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Executive	  summary	  
	  

This research paper studies Mobile Relate Aps, a Danish company specialized 

in the field of mobile marketing. The company’s aim is to use mobile 

technology and communication to enable the interaction between businesses 

and their stakeholders. After a successful implementation in the Baltic region, 

the business has shown further interest in growth, notably in expending its 

market and technology to emerging countries. In light of this, Mobile relate has 

recently initiated a working relation with a local agent specialized in the field 

of ICTs in Uganda. The local agent Mr. Geoffrey B. Sekitto has been offered a 

licensee agreement to which he receives the company’s Brand, technology and 

knowhow, in return for 10% in sales revenue and brand visibility for the 

Danish company. Nevertheless, the business wanted to know what are the 

market trends, and best alternative in entering this market. It was drawn from 

the research that the industry at stake shows	  positive	  trends	  especially	  when	  

looking	  at	  the	  various	  economic	  and	  social	  indicators.	  Furthermore,	  it	  was	  

discovered	  that	  the	  microenvironment	  yield	  positive	  prospects.	   	   Industry	  

experts,	   customer	   surveys	   and	   the	   PLC	   curve	   confirm	   that	   this	   line	   of	  

business	  is	  in	  its	  early	  growth	  stages,	  which	  entails	  that	  there	  is	  space	  for	  

new	  comers.	  	  	  	  

The	   immediate	   environment	   held	   base	   for	   a	   strategic	   discussion,	   which	  

outlined	   a	   differentiation	   approach	   for	   Mobile	   Relate	   that	   should	   be	  

implemented	   through	   strategic	   alliances	   with	   key	   stakeholders	   in	   the	  

business	  of	  consumer	  goods.	  This	  line	  of	  entry	  is	  mainly	  stimulated	  by	  the	  

limitation	   of	   the	   market	   set	   by	   the	   Ugandan	   Communication	   Council	  

(UCC).	  Furthermore,	   it	  takes	  into	  consideration	  the	  major	  challenges	  that	  

the	   company	   faces,	  notably	   its	   low	  budget	   and	   limited	   staff,	   and	  offers	   a	  

key	   opportunity	   for	   the	   company	   to	   gain	   competitive	   advantage.	   By	  

successfully	  addressing	  this	  strategy,	  Mobile	  Relate	  will	  be	  able	  to	  achieve	  

its	  main	  goal	  of	  penetrating	  the	  Ugandan	  market	  and	  eventually	  using	  the	  

same	  model	   as	   a	   stepping	   stone	   to	   the	   East	   African	  Market,	   in	   creating	  

growth	  and	  brand	  value	  for	  its	  business.	  
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1-Introduction 

In this chapter an introduction to the thesis is provided. The chapter begins 

with background information on the research area, which also shows the 

study’s relevance. The problem discussion will then follow, guiding the reader 

to the research purpose and the research questions. Finally the structure of the 

thesis is presented. 

1.1-Background 

Within the world of ICTs, mobile phone technologies are increasingly securing 

an important share of the market; new applications and uses are intensively 

being developed, widening the practical, commercial and business value of this 

mode of communication and entertainment.   

The Telecommunication industry has become an important economic sector 

and has a growing impact on our lives as individuals, as businesses, in terms of 

efficiency and customer service as well as on every country's competitiveness. 

In this newly highly competitive market, telecom and related services 

companies are certainly and seriously forced to deliver and intensively develop 

new services for their customers. Developed countries are way ahead in this 

technologically intense industry, as mobile uses and technology open new 

doors to a realm of business opportunities. This innovation attracts marketers 

of all forms, renewing the golden era of the internet through a revolutionized 

access to flows of information, mobile phone technology is becoming a prime 

tool opening great potential for marketers due to the fact that consumers can 

now be targeted not in just in their homes but throughout the day where ever 

they may be. In 2010 the number of mobile phone subscribers worldwide was 

expected to rise approximately to 4 billion. The Telecom Industry body and the 

GSM Association (GSMA) predicted that Mobile networks will cover 90% of 

the world’s population making mobile commerce and marketing and 

development, highly attractive for the coming years. This is not specific to 

developed countries but also in emerging markets in Africa, Asia and South 

America (GSMA). 

Mobile Relate is one of these pioneers in the field of mobile marketing; The 
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Danish company specializes in the use of mobile technology to enable 

marketers to meet their targets.  

Since its debut, the company has taken a leading position in Denmark within 

commercial mobile campaigns. Today the Business proudly boast clients such 

as DSB and Nykredit, settling alone in 2009 exactly 1,226 different mobile 

campaigns based solely on SMS technology. 

Its core business is to produce professional mobile campaigns in the Nordic 

region using the most current technologies and expertise in creating dialog-

SMS campaigns, offering solutions that strengthen relationships between 

customers (B2B) and their user base (B2C) regarding opportunities in mobile 

marketing. 

In spite of Mobile Relates’ success in the Baltic region, the company shows 

interest in growth, notably in expending its market and technology to emerging 

countries, where the use of mobile phones is experiencing a boom. In light of 

this, Mobile relate has recently initiated a working relation with a local agent 

specialized in the field of ICTs in Uganda as a stepping stone to a wider 

possible entry in the African market.  The local agent Mr. Geoffrey B Sekitto is 

an entrepreneur evolving in different business sectors ranging from 

import/export, to ICT consultancy and development. Nevertheless the business 

wants to know what will be its best alternative in entering this market.  

