler Remover. 
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• Envelopes. 

• Scissors. 

• Sticky Notes. 
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Appendix V: Microwave and Coffee Machine Prices in Local Currency 
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Appendix W: Presentation and Analysis of Relevant Financial Tables from the Financial 

Plan Elaborated 

General Assumptions 
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Sales Forecast 

 

 

The sales forecast was evaluated by assuming that each customer successfully captured will 

buy one e-coupon per year. The quantity of e-coupons sold was based on the percentages of the 

target market the company expects to convert, and the size of the target market that has a yearly 

growth of 3.4%. The price for each e-coupon was calculated through the average price of each 

product and service offered in the platform (Weighted Average Unitary Gross Price), while the 

Daily Deal platform’s revenue is the commission (%) charged on each e-coupon sale (Daily 

Deal’s Share over the Unitary Price with Discounts).   

Another relevant fact important to mention is the remarkable revenue growth from year 2 

onwards, instigated by a higher commission share per sale, larger target public, and the inflation 

rate.  
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External Services and Supplies 

 

 

The investment year is the only one with expenditures devoted to the construction and 

development of the platform. After that, the platform will be surveilled and maintained by an 

internal team. The company will operate only 8 months during this year considering all the 

necessary steps needed to take before launch.  

The steady growth of expenses along the years is tied to inflation and a stronger investment 

in marketing activities.  

 

Expenses with Staff 

 

 

The objective of the company is to negotiate a fixed salary with workers along the years 

assuming the market keeps its macro-economic conditions minimally steady. Social security 

expenditure is in consonance with current prevailing laws. 
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Working Capital 

 

 

Working capital during year 0 is negative (- 435,56 €) meaning that the company has more 

current expenses than current earnings. This shortage will be covered by the initial amount 

invested in the company.  

However, working capital is readily recovered in year 1 mainly because of a reduction in 

expenses in external services and supplies, and an increase in sales. This trend is repeated in 

the following years. 
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Net Income  

 

 

The net income for the investment year is negative considering that it will be a new service in 

the market, people will still be learning about it, and consequently not enough revenue will be 

generated from sales.  

During year 1, there is a slight improvement on results as sales go up. Besides, it is 

important to mention that no corporate income tax is paid in the first two years because of the 

negative results of the period. 
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Cash Flow 

 

 

The negative exploration cash flow in the first two years suggest precisely the same as the net 

income table where the project is still picking its customers, gaining market confidence, and 

expanding its merchants’ network.  

The almost exponential positive cash flows registered in the following years clearly show 

the scalable feature of this business model. 

Moreover, the amount of free cash flow from year 2, will allow the company to reinvest 

the money in different parts of the business where needed, and distribute dividends when 

applicable.  
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Balance Sheet 
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Business Ratios 

 

 

These ratios provide further insight on the project’s feasibility in different perspectives. 

The economic indicators, such as the Net Return on Sales, is in consonance with the net 

income and cash flow from the first twos years of operation. It is negative because of the low 

number of sales and higher level of expenditures, but steadily recovers in the next years and 

becomes quite attractive in terms of financial efficiency for the company.   

Return on Investment (ROI) has its highest value in year 2 (85%) suggesting it is the point 

where the company will experience its best phase during the growth of the business. This 

indicator starts falling out considering that it will be more challenging to capture new end 

consumers and merchants at the rapid pace of the previous years. 
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Weighted Average Cost of Capital (WACC) 

 

 

 

Financial Valuation 

 

 

The free cash flow to firm in further years was calculated in perpetuity with a 0-growth rate. 

The NPV turned out positive with a high numerical value meaning that it is an extremely 

attractive business to invest with a satisfactory return. Furthermore, the 123% Internal Rate of 

Return which is greater than the cost of capital, reinforces this fact.  

The payback period is also encouraging considering the revenue stream generated by this 

business model.  
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Appendix X: Surveys 

 

Source: Author 

 

Figure 3-1: Survey with consumers – Preferences on Services and Products 

 

 

Figure 3-2: Survey with consumers - Consumers’ confidence in purchasing from local digital platforms and 

websites. 

  

166

63

28
12

133
154

234

41

0

50

100

150

200

250

Consumer Preferences on Services and Products 
Offered in the Platform



88 

 

 

Figure 3-3: Survey with consumers 

 

Figure 3-4: Survey with consumers - Respondents’ social class. 

 

Figure 3-5: Survey with merchants - Merchants who have heard about Daily Deal platforms. 
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Figure 3-6: Survey with merchants. Merchants who have searched for Daily Deal platforms in the market 

 

Figure 3-7: Survey with merchants - Reasons merchants never tried to join a Daily Deal platform 

 

Figure 3-8: Survey with merchants - Likelihood merchants will join a Daily Deal platform 
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Figure 3-9: Survey with merchants – Discount percentages that merchants are willing to offer 

 

Figure 3-10: Survey with merchants – Business sectors that answered the survey 

 

 

 

 

 

 

 

 

 

 

 

 

 



91 

Appendix Y: Other Tables and Figures 

 

Table a: The imperatives of e-business: case study of a failed project. 

