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UNIVERSITAT KOBLENZ-LANDAU

Abstract

Institute for Management
Master of Science

Willingness To Pay And Willingness To Accept On A Two-Sided Platform -
The Use Case Of DoBeeDo

by Abed Naseri Douraki

It is widely known that especially for technology-based start-ups, entrepreneurs need to
set up the boundaries of the business and define the product/service to offer in order to
minimize the risk of failure. The goal of this thesis is to not only emphasize the im-
portance of the business model development and evaluation but also show an example
customer validation process for an emerging start-up named DoBeeDo, which is a mobile
app operating on a two-sided market. During the process of customer validation a survey
has been conducted to evaluate the interest of the target groups as well as the fit of their
expectations using the Willingness to Pay and Willingness to Accept measures. The pa-
per includes an analysis and evaluation of the gathered results and assesses whether the
execution of the Customer Development Model can be continued.
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Chapter 1

Introduction

1.1 Problem De nition / Motivation

As emerging technologies are characterised by their unpredictability, the process of de-
veloping a technology-based rm entails a great level of uncertainty (Aldrich and Fiol,
1994). In conclusion, developing a technology-based rm is much more risky than the
traditional one. Startups in this sector not only have to build the nal product and develop
an organizational and nancial architecture, they also have to pay attention to factors
like the innovation speed, customers' behaviours, competition threat, governmental reg-
ulations, suppliers, investors, as well as many other environmental factors (Goktan and
Miles, 2011; Mulders and Broek, 2012). business models are expected to increase en-
trepreneurs' chances of success by helping them to make more informed decisions by
describing all essential features regarding the product, operations, and the structure of the
new venture. Due to this, business models (BMs) and their evaluation are an especially
important step in the creation of a technology-based startup as they can verify the product
or service t. The creation and use of BMs for startups are explained in detail in section
1.2.

In this master thesis we want to explore parts of the Business Model creation on the
example of DoBeeDo. DoBeeDo is a location based app which is meant for getting help
for daily small tasks. It is introduced in greater detail in section 1.3. The appropriate
measures for creating a business model were already used by the team and an overall
strategy approved by the founders. However since the rm is operating on a two-sided
market it is even more important to attract and satisfy a suf cient number of users in
both user groups. The rst steps of verifying the product have already been executed
by the founders themselves, in executing surveys to show the demand for a rst draft of
the idea in both user groups. In the course of this master thesis we want to answer the
two following questions of the Customer Validation stage of the Customer Development
Model (CDM). These will help us evaluate whether the business model is feasible and
selected target customers are appropriate.

1. Are the user groups likely to use the service based on example scenarios?
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2. What is the Willingness to pay and the Willingness to accept for the given service
respectively?

3. Is there a suf cient amount of potential transactions created based on these mea-
surements?

4. Which factors can we identify in uencing these measurements?

5. Are there amendments to the Business Model that should be made or considered?

If the validation stage of the CDM is successful, the launch of DoBeeDo can be ex-
ecuted. As these questions are generally applicable to a number of startups and new
business ideas on a two-sided market, a similar approach can be taken to verify them as
Is introduced in the following chapters.

1.2 Business Model Design for Startups

In the recent years, the interest in the idea of Business Models (BM) have exponentially
increased, drawing in attention of many business owners, managers and academics. (Zott,
Amit, and Massa, 2011) Even though some companies and organisations have applied
creative BMs in the history of business, it is only in the last few years that the scale
and pace of creative BMs are reconstructing industries and obliquely, civil society, has
attracted the attention of scientists and experts. (Osterwalder and Pigneur, 2010)

According to several recent scholars which were reviewed by (Zott, Amit, and Massa,
2011) the BM is a ‘system level concept, centered on activities and focusing on value'
(p. 1037). The BM answers the following questions: (i) Who are the customers? (i)
what is the value that we are going to deliver to the customer? (iii) how do we make
revenue? (iv) and what is the business logic that explains, how we can deliver the value
to our customers with a suitable price? (Bijker, Hughes, and Pinch, 1987) A variety of
tools and models has been created to aid in developing a BM. One of these is the Busi-
ness Model Generation Canvas (BMC), proposed by Osterwalder and Pigneur, 2010 and
Osterwalder, Pigneur, and Tucci, 2005. It is represented by a graphical schema consist-
ing of nine building blocks: 1) customer segments, 2) value proposition, 3) channels, 4)
customer relationships, 5) revenue streams, 6) key resources, 7) key activities, 8) key part-
nerships, and 9) cost structure. It represents not only the objects but also concepts and
their relationships, as well as expressing the logic underlying the business. According to
(Hulme, 2011), the use of canvas is essential for the learning cycle of a start-up. Indeed it
has been of great popularity among entrepreneurs.

Another important tool in creating a Business Model is the Customer Development
Model (CDM) developed by (Blank, 2006). Many starups use the BMC but follow a lin-
ear progression from idea to product development, which does not guarantee customer
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FIGURE 1.1: Customer Development Model (Source: Blank, 2006
[Modi ed])

acceptance. In fact market orientation has a close relationship with rm success (Zhang
and Duan, 2010). In conclusion, the lack of a process for discovering their markets,
identifying their customers, and validating their assumptions is one of the most prevalent
reasons for failure among start-ups. To overcome these aws the CDM introduces a 4
step process that is shown in 1.1. . “Customer discovery” focuses on understanding cus-
tomer problems and needs, it also shows whether there is a real market for the product/
service. The “Customer validation” step focuses on verifying the existence of customers,
the perceived value of the product and the appropriateness of pricing and channel strate-
gies. After the product launch “customer creation” takes place, that is to create and derive
end user demand, based on the success of early sales. Lastly “company building” encom-
passes the journey from informal learning to formal departments exploiting the company's
early market success (Blank, 2006).

1.3 DoBeeDo

DoBeeDo is a location based app which is meant for getting help for small daily tasks. The
app connects two customer groups, households on one side as task creators and students
on the other side as task doers. Households that are more busy and usually earn more
money can ask for help in the app for small things like helping with garden, walking the
dog or grocery shopping. Students can then request to do these tasks according to their
availability and schedule to earn some extra money. For every successfully executed task,
a commission fee will be going to DoBeeDo, this is considered the main income stream
for this business.

The rst version of DoBeeDo was released on 1st of October 2018. Starting with
only one customer group, that were students of university of Koblenz. The released app
was supposed to be the test version of the current business idea, and to be updated and
upgraded regularly. This version did not include payments but instead uses a point based
system for simpli cation of processes and to make testing easier and less risky, in terms
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of government laws related to online banking. This means, students would get 50 points
on sign up so that they could then immediately post their rst task, asking for any kind of
help, whether related to studies or e.g. borrowing a hammer. They could earn more points
either by helping someone or inviting friends to the network.