 

1.2-Problem formulation 

As much as the forecasts for mobile usage in Africa and Uganda show positive 

numbers for the near future, Mobile Relate wants to get a better understanding 

on how these markets prosper and to what extent their technology is adaptable 

and responsive to the local business “environment” and their customer base in 

creating commercial opportunities, which leads us to the following research 

question: 

What will it take for mobile relate to successfully penetrate the Ugandan 

market with its mobile technology? 

 

This question will be addressed by answering the following sub-questions: 
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-To what extent can Mobile Relate‘s expertise and solutions be transferred to 

the Ugandan market? 

-How will the local business environment and its customer base adapt (react) to 

its services?  

-Which kind of strategy will support its successful penetration? 

2-Methodologie 

2.1-Methodological approach 

The scope of this research paper is to analyze the market of mobile phone 

applications and SMS content providers in Uganda. The task will consist in 

evaluating whether or not Mobile relate has the potential of entering the 

Ugandan market and where would its technology fit in the local market trends, 

as well as analyzing whether or not this is a profitable enough segment to 

venture in.  

The approach to the project is inductive, meaning that the development of a 

theory was laid down as a result of observations and data gathering. 

Subsequently, the paper is divided in two parts. The first part is descriptive and 

the second part brings forward a strategy that could be implemented by Mobile 

Relate. 

Respectively, the first part of the paper will analyze the industry of mobile 

phone applications and SMS content providing as to understand the different 

stakeholders and the dynamics that are shaping the industry. This consequently 

will lead to an evaluation of the Ugandan market in terms of market 

attractiveness. Finally, once the key factors, correlations and dynamics, 

shaping this industry and the market are outlined, the second part will focus on 

identifying a strategic approach that will enable Mobile Relate to penetrate this 

particular line of business in Uganda. 

Upon reflection, it was decided for this research paper to comprise both the use 

of primary and secondary data. The use of primary data was mainly done 

through information gathered by the means of two surveys, a B2C and a B2B 
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questionnaire, three interviews, observations and documents retrieved form 

Mobile Relate Denmark. 

The first interview was conducted in an attempt to assemble relevant 

information on Mobile Relate as to understand the full extend of its business 

activity in Denmark and the rest of the world. The contact that answered an 

open-ended questionnaire interview was Mr. Lars Bo Johansen, CEO of 

Mobile Relate. The second and third interviewees were Ugandan local industry 

experts. 

 The first local Ugandan expert to be interviewed was Mr Geoffrey B Sekitto 

owner of an ICT consulting company and soon to be Manager for Mobile 

Relate Uganda. By interviewing Mr. Sekitto we wanted to get further insight 

into the relationship taking place between Mobile relate Denmark and Mobile 

Relate Uganda. This was done in order  to retrieve the ambitions, views and 

knowledge that the latter had in his possession concerning the newly 

established venture.  

The third interviewee was Mr. Byamugisha, Sales and Marketing Manager at 

SMS Media, a Ugandan company specialized in the delivery of SMS content 

and mobile applications. By interviewing Mr. Byamugisha we wanted to get a 

second opinion on the market trends shaping the industry, as well as important 

knowledge derived from the Ugandan industry leader, SMS Media.  

During the interview with Mobile Relate’s CEO, Mr. Lars Bo Johansen, hands 

on demonstrations were made on the different uses of the technology to be 

commercialized in Uganda. In addition, cases and presentations displaying 

successful campaigns designed and implemented by Mobile Relate for its 

various customers in Denmark were demonstrated. Key observations and 

deductions were made during the interview and numerous materials, such as 

brochures and PowerPoint presentations were handed to the research team. 

Building on the information gathered, two surveys were designed in order to 

reflect the nature of the industry, a B2B and a B2C survey. This reflected the 

nature of the industry which generally deals with customers on a B2B and B2C 

level according to mobile relates business plan.   
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The use of secondary data was mainly gathered through books, reports, 

company websites, journals, as well as e-resources. Secondary data was mainly 

used to collect information on the market trends and the general environment 

in Uganda as well as acquiring extensive knowledge on the technological 

aspects of the industry at glance. 

2.2-Reflection on the Use of Primary Data 

There are three kinds of primary data, which consists of interviews, 

observations and documentations. Generally speaking, interviews are normally 

conducted through open-ended questionnaires yielding responses about 

people’s experiences, perceptions, opinions, feelings, and knowledge amongst 

others. The data typically consists of responses and quotations with sufficient 

information to be interpreted (Blumberg et al, 2008). 

Observations, consists of fieldwork descriptions of activities, behaviors, 

actions, conversations, interpersonal interactions, organizational processes or 

any other observable human experience (Blumberg et al, 2008). 

Documentations as mentioned above is another way of conducting or 

supplementing qualitative inquiry, this form of qualitative data comprises: 

written materials and other materials from organizational, clinical, programs 

records, memoranda, correspondence, official publications and reports, 

personal diaries, letters, photographs, and written responses to open ended 

surveys. Data consists of segments from documents captured in a way that 

preserves and records context (Blumberg et al, 2008). 

Interviews are categorized as qualitative data using qualitative inquiry evolving 

around the needs of the researchers to see through the eyes of the people being 

studied and report their findings so the result is based on the views and 

opinions of the sample being interrogated (Blumberg et al, 2008). However this 

particular pattern and the overall character of the qualitative inquiry tend to 

yield some critics and some negative aspects that need to be taken strongly into 

consideration when interpreting the findings. Indeed the nature of qualitative 

research has caused researchers to point out its subjective pattern. This means 

that qualitative findings rely too much on the researcher’s views on the 

significance and importance of the information and the relationship that he or 
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she may have with the population studied and the specific subject (Blumberg et 

al, 2008). Another recurrent flaw pointed out is the difficulty to replicate ones 

experience, as a particular research subject may be interpreted in different 

ways by the use of different key elements. One researcher may analyze one 

aspect as more significant than another would. In addition, the lack of 

transparency is another issue related to qualitative research, as it is often hard 

to figure how the researcher came to the given conclusion and what he was 

doing when the data was analyzed, therefore making it hard to understand how 

the conclusion was drawn (Blumberg et al, 2008).  