E-Business Imperatives 

1. Ensure that e-Business Strategy is an integral part of overall business strategy 

2. Understand and continually monitor external environment for opportunities and threats 

(SWOT/STEEPLE analysis) 

3. Ensure e-Business Strategy supports the core competencies and any competitive 

advantages that may exist within the business 

4. Identify a suitable change agent who will be accountable and responsible for driving the 

change 

5. Recognize the need for infrastructure and training investment at all stages of the change 

6. Ensure that the nature of the change is communicated, and the benefits are understood 

7. Identify the stakeholders and the impact the change will have on them (Power/Matrix) 

8. Identify impact on all parties. Monitor and proactively manage the main resistors to 

change (people, design, organization, power, and process) 

9. Install a sense of urgency by aggressively leading from the top, and executing 

throughout the organization as a team 

10. Consider the option of a strategic (internal/external) alliance in helping to achieve the 

e-Business solution 

Source: Mclaughlin (2009)  
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Table b: SWOT Analysis: A – Writing squad; B – Design squad;  C – IT squad; D – Sales squad; E – Strategy 

squad; F – Young staff members; G – Second Daily Deal platform in the market; H – Discounts; I – Advertises 

merchants’ businesses; J – First experience selling the product; K – Inexperienced leader/manager; L – 

Inexperienced staff members; M – Small team; N – Weak incentives; O – Weak IT investment; P – Low bargain 

power with merchants to offer greater discounts; Q – Weak budget; R – Missing expertise. 

  Strengths Weaknesses TOTAL 
 

 A B C D E F G H I J K L M N O P Q R  

Opportunities 

Niche 

Market 
4 5 5 5 5 3 1 5 1 5 4 4 1 1 5 5 5 5 69 

Descontos 

Angola 
1 1 1 1 5 1 5 1 1 5 3 1 1 1 1 4 1 1 35 

Unexplored 

Market 
3 3 3 5 5 1 5 4 4 4 2 2 3 3 4 5 5 3 64 

Savers 1 1 1 5 4 1 5 5 1 1 1 1 1 1 1 5 1 1 37 

E-

commerce 

Trend 

1 1 1 1 5 1 5 5 5 3 1 3 1 1 5 1 5 5 50 

Rising 

Internet 

Usage 

1 1 1 1 5 1 1 1 5 1 1 1 1 1 1 1 1 1 26 

Smartphone 

Factory 
1 1 1 1 5 1 1 1 1 1 1 1 1 1 1 1 1 1 22 

Threats 

Economic 

Crisis 
1 1 1 1 5 1 1 1 1 1 5 1 1 5 1 5 5 1 38 

Electric 

Energy 

Supply 

Volatility 

4 5 5 1 2 1 1 1 1 1 1 1 1 1 1 1 5 1 34 

Covid 19 1 1 1 1 5 1 1 1 1 1 2 1 5 1 1 1 4 1 30 

Low Trust 

When 

Shopping 

Online 

5 5 5 5 5 2 4 1 1 2 3 3 1 1 5 1 2 5 56 

Cybernetic 

Crimes 
1 1 5 1 1 1 1 1 1 5 1 5 3 1 5 1 4 1 39 

Descontos 

Angola 
1 1 1 5 5 1 5 5 5 5 3 3 5 5 5 5 5 4 69 

Network 

Stability 
5 2 5 1 2 1 1 1 3 5 1 1 1 1 5 1 4 1 41 

 TOTAL 6 3 10 4 9 1 9 11 5 0 3 2 8 6 5 7 10 3  

 

This SWOT Analysis considered 9 strengths, 9 weaknesses, 7 opportunities, and 7 threats. It 

used a scale from 1 to 5 where 1 represents the weakest relationship between opportunity/threat 

and strength/weakness, and 5 represents the strongest relationship among them. The column 

with the total resulted from the sum of each opportunity/threat – strength/weakness relationship 

in each row, while the row with the total resulted from the difference between the sum of the 
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strength – opportunity relationship and the strength – threat relationship, and the difference 

between the sum of the weakness – opportunity relationship and the weakness – threat 

relationship. 

 

 

Source: fasttrac.org 

 

Figure a: Stages of Product Life Cycle. 

 

Table c: Minimum Stipulated Income for Each Category and per Function (Source: Author, based on the 

Republic Diary from November 2019) 

Role 

Gross 

Income Net Income (GI - SS - IT) 

General Manager 493,26 € 397,58 € 

Writer/Communication 

Technician 308,29 € 251,35 € 

Salesman 308,29 € 251,35 € 

Accountant  308,29 € 251,35 € 

Computer Scientist/Engineer 308,29 € 251,35 € 

Designer  308,29 € 251,35 € 

Marketeer 308,29 € 251,35 € 

 

This table shows the predicted gross income (GI) for each worker and the net income 

including discounts from social security (SS), 3%, and income tax (IT) which varies 

according to the salary. 

For further explanation on the calculation of the net income please refer to appendix Q, R and 

S.  
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Source: Author 

 

Figure b: Value proposition summary. Reasons for the emergence of e-commerce. Daily deal platform with 

2 ends (merchant and consumer). Motivations of merchants and consumers. Challenges and risks to implement 

Daily Deal platforms. 
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