The app had a good start and attracted the rst 100 users within the rst weeks, but
then it observed a decrease in sign-ups and in the amount of tasks being performed. This
was mainly caused by the points system, because users weren't motivated enough by
getting only points that had no external value to them. We observed that still some users
were posting tasks (asking for help), but their task was left open.

This caused the founders to rethink the idea and make a pivot in the business model.
Which as a result, real money was added and a new target customer, households. This
still has to be implemented in the app. The development of new features is stopped to rst
do a business validation, which is the goal of this master thesis.

The current version of the app exists for both iOS and Android devices and is freely
available in both the Apple's App Store and Google's Play Store to download. Both apps
were build native (using Swift programming language for the iOS version and Kotlin for
Android) to ensure the high performance and best user experience for the users. The
Back-end of DoBeeDo is developed using NodeJS which is programmed in Javascript.
There all the logic of a platform or website happens such as registration, log in, posting a
task, uploading photo etc.



Chapter 2

Conceptual Background

2.1 Mobile Apps and Mobile App Market Growth

Over the last few years, there has been enormous increase in the use of mobile devices.
This increase has caused a huge development of softwares for these mobile devices, that
are called mobile applications. (Nagappan and Shihab, 2016) Mobile applications are
installed on small mobile devices that are transportable, easy to use and accessible from
anywhere. They are a software that when installed on the mobile device and used, per-
form a certain task. Mobile application is a fast growing sector of the Information and
communication Technology. (Islam, Islam, and Mazumder, 2010)

Most cellphone producers release their devices with preinstalled apps such as message
app, phone/call app, email app etc., which are considered important for the usage of
cellphones. The limits from the already installed apps and or lack of special features, led
to the development of thousands of apps by developers to satisfy the users needs. That is
why in the recent years, we are seeing an enormous growth in the demand of smartphones
and mobile applications:The Mobile Application Markét

In fact, current studies about app markets suggests that the most popular app markets,
l.e. Apple's App Store (iI0S platform) and Google's Play Store (Android platform), each
have beyond 1.5 million appsN(mber of apps available in leading app stores as of 3rd
quarter 2019 These mobile markets have introduced some categories for apps, so that
it's easier for both the developers to reach their target users and on the other hand, easy
for users to nd the app they want in their favorite category. These categories, in the
Apple's App Store as an example, can be found in Figure 2.1. With a growing number
of mobile devises as well as a growing adoption of newer devices such as Tablets the
global mobile application market is expected to rise to $311,249 million by 2023 (
bile Application Market by Marketplace ( Google Play Store and Apple App. Store) and
App Category ( Gaming, Entertainment & Music, Health & Fitness, Travel & Hospitality,
Retail & E-Commerce and Education & Learning) - Global Opportunity Analysis and In-
dustry Forecast, 2016 - 202.3As mobile apps are mostly light-weight and economically
viable solution for not only entertainment purposes but also for business and other pro-
ductivity use, more and more publishers including the mainstream software companies
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FIGURE 2.1: Most popular categories of apps on the Apple's App
Store (Source: Statistd/Ipst popular Apple App Store categories in
September 2018, by share of available gdModi ed])
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are expected to enter the mark®tabile Application Market by Marketplace ( Google
Play Store and Apple App. Store) and App Category ( Gaming, Entertainment & Music,
Health & Fitness, Travel & Hospitality, Retail & E-Commerce and Education & Learn-
ing) - Global Opportunity Analysis and Industry Forecast, 2016 - 20B8sulting in an
increase in the mobile business categories.

2.2 Two Sided Markets

With the growth of internet, two-sided or multi-sided markets (Platforms) have increased
rapidly. This has caused new business models to appear in online markets in order to mon-
etise innovative value propositions (Muzellec, Ronteau, and Lambkin, 2015). A two-sided
platform is a platform which usually connects two (or more) distinct groups (markets) to
each other. They satisfy the need of two distinct customer groups who need each other
in some way (Evans, 2003). Generally speaking, a two-sided platform is one in which
two (or more) groups of customers interact through an intermediary or platform, and the
decisions of each groups of customers affects the outcomes of the other group through
indirect network effects. Demand for a product is characterized by an indirect network
effect when consumers' willingness to pay depends on the number of consumers (or the
guantity bought) of another product (Filistrucchi, 2010). The occuring network effects are
called externalities, since the buyers of the two products do not internalise these effects,
other than the platform owner. This makes a two-sided market different from the case of
a market for complementary products (Rochet and Tirole, 2003). A popular example is
the case of a video game system as a two sided platform, for example XBox, the platform
is the console producer - Microsoft - while the two groups of customers are consumers
(video gamers) and the game developers (Rysman, 2009). Another example is the app
market that we have previously talked about in chapter 2.1. A graphical representation of
how the app market constitutes a two-sided market can be found in gure 2.2.

Two-sided markets can be distinguished into two-sided transaction and non-transaction
markets. Two-sided non-transaction markets are characterised by the absence of a trans-
action between the two sides of the market, so that a per-transaction fee is not possible.
Even though an interaction between the two sides is possible, it is usually not observable.
Two-sided transaction markets are characterised by the presence and observability of a
transaction between the two groups of platform users (Damme et al., 2010). In terms
of the business model this means that the platform is not only able to charge a price for
joining the platform but also one for using it. While Two-sided and non transaction mar-
kets are in uenced by membership externalities, transaction markets are also in uenced
by usage externalities (Rochet and Tirole, 2003). Since the value of joining the platform
depends on the number (or demand) of customers of the other user group, the bene t of
using the platform similarly depends on the demand for usage by the other side.
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FIGURE 2.2: The players in a two-sided market (Source: Van Al-
styne and Parker (2016) [modi ed])

Therefore we can say that even though multi-sided markets open new business op-
portunities, they are not free of problems. The main problem of a multi-sided platform
Is getting critical mass of users on all sides in order to succeed. Getting enough users is
a necessary condition for a multi-sided platform for success (Ondrus, Gannamaneni, and
Lyytinen, 2015). Based on (Evans and Schmalensee, 2010), success or failure of a multi-
sided platform particularly depends on both the value that the platform offers to its users
and the initial key decisions that the founders make in the beginning in order to pass the
critical mass frontier by initial adoptions. The multi-sided platforms have the chicken-
egg problem. For instance, there would be no demand for payment cards by buyers if
they could not use the cards anywhere and also no demand from retailers for the cards if
no one use them. which comes rst, the retailer or the buyer (Evans and Schmalensee,
1999)? Additionally, the larger the network is, the better are the matches between supply
and demand and the richer is the data that can be used to nd matches (Van Alstyne and
Parker, 2016). A greater scale results in more value, which attracts more participants,
which in return again create more value and so on.
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2.3 Willingness to Pay (WTP) and Willingness to Accept (WTA)