The B2C and B2B surveys that were conducted for the purpose of the research 

were mainly quantitative in nature, with one exception in the B2B survey.  

Surveys are generally used to get a statistical global idea on a selected sample 

population to get a broad idea of a targeted population.  There are various ways 

of conducting surveys; the most commons forms of inquisitive tools can be 

summarized as: 

▪ Telephone 

▪ Mail (post) 

▪ Online surveys 

▪ Personal in-home surveys 

▪ Personal mall or street intercept survey hybrids of the above. 

 

The main challenges that occur with the use of surveys rely in formulating the 

survey questions keeping in mind the nature and the subject of the research. 

This is done to guarantee that the data collected will enable the research 

question to be answered fully (Blumberg et al, 2008). 

The internal reliability and validity of the data collected, and the response rate 

achieved depend to a large extent to the design and structure of the 

questionnaire (Blumberg et al, 2008).  However this subject will be reflected 

wholly later in the chapters concerning the implementation of the surveys and 

discussion on the findings revealed by the analysis of the data collected.  

 

2.2-Reflection on the Use of Secondary Data 

Secondary data helped gain a more complete overview over the subject 

drawing upon the experiences of others. The data was mainly used in the form 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     10 

of articles reflecting the subject at hand. Theoretical frameworks that would 

shape the background for the implementation of the strategy were drawn 

together from academic books and publications in the fields of Business and 

Economics. There were very few books available on the subject of mobile 

marketing; hence articles on the Internet have been an important source of 

information. Though easily digestible, the use of secondary data, clearly has its 

advantages and disadvantages.  

The advantages consist in the rapid availability of information put forward, 

enabling the researcher to have a quick overview of the subject at hand. This 

information also tends to be cheap as they are usually found online or in public 

libraries (Blumberg et al, 2008).  

On the other hand the disadvantages may convey serious consequences on the 

outcome of a research paper. Today the readily availability of information on 

the internet brings about an important subject that is the reliability and validity 

of the information put forward, hence the importance in judging which article 

or information are valid or not. One option is to only gather information from 

sources that are known to be reliable.  

 

2.3-Use of Models and Theories 

This research paper makes extensive use of theories both to cover the 

descriptive and strategic part of the assignment. In the descriptive part of the 

assignment, as to acquire a better understanding on how the SMS application 

industry works, it was decided to apply several models such as a value chain, 

which enabled the research team to understand how the different segments 

interact and what their business models are. In turn, this lead to the use of the 

Porter’s Five Forces in analyzing the competitive elements taking place in the 

Ugandan SMS and mobile application market. This shaped an appropriate 

overview of the micro environment by outlining the bargaining power of 

suppliers and buyers, substitutes and barriers to entry.  

Furthermore in order to assess the attractiveness of the environment in which 

this industry is progressing, it was decided that the analysis of the Ugandan 

market would be made in the form of a PESTEL analysis. This model would 

enable us to get a clear understanding of the macro environment by describing 
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the political, economic, social, technological, environmental and legal 

environment in Uganda. 

In the strategic part of the paper, we isolate strategic models and theories used 

to align a strategy that will be presented as an outcome of this research. 

The strategic part of the assignment puts forward theories and models used in a 

discussion level to outline the best strategic alternative for Mobile Relate in its 

venture in the Ugandan market. Models and theories used include the Ansoff’s 

Matrix, the Porter’s Generic Strategies, the PLC and Industry Life Cycle.  

Value Chain 

The value chain maps the chain of activities for a firm operating in a specific 

industry. An industry Value Chain is a physical representation of the various 

processes that are involved in producing goods (and services), starting with 

raw materials and ending with the delivered product or service. (G. Johnson, et 

al, 2008) 

The delivery of products and services to the end customer will gather together 

different economic factors, each organizing their own Value Chain. This value 

system may include the Value Chains of a firm's suppliers, the firm itself, the 

firm’s distribution channels. (G. Johnson, et al, 2008) 

Michael E. Porter’s Five Forces 

The Five Forces model is relevant to determine the market situation and 

competition in this industry. Porter has identified five competitive forces that 

shape every industry and every market. These forces determine the intensity of 

competition and hence the profitability and attractiveness of an industry.  

These five forces are (see figure 1): 

- Threat of new entrants 

- Bargaining power of suppliers 

- Bargaining power of customers 

- Threat of substitute products or services 

- The industry – Jockeying for position among current competitors. 

 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     12 

     Figure 1: Porters Five Forces 

 
 
 

 

    

Source: wikipedeia originally drawn by Grahams Child 

Threat of new entrants is an important force to look into because more entrants 

to a market means bigger risk for competition and with that lower profits (G. 

Johnson, et al, 2008). 

Bargaining power of suppliers and customers determine the prices which 

influence the profitability of a company. A supplier group can be powerful 

depending on the numbers of suppliers and buyers in the industry amongst 

other determinants (G. Johnson, et al, 2008) 

The bargaining power of customers depends on the number of buyers 

compared with the number of suppliers.  The fewer buyers compared to the 

number of suppliers, the more bargaining power of customers have, as the 

suppliers have less customers to sell to. Therefore, a company can actually 

improve its profitability by finding suppliers or customers who possess the 

least power to influence it adversely (G. Johnson, et al, 2008) 

Threats of substitute products or services are important as well. Companies 

must consider whether it is easy for the buyers to find substitutes to replace 

their product or service. (G. Johnson, et al, 2008) 

The industry / Rivalry between Competitors –means that for most industries 

the intensity of competitive rivalry is the major determinant of the 
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competitiveness of the industry. Competitive rivalry is likely to be based on 

dimensions such as price, quality, and innovation. Companies can protect 

themselves against this rivalry by creating sustainable competitive advantages 

or through product differentiation. By creating sustainable competitive 

advantages, e.g. through technology or product differentiation, they are able to 

charge higher prices and thereby achieve higher profits (G. Johnson, et al, 

2008). 

PESTEL Analysis 

PESTEL analysis stands for "Political, Economic, Social, Technological, 

Environmental and Legal analysis" describing a framework of macro-

environmental factors. It is a useful strategic tool for understanding market 

growth or decline, business position, potential and direction for operations (G. 

Johnson, et al, 2008) 

Political factors are how and to what degree a government intervenes in the 

economy. Specifically, political factors include areas such as tax policy, labor 

law, environmental law, trade restrictions, tariffs amongst others and political 

stability. Furthermore, governments have great influence on the particular 

development of a sector of the industry such as the expansion of 

communication or infrastructures in a nation (G. Johnson, et al, 2008). 

Economic factors include economic growth, interest rates, exchange rates and 

inflation rates. These factors have major impacts on how businesses operate 

and hence make decisions (G. Johnson, et al, 2008). 

Social factors include the cultural aspects of a country and health standards, 

population growth rate, age distribution amongst other determinants. Trends in 

social factors affect the demand for a company's products and how that 

company operates (G. Johnson, et al, 2008).  

Technological factors include technological aspects such as R&D activity, 

automation, amongst other aspects. They can determine barriers to entry, 

minimum efficient production level and influence outsourcing decisions (G. 

Johnson, et al, 2008).  

Environmental factors deal with ecological and environmental aspects such as 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     14 

weather, climate, and climate change, which may affect industries such as 

tourism and farming. Furthermore, increased awareness of the impacts of 

climate change is changing the way companies operate and the products they 

offer, both creating new markets and diminishing or destroying existing ones 

(G. Johnson, et al, 2008). 

Legal factors deal with regulations that are in place in a country and may affect 

a specific line of business. Legal frames ranging from discrimination law, 

consumer law, amongst others are to be taken into consideration when 

implementing a business. These factors can affect how a company operates, its 

costs, and the demand for its products ( G.Johnson, et al, 2008). 

Product/Industry Life Cycle 

Product Life Cycle (PLC) has to do with the life of a product in the market 

with respect to business/commercial costs and sales measures. The PLC 

usually involves 4 key stages, which are: 

Market introduction stage characterized by : 

-Costs are very high 

-Slow sales volumes to start 

-Little or no competition 

-Demand has to be created 

-Customers have to be prompted to try the product 

-Makes no money at this stage 

 

Growth stage, characterized by: 

-Costs reduced due to economies of scale 

-Sales volume increases significantly 

-Profitability begins to rise 

-Public awareness increases 

-Competition begins to increase with a few new players. 

-Increased competition leads to price decreases 

Maturity stage characterized by: 
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-Costs are lowered as a result of production volumes increasing and 

experience curve effects 

-Sales volume peaks and market saturation is reached 

-Increase in competitors entering the market 

-Prices tend to drop due to the proliferation of competing products 

-Brand differentiation and feature diversification is emphasized to 

maintain or increase market share  

  -Industrial profits go down 

Saturation and decline stage characterized by: 

-Costs become counter-optimal. 

-Sales volume decline or stabilize. 

-Prices, profitability diminish  

-profit becomes more a challenge of production/distribution efficiency 

than increased sales. 

(G. Johnson, et al, 2008) 

 

Anshoff ‘s Matrix  

Anshoff Matrix is a tool that enables businesses to decide their product and 

market growth. This theory suggests that a business attempts to grow 

depending on whether it is marketing new or existing products and depending 

on if the markets are new or existing markets (Jobber, D, 2004). 

Porter’s Generic Strategies 

According to Porter’s Generic Strategies, a firm's relative position within its 

industry determines whether its profitability is above or below the industry 

average. The key inspiration for a company to achieve above average 

profitability in the long run is to gain sustainable competitive advantage. 

Furthermore, there are two basic types of competitive advantage a firm can 

possess: the first is low cost and the second differentiation. These two basic 

types of competitive advantage combined with the scope of activities for which 

a firm seeks to achieve them, leads to three generic strategies for achieving 

above average performance in an industry. These are: cost leadership, 
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differentiation, and focus. The focus strategy has two variants, cost focus and 

differentiation focus (www.Quickmba.com) 

Blue Ocean theory 

The “Blue Ocean Strategy” confronts businesses to break out of what is called 

“the red ocean of bloody competition”. This is achieved by creating 

uncontested market space that makes competitors irrelevant. The idea is that 

instead of dividing up existing and often diminishing demand and 

benchmarking competitors, the blue ocean strategy suggests that one can 

increase demand and break away from the competition (Kim,WC, et al, 2005) 

2.4-Limitations 

The biggest drawback to the thesis was the geographic limitation when 

conducting the survey. Stakeholders were based on two continents, Africa and 

Europe. Furthermore the limited budget did not allow the team to travel down 

to Uganda, which would have subsequently made the task easier. However this 

meant that the ingenuity had to be an integrated part of the research approach. 