A typical setting to observe Willingness to Pay and Willingness to Accept is an experi-
ment in which a participant is given a good like a coffee mug. Then he is asked for a
price he/she would sell the good. This is his willingness to accept (WTA), compensation
demanded or willingness to sell. Another participant is not given the good and instead
asked how much he would pay for one. This is his willingness to pay (WTP) (Horowitz
and McConnell, 2003) or the reservation price (Carmon and D., 2000). The price that
consumers are willing to pay is in uenced by the value the product or service has to the
consumer and the effort necessary to acquire the product. The value of an offer is the rst
thing that is evaluated by a consumer in his decision to purchase an item (Monroe, 1990).
The assessment of a products value depends both on the perceived bene ts of the product
compared to the sacri ces made and the perceived attractiveness of the price relative to
reference prices. Reference prices may be in uenced by prices previously encountered
(e.g., Bitta, Albert, and Monroe (1974)) or comparative price advertisements (e.g., Blair
and Landon (1981), Bitta et al. (1981)). For a good with a value that is small relative to
income, WTP and WTA should be very close (Willig, 1976). However, numerous em-
pirical studies, including many laboratory experiments have found a divergence in this
values. There have been a number of theoretical explanations for why an individual's
WTP differs from his/her WTA. One of the most popular ones involves modi cation of
standard utility theory, claiming that the value of a loss is different from the value of a
gain, even if loss or gain is small in comparison to income. This theory was formulated
by Kahneman and Tversky (Kahneman and Tversky, 1979) in the context of loss aver-
sion and by Thaler (Thaler, 1980) as the endowment effect. Another explanation has been
made by Hanemann (Hanemann, 1991), who is considering unique non-market goods, for
which substitutes are not readily available. He claims that if there is no market substitute
for a good, it is not possible to compensate for its removal which result in an in nitely
high WTA. On the other hand, if there is a low-cost market good that is a perfect substi-
tute, there is no divergence between WTA and WTP. Shogren et al (Shogren et al., 1994)
present experimental results that support the substitution effect while refuting the endow-
ment effect and Kolstad and Guzman are able to reproduce previous experiment results
under the premise that the item in question is a market good where the main uncertainty
regards its market price. With repeated trials participants are obtaining information on
what the group views the market price as being. And after repeated trials, the uncertainty
and divergence is largely eliminated. Is the dif culty of obtaining information increased

is the divergence of WTA und WTP also increasing.

For this thesis the results of previously conducted research regarding Willingness to
Pay and Willingness to Accept show that the results of our analysis can only be seen
as an indication of successful matching of consumer groups. WTA is mostly higher in
experimental settings than WTP but the observed gap is decreased as consumers gain a



10 Chapter 2. Conceptual Background

better understanding about the value of goods.
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Chapter 3

Method

3.1 Research Approach

At the beginning of each research process a researcher has to choose which methodolo-
gies to apply to reach the objectives. The different methodologies are typically split into
gualitative and quantitative research methods. Similarly a research can be approached in a
gualitative, quantitative and mixed approach. The difference in both approaches lies with
the how data is treated and handled analytically. The purpose of qualitative approach is
based on 'researcher immersion in the phenomenon to be studied, gathering data which
provide a detailed description of events, situations and interaction between people and
things' (Carson et al., 2001). Qualitative research is often building theories through inter-
pretation, but rarely testing them.

Quantitative research lies emphasize on transforming data to numbers, quantities and
statistical models for the purpose of measurement and analysis. In business research,
guantitative methodologies often measure consumer behaviour, knowledge, opinions or
attitudes. Surveys are considered a dominant tool of quantitative researchers (Cooper and
Schindler, 2008).

The selected approach for this thesis will be the quantitative one. We chose this, since
the goal of this thesis is to quantify a valuation of the product for students and households
and to make a prediction of the success of the product.

3.2 Data Collection Method

To get accurate and useful data, one should carefully choose a tting data collection
method. The selected method determines how data is collected. Possible methods of data
collection are e.g. interviews, questionnaires, documentations, observations, standardized
tests and archival records (Tashakkori and Teddlie, 2003). Data from these sources can
be categorized in two different classes: primary and secondary (Sekaran, 1992). Primary
data is collected by the researcher himself through direct observations, surveys and in-
terviews while secondary is externally acquired. Secondary data always brings along the
issue of reliability.
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Moreover another classi cation can be done into monitoring or communication pro-
cesses (Cooper and Schindler, 2008). Monitoring describes the processes of observing
and documenting the activities of a subject, without the researcher attempting to elicit
responses from anyone. Communication studies on the other hand involves the researcher
guestioning and collecting subjects' responses through personal or impersonal means.

For this master thesis, a communication process is used by conducting a survey. Nat-
urally since this is the only collected data to answer our research goals, only primary data
Is used.

3.3 Sample Selection

There exist two types of sampling approaches (Tansey, 2007). One is non-probability
sampling where, there is little attempt to generate a representative sample. The sample
population is selected in a non-systematic process (El 11 and Negida, 2017). These type
of sampling is mostly used in qualitative research (Patton, 1990). The other sampling
method is probability sampling where all subjects in the target population have equal
chances to be selected in the sample. This does permit statistical inferences to be made
(Sandelowski, 2000).

In this master thesis we orient ourselves towards the simple random sampling i.e. the
probability sampling. Meaning that participants from the customer groups will be selected
as randomly as possible. Since DoBeeDo is based in Koblenz and the rst target group
is households and students in Koblenz, we will randomly select potential participants for
the household group in Koblenz city center and for the student group on the university
campus. We have decided to personally select instead of distributing the survey online, to
eliminate any biases from people who volunteer to do the survey.

To de ne the target groups in greater detail, we established certain requirements. To
be an eligible participant of the student group, he/she must be matriculated as a full-time
student, while as an eligible participant of the household group, he/she must be a full-
time employee, self-employed or unemployed. We aim to reach at least 100 participants
in total.