There were some limitation and drawbacks with regards to the implementation 

of the B2B and B2C surveys, especially the B2C, where the response rate were 

extremely low, as a result of not being able to travel down to Uganda. Initially 

the surveys were conducted online via social networks such as Facebook and 

Linkedin amongst others. The low response rate is assumed to be in direct 

correlation with the internet practises taking place in Uganda, not every one as 

access to private computers, therefore internet access points are at work, 

schools, universities and internet cafés where limited time and often paid for 

time, means that people ration there internet usage to the strictly most 

important, leaving small time to answer surveys and other messaging taking 

place in there online environment. Further into the research we supplemented 

the online surveys by hiring a team of local Ugandan students to conduct the 

survey in the streets of Kampala. 

3-Introduction to Mobile Relate’s Business and 

Technology. 
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3.1 Mobile Relate’s history and business model 

Mobile Relate is a Danish company specialized in the use of mobile 

technology to create relations. The business operates in Denmark, Sweden, 

Norway, England and Germany, and is currently expending geographically 

within Europe at an exponential rate. However revenues are still stagnating as 

it takes time for investments to yield profits and customers to understand the 

exact extend of the service provided by the business. Initially, Mobile Relate 

started its business as a media agency and within the first three years, 10% of 

the revenue was derived from mobile phone activities (Johansen, L.B, 

Appendix, 2011). This trend started to acquire ideas and visions of what the 

potential would be for mobile phones in creating solutions to help businesses 

solve their problems. The company decided to promote elements that use 

mobile communication to encourage external and internal communicational 

solutions for its customers and potential customers. This was done without 

restricting its tools solely to SMS communication and marketing but by 

complementing them with other forms of media. Conversely the questions that 

was of the upmost importance was whether to sell the technology or the 

service, this was a real conflicting decision to make, yet the company opted for 

selling technology, with key words such as SMS traffic, monthly fees, modular 

tools, which were in the end complicated tools for a marketing or sales 

representative to fully comprehend. Briefly the main idea was to help 

businesses get more customers. Today the company has left a technological 

sales speech changing direction in its strategy towards a sales speech resulting 

in increased sales due to a new comprehensive approach towards the customer 

(Johansen, L.B; Apendix, 2011). The moneymaker today is to convince the 

customers in the benefits that Mobile Relate may offer their business in dealing 

with their customers and other stakeholders on a communicational and sales 

level. 

Therefore the company shifted from mobile technology to mobile words, 

promoting an increase in communication and sales using words and relying on 

a secret tool, which is technology. Mobile Relate created a platform with 

twenty different tools to reflect the market needs amongst which are 

competitions, voting, opinion, fund raising, and many others. 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     18 

 The platform is an online instrument that can be adapted to the customers 

networks or media systems, such as their official website. This enables 

customers to draw their own solutions using Mobile Relate’s advice and 

expertise to have real time feed back on the impacts from the services they 

have purchased. The company headquarters are located in Frederiksberg, 

Denmark. The business employs a very few number of employees. In 

Denmark, there is the CEO Mr. Lars BO Johansen, who works with a board of 

external advisors on the strategic focus of the company. A technical team 

consisting of 2 to 3 employees implement and create the various technological 

applications and tools followed by a sails team of 3 employees in Denmark 

alone. Additionally the company hires on a freelance basis six sales 

representatives. If their revenues and costs are covered, then they will be hired 

on a fulltime basis with a commission on contract of 4%, giving employees an 

initiative of following up on customers. Furthermore Mobile Relate now runs 

its own professional gateway using 1280 as a short code on the website 

www.1280.dk (Johansen, L.B, Apendix,2011). 

 

3.2-Value Chain for Mobile Relate’s Technology and Services. 

In this section we will outline the value chain of the industry in which Mobile 

Relate evolves. This will enable the reader to have a clearer overview of the 

stake holders and the general grid of actions, services, relations that summaries 

the line of business in focus (see figure 2). 

 Mobile Phone Subscribers. 
Mobile phone subscribers are the targets of service providers (Mobile Relate) 

customers.  The campaigns prepared by the service providers, or content 

providers will in turn be displayed through media providers with the aim of 

attracting mobile phone subscribers. Mobile phone subscribers can interact in 

the value chain by sending SMS’ for either the purpose of voting in TV 

programs, opinion poles, donating money for causes and organization, 

participating in competitions, subscribing for newsletters and product 

information amongst other services (Johansen, L.B, Apendix,2011). 
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  Figure 2: Mobile relates value chain 

 

 
 

Sources: Guy Sønderberg, based on interview with Mobile Relate’s CEO. 

 

 

TELCO. 

Telco represent telecommunication companies or operators. In our case we 

focus only on the companies, which are mobile phone operators, as we are 

dealing with a technology that runs on mobile phones. The major Mobile 

phone operators in Denmark are TDC, Telia, Telenor, 3, followed by sub-

providers such as Telmore, CBB, amongst others. These companies are 

important in the value chain as they hold the most important resource for 

mobile marketers: subscribers. A content provider such as Mobile Relate needs 

to cover as many mobile operators as possible; in order to cover all segments 

of the market, hence the importance of working closely with them (Johansen, 

L.B, Apendix, 2011).  

Gateway Providers. 

The next step in the value chain is the Gateway, most commonly known as an 

SMS gateway. These companies facilitate SMS (Short Messaging Service) 
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traffic between businesses and mobile subscribers, enterprises, and 

entertainment services e.g. TV voting. The SMS gateway enables to send a text 

message with or without using a mobile phone, by either transforming 

messages to mobile network traffic from other media. Furthermore, it can also 

be useful in developing web applications that can interact via SMS. Typically, 

Gateway operations use short and long codes 4 to 5 digits for the short code, 

and 8 digits for the normal code enabling one to send 1000 or more messages 

in a second, which is handy for television programs for example. Typically a 

gateway has its own short or normal code that it rents out to content providers. 