3.4 Survey Design

The rst step in creating a survey is to choose a communication approach. The three most
popular types of approaches are (De Leeuw, 2005):

The Self-Administered Survey
The Telephone or Web Survey

The Survey via Personal Interviews
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Personal Interviews Telephone Self-administered

+ Interviewers may moz + high coverage + Respondents see the

tivate respondents. questions

+ Interviewers provide + lower cost than per; + often lowest cost

additional instruction sonal

or explanations

+ variety of measurer + reduced interviewer + high coverage

ments bias

+ CAPIl usable + CATI usable perceived as most
anonymous

- presence of the inter-- lower response rate- can have low re-

viewer can in uence re4{ than personal sponses

sponses

- Respondents do not- Respondents do not- often returns are more

see the questions see the questions extreme leading to
skewing

- More limited partici- | - no visual cues - cannot be too complex

pants

- high cost - interview length lim-| - no additional explanar

ited tion possible

TaBLE 3.1: Advantages and Disadvantages of Survey Methods
(Source: Alasuutari, Bickman, and Brannen (2008) [own presenta-
tion])

A selection of each methods advantages and disadvantages can be found in table 3.1
. The type of survey should be chosen based on which advantages and disadvantages are
most tting to the research goal. Furthermore a hybrid model may also be chosen. What
should be taken further into consideration are the different sources of errors that can stem
from the interviewer or participant. Among these are e.g.

the wording of a question affecting the participant

the sheer presence of on interviewer

matters interviewees are unable or unwilling to talk about
things people see through distorting lenses

interviewer variability

and many more (e.g. Edwards et al., 1994,Becker and Geer, 1957 or Fowler and
Mangione, 1990).

For this master thesis we chose to go with a hybrid model of personal interviews and
self-administered study. Due to the fact that we personally choose the participants, it al-
lows us to pre-screen them if they t the mentioned criteria, like in personal interviews.
Furthermore interviewers can answer questions about the understanding of the survey
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if necessary and this method ensures a greater participation rate. Still we are aware of
the possibility of inappropriate in uencing behaviour and physical presence bias occur-
ring. To minimize these risks, the participants should be provided with the questionnaires
themselves and Il them independently. They should not feel observed by the interviewer
when lling the questions.

As a next step we have to choose which variables we want to observe. Of course, like
it has been already mentioned we want to nd out if users of both target groups would
choose to use the service of DoBeeDo and for which price, WTP or WTA respectively.
Furthermore we want to evaluate if there is a relationship between some personal aspects
of the participant and the willingness to use the service and the price point. For the
household group we want to interrogate the age, employment status (i.e. unemployed,
employed or self-employed) and the number of persons in their household. The number
of persons in their households is asked so that we can see if there is any relation between
the number of members and refusal to use the service. Lastly, for the student group we
would like to gain information about the degree they are studying for (i.e. Bachelor,
Master or PhD) and whether they are currently working in a student job.

In the next steps, the appropriate measurements for the variables has to be chosen.
Two of the most popular measurements to do this are open-ended questions and close-
ended questions. Open-ended questions do not provide prede ned answers to the ques-
tion. Close-ended questions do provide a certain number of possible answers for the par-
ticipant to choose from. In quantitative research mostly close-ended questions are used,
which is also the type of question we have chosen (Reja et al., 2003). Additionally, often
scales are used to allow for the capturing of interval data. To capture participants age we
chose a numerical question, as well as for the number of people in the household. For
employment status and degree we use multiple-choice, single-response-questions and for
asking if students are working part-time we use a simple category question. Next, we
designed 5 different scenarios for which the participant could use Dobeedo. Each of them
is explained in a short text. The participant has to choose one of the scenarios that is most
applicable for him/her. This is again marked with a numerical question. After choosing
the Scenario, the participant has to give a price, he/she would be willing to pay/willing to
accept for the execution of the work. Again this will be done through a numerical ques-
tion. As the last question we want to ask how stressed participant in the household group
are. Since we want to measure the attitude or emotions of the participant this is most often
evaluated using scaling (Maranell, 2007). For this we use a numerical scale.

This leads to the following personal information questions for the household group:

1. Please enter your age in years:

2. Please enter your gender:
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Male
Female
Diverse

not speci ed
3. Please enter your status of employment:

employed
unemployed
self-employed

other

4. Please enter the number of persons in your household:

And the last question:

6. How stressed are you in your personal life?

notstressed 1 2 3 4 5 6 7 verystressed
As well as the following personal information questions for the student group:

1. Please enter your age in years:

2. Please enter your gender:

Male
Female
Diverse

not speci ed
3. What degree are you currently studying for?

Bachelor degree
Master degree
PhD

other
4. Are you currently working in part-time job next to your studies?:

Yes
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No

Next we describe the 5 scenarios with the following questions for the household group
and the student group for each scenario:
Households:

5. Can you imagine yourself to be in a similar situation like person A in the scenario
described above?

6. Do you want to use the described service?

Students:

5. Can you imagine yourself to be in a similar situation like person B in the scenario
described above?

Scenarios have been written to be detailed in the task that needs to be done, so both
groups have an identical understanding of the situation and can evaluate it correctly. At
the same time situations are chosen that can possibly apply to a large group of people.
Furthermore, it was important to keep every scenario as short as possible to not loose the
engagement of the participant.

1. Person A has a 40 Sg m garden area (shown in Figure 3.1) in front of their house.
Since Person A is going on a 4 day trip, and there is no one to water his/her plants,
he/she would like to use a new service to hire a student (person B) from University
of Koblenz-Landau to do this task. Because the trip is short, the task of watering
should be done only once (and not for example 3 times).

FIGURE 3.1: panzen fur den vorgarten und eingangsbereich
(Source: Plantsy(anzen fur den vorgarten und eingangsberg)ch
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2. Person A has a grocery shopping list (Represented in Figure 3.2) but cannot go to
the supermarket him/herself instead he/she wants to try a new local service in which

she/he can nd a student (person B) to go grocery shopping. Usually the shopping
trip results in 2 lled standard shopping bags.

FIGURE 3.2: | Tried Cooking Dinner All Week On A $30 Budget
(Source: Loewentheill (Tried Cooking Dinner All Week On A $30
Budge})

3. Person A has a car (shown in Figure 3.3.) and its interior should be vacuum cleaned.
But since he/she wants to spend more time with his/her family, person A wants to

instead, use a local service and hire a student (person B) to clean the interior of the
car. Person A provides the vacuum cleaner for cleaning the car.
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FIGURE 3.3: Fiat Punto 176 Servo el.Fenster (Source: ORgit (
Punto 176 Servo el.Fensr

4. Person A has a 10 year old son that needs one-time tutoring in English for an up-
coming test. Since person A is not so pro cient in English, he/she is willing to use a
new service to pay a student of Koblenz university or university of applied science

(person B) to be an English tutor for the kid.