The gateway has an agreement with Teleco companies that their short code 

will cover their subscribers, creating a 2-way or 1-way communication gate 

between content providers and mobile phone owners. Typically a content 

provider will be assigned a short key from the Gateway provider, for example 

lets say a gateway owns 1245 as a short code and has as a customer: a service 

provider running a campaign for the release of the new Toyota Yaris. The idea 

would be for the content provider to get a short key, for example, the word 

Yaris from the gateway 1245 and set up a campaign were interested customers 

would send Yaris at 1245 to get information on the new car. So each company 

working with the gateway 1245 gets short key words from the gateway that 

enables them to run their campaigns or their customers campaign on the 

gateway. This line of business is not very competitive as the requirements are 

very high. In terms of initial costs, it can require a capital investment ranging 

from 100000 and 250000$ to operate a short code on a gateway (Johansen, 

L.B; Appendix; 2011). 

Service Providers 

The service providers are divided in two categories; one can have a role as a 

content provider, or a media provider. Mobile Relate is a content provider, 

which makes available the content, for example an ad campaign (see figure 3) 

and retrieves the SMS messages, information and feedback for its customers. 

On the other hand the media provider, supplies the means to display the 

campaign or the content provided by the content provider or his customers, for 

example, advertisement spaces in buses, billboards in train station and streets, 

TV adds amongst others. One can only become a media provider if they have 
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the relevant proof of content or relevant mobile phone numbers or e-mail 

addresses etc. 

Furthermore the content provider can have different debouches for its 

technology. The first is to sell to its direct customers giving them a direct API 

access. The second is to sell or rent its technology to white labels as describe in 

the next section (Johansen, L.B; Appendix; 2011).  

 

    Figure 3: Mobile Relate’s campaign for LG 

 

 
 

Source: Mobile Relate Aps 

 

White Labels 

White labels are companies that are resellers. They use service providers’ 

Mobile relate) platforms and technology to replicate the service sold by these 

companies under their own brand name, they can both sell to direct customers 

or to other white-labeled companies (Johansen, L.B; Appendix; 2011). 

 

3.3-Mobile Relate’s Services and Technology Application. 

The CEO of Mobile Relate, Lars Bo Johansen believes that:” in the world of 

mobile business communication, the SMS is king as it is easy to use and people 

are familiar with it. There is only one step to be performed in order to 

complete a transaction or a service. In comparison, for example, the barcode 
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picture has a three-step process, with first download of application, followed 

by scan of picture and finally send. There is an increase probability for 

something to go wrong” (Johansen, L.B; Appendix; 2011). However big the 

faith of the company in SMS’, the business focuses on all aspect of mobile 

messaging and applications working with: know how, technology and 

communications handling. Furthermore it is involved in nine gateways in order 

to cover as many customers as possible just in Scandinavia, including its own 

professional gateway called 1280.dk. Each gateway number is either a short 

code or a long code as mentioned earlier. The two first digits in the short code 

represents a line of business for example 1200 is commercial short codes, 1400 

is mobile payments, these rules are implemented by the council for consumers, 

to make sure that consumer are aware of what they may be purchasing or not. 

If you want to bill as a business providing content, you need to go threw a 

professional short code agency (gateway providers) as they are directly 

connected to the operators such as TDC, Telia etc. It is important to have 

coverage on all major operators as it is in direct correlation with the amount of 

subscribers one can reach (Johansen, L.B; Appendix; 2011). 

Today the company calls itself a full mobile service agency producing SMS 

campaigns, mobile applications with a technical and graphic creative team 

responsible for the creation of applications and visual tools. 

The company works with one way communication where the company sends 

an SMS, or two way communications where one can send and receive 

messages. The business looks at internal and external processes dealing for 

example with internal news feed and messages to employees. Furthermore One 

of the application of Mobile Relate’s expertise relies in creating data lists of 

customers and potential customers displaying phone numbers and other 

characteristics such as gender and/or location that a business may use for 

marketing purposes such as sending news feeds, promotional offers, product 

info, amongst other information enhancing relations between customers and 

businesses (Johansen, L.B; Appendix; 2011).  

Typically speaking the process from generation of idea to completed service 

evolves as follows. Once the customer arrives with a new idea, a discussion is 

sparked with Lars Bo Johansen and his team. Then Mobile Relate thinks on 

how the idea can be implemented, this stage is charged as a consultancy 
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service. Once the idea is formulated a model is put forward and tested with the 

customer, including posters and graphic illustrations. Following the 

demonstration the company can decide whether to continue or not with the idea 

that Mobile Relate put forward (Johansen, L.B, Apendix, 2011).  

For example: Forex, a well-reputed currency exchange business hired Mobile 

relate to create a database of mobile phone numbers.  Mr. Lars Bo Johansen 

decided to use the theme of the world cup in order to spark interests from 

customers and potential customers (see figure 4). Once the database of 

customer contacts was created, Forex wanted some advice on how to use the 

database in attracting clients to visit their shops and exchange some currency. 

Mobile Relate asked them if they had any upcoming events, to which they 

answered yes too. The company had a new currency exchange shop opening in 

Østerbro, Copenhagen. As a result Mobile Relate sent a message to the newly 

acquired database, displaying an invitation to come to the opening of the new 

shop. According to Mobile Relate, Forex had a full house on the opening day 

(Johansen, L.B, Apendix, 2011).   