FIGURE 3.4: A practical guide to tutoring your children yourself, at
home (Source: Hansford\ (practical guide to tutoring your children
yourself, at homp
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5. Person A has a German Shepherd named Giny. Since person A is too busy today,
he/she would like to use a service to ask a student (person B) to take Giny for longer
walk and keep her busy in return for a fee.

FIGURE 3.5: German Shepherd (Source: ctvSte(man Shephe)jl

After participants picked a scenario, they have to answer either

6. If we provide you with a student to do a similar task as in the scenario for you, how
much would you maximum be willing to pay per hour?

or

5. If we would connect you to a person that has a similar task to do, how much is the
minimum amount of money per hour for which you would do the task?

The individual questionnaires for both user groups can be found in the appendix sec-
tion.

3.5 Pilot Testing

Before a survey can be conducted pre- or pilot testing should be done to ensure that the
survey will run with the minimum possible errors caused by aws in the questionnaire
design (Teijlingen and Hundley, 2001). Goals of pilot tests include but are not limited to:
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testing comprehensibility of questions
determining variances

testing clarity of the questionnaire

identifying any dif culties in answering questions

testing eld conditions

Most methodologies used in pilot testing are either testing procedures in the eld (e.qg.
Behaviour Coding, Random Probe, Qualitative Interviews, etc.) or they are cognitive
procedures in the laboratory (e.g. Think-Aloud, Con dence Rating, Response Latency,
etc.). All methodologies have certain advantages and disadvantages and should also be
selected based on the goals of the survey and focus of the pretest. For our questionnaire
we identi ed the biggest skewing factor in incomparability of scenarios. For example if
a scenario is seen as lower effort in comparison to others it might be more often picked.
This however would just be the result of the selected scenario format and does not re ect
the actual attitude of a participant towards a category. This means, that in our pretest
we have to identify that participant evaluate the effort in doing the tasks as comparable.
With a lower priority we should also identify any issues in understanding of questions
and directions as well as general dif culties. This can easily be achieved with the help
of a ,Conventional pretest” (Presser and Blair, 1994) or ,Standard pretest" (Oksenberg,
Cannell, and Kalton, 1991), in which pilot participants receive the questionnaire under
most realistic conditions and are asked to complete it. The interviewers task is simply
to observe and report problems and abnormalities in the completion of the surveys. The
sample size is usually between 10 and 200. The methodology we chose to evaluate the
comparability of the scenarios is called Free/Dimensional Sort. In this procedure respon-
dents have to group given items either according to their own (Free Sort) or prede ned
criteria (Dimensional Sort) using given scales (Collins, 2013). For every scenario we ask
the participants to evaluate the effort and time of the task:

How high would you rate the effort required to complete the task?

veryloweffot 1 2 3 4 5 6 7 8 9 10 very high effort

How long would you say it takes to complete the task ?
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We chose 18 users in our focus groups which participated in the pilot testing. Results
of the pilot test will be discussed in chapter 4.

3.6 Data Analysis

The rst step of data analysis is data preparation which includes editing coding and data
entry (Health Statistics, 1973). These activities ensure the accuracy of data and conversion
from raw form to a form suitable for analysis. In editing, errors and omissions are detected
and if possible corrected. This can happen for example in eld editing, which means that
immediately after the interview the data should be checked for errors and the participant
called back if necessary. In central editing afterwards, errors can only be corrected if the
intention of the interviewee is obvious, otherwise data has to be marked as e.g. unknown
(Cooper and Schindler, 2008). In the coding stage answers are classi ed and given a
numerical codes for the ease of data processing (Health Statistics, 1973). The coding
stage is particularly easy for quantitative questions. In the data entry stage the data is
transferred to a medium for analysis, i.e. a database for quantitative questions. All of the
described steps will be applied in this thesis.
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Chapter 4

Evaluation And Results Of The Pilot Testing

4.1 Effects on the nal questionnaire

First we want to talk about the changes to the questionnaire that have been made after the
Pilot Testing phase. In the household group we noticed that people sometimes overlooked
the fact that the described task should only be done once (e.g. for the tutoring or dog sit-
ting scenarios). Because of this we added this information again to the corresponding text
areas so that they cannot be missed as easily. Further, some of the participant reasoned
that the gardening work can be done fast with a garden hose, others did not think that a
hose would be an option. Therefore it needs to be re-speci ed in the scenario that there is
no access to a hose for watering the plants. One time we could observe that a participant
accidentally swapped person A and person B. So for each scenario we add again who
Is person A or B in the questions. Lastly we noticed that it could be interesting to add
relationship status in the personal information section, as this could also be a determinant
of different results. So we added the following question:

What is your relationship status?
Single
In a Relationship
Married

Other

The student pretesting was done with the changes of the household group testing.
The problems that were occurring in the other group were not appearing anymore, which
leads us to believe that they were solved by the introduced measurements. Additionally
we could not notice any other problems in answering or understanding the questionnaire.
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Scenario Avg. Effort Avg. Duration Ratio
Gardening Work 3.11 47.76 0.07
Shopping 3.11 45.28 0.07
Car Cleaning 4 57.22 0.07
Tutoring 4.44 90.88 0.05
Pet Sitting 3.33 74.72 0.04

TABLE 4.1: Avg. Effort and Duration of Scenarios (Source: Own
Representation)

4.2 Evaluation of the scenario comparability

As already mentioned, the pre-test solved two purposes in our survey. The rst purpose
was to nd problems in the presentation of the questionnaire and the results were dis-
cussed in 4.1. The second purpose was to nd out if the scenarios we want to use for the
actual survey are comparable among each other. Only if this is the case we can guarantee
valid results of the later conducted survey. To nd out if the scenarios are similar, we are
going to calculate the average effort and time that participants selected. Since effort and
time are not completely independent variables but could be affecting each other we are
normalizing our values by calculating the ratio of them, i.e. effort/time. Since it is not
realistic to nd scenarios that would result in a ratio that is exactly the same, we de ned
the upper and lower bounds. Taking a scenario with a medium effort, which on our scale
from 1 to 7 would mean an effort of 3,5 the tasks were aimed to have a duration of 1 hour

10min. For our ratios this means, that they should be between 0.05 and 0.07. Table 4.1
shows the results rounded two digits after comma.

As we can see, the results of the rst four scenarios are within our de ned range.
The last scenario with a ratio of ca. 0.0446 is not within bounds. This meant that the
last scenario, which is about walking the dog needed to be reworked. The rst change
that we made in an effort to decrease the duration and therefore raise the overall ratio,
was to change from a german shepherd to a smaller dog. Figure 4.1 shows the swapped
picture. However after rerunning the pre-test with only this question we could not notice
any signi cant change in the resulting ratio.
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FIGURE 4.1: Pug Dog - Simple English Wikipedia, the free ency-
clopedia (Source: WikipediagP(ig - Simple English Wikipedia, the
free encyclopedig

As a next step we again tried to produce a decrease in duration by making textual
changes. We added to the question that person B was only responsible for an evening
walk, since it might have been a possibility that some participants understood that all
walking for a day needed to be done. Moreover, we also removed the word "longer” as an
adjective for the walk that has to be done. The resulting question was like following:

5. Person A has a Pug named Giny. Since person A is too busy this evening, he/she
would like to use a service to ask a student (person B) to take Giny for an evening
walk in return for a fee.

When the pre-testing of this version was done on 13 people it resulted in an effort of
ca. 3.17, duration of ca. 62.917 and therefore a ratio of almost exactly 0.05.

With this changes and results of the pre-test in place, we concluded our nal version
for the real survey.
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Chapter 5

Evaluation And Results Of the Final Survey

5.1 Cleaning of Data

Originally we managed to get a total of 122 answers. 53 people lled the questionnaire
in the household group and 69 people lled the questionnaire in the student group. For
the data cleaning however some answers needed to be removed from our nal evaluation
or edited. In the student group we removed 4 lled out questionnaires. These four ques-
tionnaires contained obvious fake data like an age of 1048 years. In the household group
we removed 3 lled out surveys. These three questionnaires were removed because they
were lled by someone who was still a student, and we are actively separating these two
groups. Furthermore some people added answers under 'other' even though there was
a category existing which should include the answer they gave. For these we manually
edited the received questionnaire. The cleaned up data is leaving us with 50 answers in
the household group and 65 answers in the student group which will be taken into account
for the evaluation.

5.2 Received Results

5.2.1 Personal Information

First we want to talk about the type of participants we were able to gather for our survey.

In the household group we were able to achieve a diverse spectrum of participants' age,
which goes from 23 years to 65 years old. This can be seen in gure 5.1 where also the
exact numbers of participants for each age can be found.

42.2% of the participants were male and 52.8% were female (5.2). Therefore the
gender of the participants was almost equally distributed between male and female, with
no answers from diverse.

The vast majority of the participants in the household group were employed with only
one person being retired, self-employed or jobless respectively (5.3). In contrast to this is
the relationship status in the household group. The relationship status is very diverse as
it can be seen in gure 5.4. About a third of the participants are married, a bit more than



28

Chapter 5. Evaluation And Results Of the Final Survey

FIGURE 5.1: Age spectrum of household group (Source: Own Rep-
resentation)

FIGURE 5.2: Gender of household group (Source: Own Represen-
tation )
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FIGURE 5.3: Job status of household group (Source: Own Repre-
sentation)

a third of them are in a relationship. About one quarter of participants are single and the
remaining ones are either divorced or widowed.

Corresponding with one quarter of all participants being single, one quarter reported
only one person to exist in their household. Most participant had one other person in their
household. The remaining ones had either three or four persons in their household equally
distributed (5.5).

In the last personal information question for households we asked about the stress
level of participants. Surprisingly the reported stress level was not very high for most
participants as you can see in gure 5.6. More than a third of participant reported a stress
level of 2 out of 7 and only 3 participants reported a stress level of more than 5 out of 7.

In the student group the age spectrum was not as diverse as in the household group, as
it can be expected. The age range of participants was ranging from 18 to 30 years old as
shown in gure 5.7. Therefore most participants were in their twenties.

Also the gender distribution of students differed from the household group. More than
60% of participating students were female and only a bit more than 1/3rd of participants
were male. Again there was no one who registered in the survey as diverse (5.8).

While we could see in the household group that almost all participants were employed,
also 3 out of 4 students were working besides their studies. Only 26.2% reported to not
have a student job (5.9).

Lastly students were asked which degree they are pursuing right now. The results
are shown in gure 5.10. Most of the studies participants were studying in a Bachelor's
program. About a quarter of students where in a Master's program.
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FIGURE 5.4: Relationship status of household group (Source: Own
Representation)

FIGURE 5.5: Persons in Home of household group (Source: Own
Representation)
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FIGURE 5.6: Stress level of household group (Source: Own Repre-
sentation)

FIGURE 5.7: Age spectrum of student group (Source: Own Repre-
sentation)



32

Chapter 5. Evaluation And Results Of the Final Survey

FIGURE 5.8: Gender of student group (Source: Own Representa-
tion)

FIGURE 5.9: Job status of student group (Source: Own Representa-
tion)
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FIGURE5.10: Pursued degrees of student group (Source: Own Rep-
resentation)

5.2.2 Scenarios

For the rst scenario about three quarters of household participants could identify with
the need of the gardening scenario. 44% chose not to use the service, the remaining ones
did. The prices the household group would pay for someone to do the service can be seen
in gure 5.11. Prices were ranging from 5 to 20 Euros. More than 80% of students could
imagine to ful Il the service described in the gardening scenario. However, only about
60% could also imagine to actually ful Il the service. Prices students would be willing to
accept are shown in gure 5.12. Prices were ranging from 5 to 20 Euros as well.

For the shopping scenario a bit less people in the household group could identify with
the situation and only about half would consider to use the service. Offered prices are
shown in gure 5.13. Again they were ranging from 5 to 20 Euros. Students could also
identify less with the scenario but more than the household group. Slightly more than
70% were identifying with it and 60% were willing to do the task. Accepted prices are
depicted in gure 5.14 and were ranging from 5 to 50 Euros.

In the car cleaning scenario we found a similar discrepancy between people that could
imagine themselves to be in the described situation and people who would use the service
as inthe rst scenario. The differences amounted to 18%. 64% could imagine themselves
to be in the situation, only 46% would use the service (5.15). The car cleaning was also
the least popular scenario among students. Less then half could identify with the scenario,
but the same percentage of them would also use the service. WTP and WTA amounts are
shown in gure 5.15 and gure 5.16 respectively. This time household participants were
willing to pay between 5 and 50 Euros and students were willing to accept 5 to 45 Euros.