 

     Figure 4: Forex’s mobile campaign with Mobile Realte  

 

 
 

  Source:  Mobile Relate Aps 
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In addition, once a company has created a database of mobile numbers through 

the help and expertise of Mobile Relate, in time each number represents a 

commercial opportunity, either the company can use the numbers for its own 

campaigns or it can let other marketers use its database, meaning that the 

company becomes a media provider. 

The price charged by Mobile Relate is typically negotiated on a case by case 

basis, according to available budget, complexity of the task and level of 

customization, taking in consideration costs of implementing the proposed 

idea, including labor hours, consulting fees, etc (Johansen, L.B, Apendix, 

2011).  

 

3.4-Mobile Relate and the Ugandan Market 

The intentions of Mobile Relate Denmark for the Ugandan market are purely 

based in creating future growth perspectives. The company seeks to evaluate 

the general potential entry on a wider basis, as a stepping-stone to the eastern 

African region in increasing its brand visibility. On the other hand the 

immediate objectives of Mobile Relate Uganda is to gain significant market 

share and financial stability within the next 2 years. The main tools that will 

enable this implementation is the SMS content platform which is capable and 

operational on a day to day basis in Scandinavia and all other countries in 

which Mobile Relate is implanted. In Mobile Relate’s CEO’s idea, as 

mentioned earlier, the company has proof of content in the Scandinavian 

countries, so it would be easier to implement and replicate campaigns based on 

previous cases, material and statistics insuring that the business will be able to 

deliver and fulfill the needs of the customers in Uganda.  

Furthermore, the working partnership made with Mr Geofferey B Sekitto, 

implies that he will have to carry Mobile Relate’s brand and flag in the region. 

The agreement is based on a licensing contract for a period of 2 years to be re-

conducted if necessary, with a 10 % take on revenues created by mobile relate 

Uganda. Regarding the costs of implementing the company in the country, they 

are very low. Mobile Relate Uganda will be operating on the same gateway 

owned by the company in Denmark, so they would only have to include the 

costs for the short codes which have been estimated by Mr. Sekitto to a 150 $ a 
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month based on an agreement he has negotiated with a local partner in the field 

of telecommunications (Sekitto, G.B, Appendix, 2011).  

As mentioned earlier, Mobile Relate Denmark will have no financial 

involvement in the venture; the business will solely provide the technology and 

knowhow. The tools will consist in the full access to the Scandinavian platform 

with ready to go modules (Johansen, L.B, Appendix, 2011). 

Looking at Mr. Geoffery Sekitto’s ambitions and expectations in this venture: 

“the business idea of Mobile Relate Ltd is to offer Ugandan companies 

innovative mobile marketing solutions, forming a mobile advertising agency 

the way the business was implemented by Mobile Relate in Denmark” (Sekitto, 

G.B, Appendix, 2011). The initial service offering of Mobile Relate Ug LTD 

will enable targeted marketing in the retail and last minute markets. The full 

ambitions of the country manager is to use all aspects of Mobile Relate’s 

technology in location based advertising, questionnaires, interactive ads, MMS 

coupons and competitions amongst others. Additionally the company would 

also offer mobile campaign planning, management and strategy services 

(Sekitto, G.B, Appendix, 2011).  

Looking at the financial side of the operation, mobile relate will be running 

initially on a tight budget of 12000 dollars, with a preliminary working staff of 

three. This will be a decisive aspect of the venture in choosing what plan and 

strategy will have to be implemented for the Business. The budget will include 

working facilities, equipment and staff salaries as well as daily operation 

expenses (Sekitto, G.B, Appendix, 2011). Furthermore Mr. Sekitto in a 

discussion as outlined a major limitation in the Ugandan market, which is non-

significant in Denmark. According to the regulations set by the UCC (Ugandan 

Communication Council), Mobile operators in the country are prohibited to 

divulgate information concerning their subscribers, such as gender and 

location. This limits greatly the maneuverability of mobile marketers in 

reaching their targeted segments (Sekitto, G.B, Appendix, 2011). 
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4-Introduction to Uganda. 

4.1-Analysis of the Environment 

We will now isolate the different trends that are shaping the Ugandan market, 

in order to assess its market attractiveness. We will first conduct a PESTEL 

analysis of the macro environment.  

The republic of Uganda is an African country located in the southeast region of 

the continent more precisely in the rift valley. The country covers an area of 

236040 km2 and is a land locked country (Ugandan North American 

Association). Uganda is also known as the "Pearl of Africa".  

It is bordered on the east by Kenya, on the north by Sudan on the west by the 

Democratic Republic of Congo, on the southwest by Rwanda and on the south 

by Tanzania. The southern part of the country includes a substantial portion of 

Lake Victoria, which is also bordered by Kenya and Tanzania (Ugandan North 

American Association). 

Population wise, Uganda has grown from 4.8 million people in 1950 to 24.3 

million in 2002. The current estimated population is 32.4 million. Uganda has a 

very young population, with a median age of 15 years. (CIA, World Fact 

Book) 

 

Political Context 

Following independence from British colonial rule in 1962, Uganda 

experienced a decade of relative political and economic stability. In 1971, a 

military coup by Idi Amin started off a path of hostility and mismanagement 

that reduced the country to a failed state and a collapsed economy. Political 

and economic turmoil continued during the 80’s until Museveni took power in 

1986. The Main focus of the government after Museveni’s new appointment 

was to reconstruct the economy through pro-market reforms and increasing the 

authority of governmental institutions (The World Bank). 