The tutoring scenario was the most popular among the household group. 82% of
participants could identify with the scenario and even a slightly higher percentage of
people reported that they would use the service. In the student group the identi cation
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FIGURE 5.11: Results of the gardening scenario for households
(Source: Own Representation)
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FIGURE 5.12:

Results of the gardening scenario for students
(Source: Own Representation)
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FIGURE 5.13: Results of the shopping scenario for households
(Source: Own Representation )
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FIGURE5.14: Results of the shopping scenario for students (Source:
Own Representation)
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FIGURE 5.15: Results of the car cleaning scenario for households
(Source: Own Representation)
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FIGURE 5.16: Results of the car cleaning scenario for students
(Source: Own Representation)
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FIGURE 5.17: Results of the tutoring scenario for households
(Source: Own Representation)

rate was also quite high with almost 85%. For students however only three quarters would
use the service. Again WTA and WTP amounts can be found in gure 5.17 and 5.18 and
both amounted to 5 to 20 Euros.

The last scenario in the survey was the pet sitting which its result are displayed in
gure 5.19 for the household group and in gure 5.20 for the student group. Similarly to
the ratio of some other scenarios 60% of household participants were identifying with the
scenario and 42% wanted to use the service. For the students both values came to almost
75%. WTP for households was between 3 to 15 Euros. WTA for students was 5 to 20
Euros.

5.3 Evaluation

In this section we want to attempt to explain the received results and present conclusions
that can be drawn from the gathered data. Moreover we also want to present additional
calculations and data representations. First we will start with the personal information of
the household group.

In gure 5.1 we could see that mostly age of participants were relatively evenly dis-
tributed between 23 to 65. There is only one signi cant outlier, which is the age 26. This
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FIGURE 5.18: Results of the tutoring scenario for students (Source:
Own Representation)
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FIGURE 5.19: Results of the pet sitting scenario for households
(Source: Own Representation)
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FIGURE 5.20: Results of the pet sitting scenario for students
(Source: Own Representation)
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could be the case due to our method of asking people on the streets to |l out the survey
if there were groups of people asked to Il out the questionnaire that are in the same age
group. However it should not in uence the validity of results since we can separate the age
groups if necessary. The ratio of gender with 50% to 50% is re ecting no bias towards
any gender of participants. Since the age spectrum of our participants is only reaching
up to 65 years the retirement in gure 5.3 is quite low. Very few people are also self-
employed or jobless. Theoretically the low number of these categories could be attributed
to the times and places the survey was conducted. Possibly jobless people are less likely
to nd in shopping districts and self-employed people have less spare time and therefore
spent less time in said shopping districts. Since jobless people are not in the target group
of DoBeeDo it does not matter much for testing the service. However for the following
results we have to keep in mind that the number of retired and self-employed people is
too small to conduct any statistical relevance from them. About one third each of our
participants were in a relationship, married and without a partner (i.e. single, divorced or
widowed). In gure 5.5 we can see an expected correlation in the ratio of the relationship
status with the number of persons in an household, suggesting that mostly relationships
live in 2 people households, married couples as a family in 3-4 people household and
single persons alone.

In the student group we have a higher percentage of female participation. This can
be explained by a higher percentage of woman studying on the campus in Koblenz.
According to the university's statisticsS{udierende nach Erst- und Neueinschreibung
- Studierende und Studienanfanger insgesamt und nach Campi (alle Studierenden ohne
Beurlaubte) [pdf) in winter semester 18/19 about 60% of students are female which is
very close to the 63% of our survey. The university also keeps track of bachelor and mas-
ter students, however it is not separated by campusi{erende nach Erst- und Neuein-
schreibung - Bachelor- und Masterstudiengange [EXceRor the whole university of
Koblenz-Landau there are about 27% of master students compared to about 26% that we
found. Sadly there were no statistics about the age of students available from the univer-
sity but logically our results were in a typical range from 18 to 30.

To prove the validity of DoBeeDo's Business Model we ran a number of calculations
based on the data and results that were collected for the scenarios and introduced in chap-
ter 4. First of all we were interested in how many percent of participants would actually
be interested to use the service that is provided by DoBeeDo unrelated to which kind of
scenario they would choose. We got very positive results. Only 7.7% of students where
choosing not to do any task, see 5.21. The reason for not choosing to do any task could
for example be that there was no scenario they were interested in or that they already have
a well-paid student job and think they have no bene t from the service. To investigate this
reason we looked at whether it were the same people that had a job that choose to not use
the service. Also in our data we could see that this was likely the case as 4/5 people in
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FIGURE 5.21: Percentage of students who would use the service at
least once (Source: Own Representation)

this category had a student job. In the houshold group we achieved 100% in people that
would like to use the service in at least one scenario (5.22).

We were also interested in the question whether participants were interested in mul-
tiple scenarios or just one. This can help us as an indication of the popularity of the
service since later on people would also be inclined to use the application for different
tasks and become regular customers. Figures 5.23 and 5.24 show the households and
students choosing at least n scenarios. We can see that in both groups participants that
wanted to use the service were always interested in multiple scenarios and even about half
of them were interested in at least 3 out of 5 scenarios. This shows a really good rate and
prognosis for a regular use of the app.

It was also important for us to see whether there exists an indication which scenarios
would be good to include in DoBeeDo as possible categories, triggers or just focus points.
For this we again displayed the popularity of scenarios for both groups in one graph
(5.25). What is interesting to see from this graph was that for all but one scenario the
popularity with students and households is correlating. We believe that a reason for the
pet sitting scenario differing is actually a combination of students viewing this task as
quite enjoyable and not many households that could identify with the scenario as they do
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FIGURE 5.22: Percentage of students who would use the service at
least once (Source: Own Representation)
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FIGURE 5.23: Percentage of households choosing at least n scenar-
ios (Source: Own Representation)
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FIGURE 5.24: Percentage of students choosing at least n scenarios
(Source: Own Representation)
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FIGURE 5.25: Percentage of popularity of scenarios (Source: Own
Representation)

not own a dog. In gure 5.19 this low identi cation rate in the household group can be
seen. The conversion to people who want to use the service is however similar to e.g. the
gardening scenario. We believe that the tutoring scenario was most popular for households
as this was the only scenario that household owners might not be able to do themselves
and for students since it was not connected to physical labour and they felt like they could
make use of their intellectual competencies. Moreover it is not to be disregarded that the
scenario can be seen as the most traditional student job among them. This can explain
why also the scenario was the most popular even though it was also seen as the one with
the most hardship (5.43). Other than that a high perceived hardship in car cleaning for
students might also explain that this was the least popular scenario to choose for students.
The initial reason why we collected personal information in the survey was that we

wanted to see whether this personal features would in uence the likeliness of someone
using the service. Now we already saw that all participants in the household group wanted
to use the service anyway so we were interested whether their features would be correlat-
ing with the scenarios they chose. The graphs representing the age distribution of every
scenario in the household group (5.28) were compared to the total age distribution for
people that wanted to use the service (5.27). Here we can see that the pet sitting and
shopping scenario were of higher popularity in the oldest age group, probably due to de-
creased mobility. Which would also explain a small percentage in this group for the car
scenario and gardening scenario. For the second oldest group it showed a higher interest
in shopping, pet sitting and car cleaning. Possibly in this age group gardening is still done
as a recreational activity and the tutoring scenario does not apply to them anymore with
their own children or not yet as for grandchildren. Surprisingly the second youngest age
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FIGURE 5.26: Average hardship of scenarios (Source: Own Repre-
sentation)

FIGURE 5.27: Age distribution of households willing to use the ser-
vice (Source: Own Representation)
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group showed relatively low interest in the gardening scenario, while the youngest one
showed the highest interest there, and showed a high interest in the shopping scenario
compared to the youngest group, where this expectedly was the least popular one.

Since we only have two age groups for students we can only make some vague as-
sumption about the comparison of ratios between gure 5.29 and gure 5.31. But from our
collected data it seems like with increasing age and/or education students are less likely to
choose 'manual labour' tasks and are choosing rather service oriented or interest-based.
This also shows in the degree distribution of students for each scenario, where bachelor
students were especially less likely to choose the cleaning scenario and more likely to
choose the tutoring scenario.

Looking at the gender of the participants we could nd that in the household group
women are far more likely to use the service than men in almost all scenarios (5.32). In
the student group we could not nd any signi cance of gender when it comes to doing a
task (5.33).

From the scenario popularity based on the relationship status of household participants
(5.34) we can see that relationship distribution varies depending on the scenario. Most
noticeably here is the shopping scenario which was most popular with single and married
participants. As these groups share no relation in age we think that a common factor in
this groups could be how time restricted participants are. Participants without a partner
or with a family could be less likely to nd the time to go shopping themselves and are
therefore willing to seek help.

Starting the survey we had the hypothesis that household participants would be more
likely to use the service if they have a higher stress level, which is the reason why we
collected the data in our survey. Looking at the results in gure 5.35 and 5.36 we could
see that this is actually not necessarily the case. As we found out in chapter 4, only
36,7% percent of participants had a medium to high stress level, i.e. higher or equal than
4. This means that for gardening, shopping and tutoring the likelihood for choosing the
service is not signi cantly higher. For pet sitting the likelihood for choosing the service
was actually relatively lower, which we believe is due to the fact that busy people are
less likely to get a pet in the rst place as it is time consuming to take care of them.
We found a signi cantly higher likelihood for a stressed participant to choose the car
cleaning scenario. Since this scenario is the least popular with students and therefore
in general the most undesirable one to do the results could be in uenced by a different
motivation of household participants. Low stress participants might be able to do the
tasks themselves but chose to support students, since low stress would only be possible
with suf cient time and monetary resources. Motivated by this they might be conscious
to not offer really undesirable tasks. Higher stressed individuals however might be even
more striving towards getting rid of undesirable tasks to reduce their stress level.

Of course to evaluate whether or not the Business Model can work we also need to
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FIGURE 5.28: Age distribution per scenario for households (Source: Own Representation)
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FIGURE 5.29: Age distribution of students willing to use the service
(Source: Own Representation)

compare the prices task givers are willing to pay and task doers are expecting to receive.
For this we rst calculated the mean and average WTPs and WTAs for the scenarios (5.37,
5.38). From the median values we can see that the chosen prices are really close if not
the same. But including all the available data points in the average, it becomes more
obvious what can already be partly seen in the median graph: that students expectations
are mostly slightly higher than what households are willing to pay. This is actually not
surprising, since, as we mentioned in 2.3, it is a common phenomenon in research that
WTA is higher then WTP without the in uence of supply, demand, reference prices or
similar. The closeness of these groups however shows a really good result and to show
this we had a more detailed look at the data.

In total gure 5.39 shows that more than 50% of households had the potential to nd
a matching student.

From gure 5.40 to 5.44 we depicted the number of students that are willing to do the
task for a certain amount of money. With an amount at least 10 Euro (which are about
75% of all offers) already more than 23% of students that wanted to do a task would be
willing to use the service for almost all scenarios. Since households are supposed to pay a
fee in the app, which we estimate around 15%, this would still leave us with 40,7% of all
offers. The scenarios that were more unusual here were the tutoring scenario, for which
the WTA was higher and the pet sitting scenario, for which it was lower. Like explained
before we think the reason for a higher WTA and higher popularity was that students were



Chapter 5. Evaluation And Results Of the Final Survey

54

FIGURE 5.30: Age distribution per scenario for students (Source: Own Representation)
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FIGURE 5.31: Degree distribution students (Source: Own Repre-
sentation)

FIGURE 5.32: Gender distribution per scenario for households
(Source: Own Representation)
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FIGURE5.33: Gender distribution per scenario for students (Source:
Own Representation)

FIGURE 5.34: Relationship distribution per scenario for households
(Source: Own Representation)
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FIGURE 5.35: Scenarios chosen by households with low stress level
(Source: Own Representation)

FIGURE5.36: Scenarios chosen by households with high stress level
(Source: Own Representation)
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FIGURE 5.37: Mean WTPs and WTAs (Source: Own Representa-
tion)

FIGURE 5.38: Median WTPs and WTAs (Source: Own Representa-
tion)






	Declaration of Authorship
	Abstract
	 Introduction
	Problem Definition / Motivation 
	Business Model Design for Startups
	DoBeeDo

	Conceptual Background
	Mobile Apps and Mobile App Market Growth
	Two Sided Markets
	Willingness to Pay (WTP) and Willingness to Accept (WTA)

	Method
	Research Approach
	Data Collection Method
	Sample Selection
	Survey Design
	Pilot Testing
	Data Analysis

	Evaluation And Results Of The Pilot Testing
	Effects on the final questionnaire
	Evaluation of the scenario comparability

	Evaluation And Results Of the Final Survey
	Cleaning of Data
	Received Results
	Personal Information
	Scenarios

	Evaluation

	Conclusion
	Pilot Test Survey
	Version 1
	Households
	Students

	Final Version

	Main Survey
	Households
	Students

	Bibliography