Despite the early turmoil following its independence, in comparison to other 

sub-Saharan economies, Uganda is blessed with a better political environment. 
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According to the indicators of the quality of governance in 2008 published by 

the World Bank, the country has achieved significant success in terms of 

ensuring access to civil and political rights. This is shown and evidenced on the 

field by the resolution of majority of conflict with rebels in the northern part of 

the country, making of Uganda a conflict free country. (African Development 

Fund 2008)  

However this model of stability is backed by the fact that for over 20 years the 

reins of power have been held by the National Resistance Movement (NRM), 

led by President Yoweri Museveni whom remains the dominant political force 

in the country. As mentioned earlier, the political system is relatively stable 

and a transition to a multi-party democracy has successfully been instituted. 

However the main opposition party, the Conservative Party (CP), the Forum 

for Democratic Change (FDC), the Democratic Party and the Uganda Peoples' 

Congress display their inability to stop their decline and operate in the shadows 

of the power in state. Nevertheless, there are some domestic uncertainties and, 

in September 2009, violent riots erupted that partly reflected disputes over land 

and power (The World Bank). 

However important the ethical tensions may be, the elections that took place in 

2011 seem to have confirmed the trend where President Museveni was 

reelected for a fourth mandate, comprising of another 5-year term after getting 

68 percent of the electorate. His 25th year in office makes the Ugandan 

president one of the longest serving leaders in Sub-Saharan Africa. (African 

Development Bank, 2008) 

 

Economic Overview/ Performance 

Uganda is a country that has significant natural resources, including minerals, 

copper, gold, abundant rainfalls, fertile soils and recently discovered oil. The 

agricultural sector is the most important in the economy, mobilizing more than 

80% of the working population; the industry and the service sector respectively 

employ 5% and 13% of the workforce (CIA world fact book) Coffee accounts 

for the biggest share of export revenues, however the discovery of oil, as stated 
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earlier, tends to dictate that the trend will change towards an increase in 

revenue from this natural resource as big reserves have been discovered in the 

northern part of the country. These recent discoveries are also seen as a 

blessing since Uganda has a very unreliable energy producing network mainly 

derived from hydroelectric power plants operating at a shortage due to 

decreased levels of water in Lake Victoria. (Euler Hermes Group 2009) 

Since the 80’s the Ugandan government, with the help of foreign countries and 

international organizations and agencies have improved and stabilized the 

economy by undertaking currency reforms, raising producer prices on exported 

products and increasing prices on imported products such as petroleum 

products. The 90’s were marked by an intensified pace of investment in 

domestic infrastructure, notably in the main accesses connecting the country to 

major trade routs such as Kenya and Tanzania, which both hold international 

harbors which are the main trading platforms in East Africa. These investments 

led to a solid economic growth rate, combining improved incentives for 

production and exports, lowering inflation and civil insecurity. The recent 

global economic downturn has hurt Uganda's exports; however, Uganda's GDP 

growth is still relatively strong due to past reforms and sound management of 

the downturn. The imminent destabilizing factor is the instability in southern 

Sudan, which is seen as the biggest risk for the Ugandan economy in 2011, as 

Uganda's main export partner is Sudan, and Uganda is a key destination for 

Sudanese refugees (CIA World Fact Book). 

Regional stability is also a key element in Uganda’s ability to generate growth, 

for example the political downturn that took place in Kenya during the last 

presidential election slowed down the Ugandan economic activity for a couple 

of months until the situation was resolved. However vulnerable the country 

may be to its immediate surroundings, Uganda has been considered as an 

example by the international community as it was one of the first Sub-Saharan 

African countries to embark on liberalization and pro-market policies in the 

late 1980s. Since then, the government has maintained a stable macroeconomic 

environment and sustained private sector oriented reforms. (World Bank) 
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 Furthermore it is also the first country to reach its completion point under the 

Heavily Indebted Poor Countries initiative (HIPC) and therefore awarded 

significant debt reduction. (Euler Hermes Group 2009) 

Uganda’s growth over the years has remained well above Sub-Saharan Africa 

average. However looking at national indicators, the global downturn in 2009 

will result in lower than trend growth—average GDP expanded by 6.2% in 

1991-2000 and 7.1% in 2001-08—of 3.5% and 5% in 2009 and 2010, 

respectively (see figure 5).  

    Figure 5: Uganda Basic economic 

indicators

 

    
Source: Euler Hermes country risk unit 

The real growth rate estimated at 5.2% ranks Uganda at the 66th place in terms 

of real growth. The GDP in 2010 is estimated to be up to 42.15 billion USD 

ranking the country at the 97th place worldwide.  On the other hand the GDP 

per capita is 1300 USD increasing from the year 2009 placing Uganda at the 

209th rank in terms of GDP per capital due to rapid population growth (Euler 

Hermes Group 2009). 

The countries labor force represents 15, 5 % of the population. Investments 

represented in 2010 20. 9 % of the GDP. And the inflation rate decreased form 

14, 2 % in 2009 to 9, 4 % in 2010. (World Bank) 
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Business environment  
 

According to the African development fund, the business environment in 

Uganda is far from competitive. However important the investment and the 

progress done in terms of infrastructure development, it is still necessary to 

undertake urgent further investments in this particular field, paying special 

attention to reducing the energy shortage as mentioned earlier which hinders 

the economic activity (African Development Bank 2008). 

According to the annual report issued by the World Bank in 2008 concerning 

the Ease of Doing Business ranking, the country was 118th out of 178 countries 

compared to Kenya, which is 72nd for example. Figure 5 clarifies the status of 

Uganda from the highest ranked African country. Registrations of property, 

getting credit and trading across borders (costs and procedures) are three areas 

that have significantly reduced the level of Uganda in comparison to other 

countries. The Government is seeking increased private sector credit, as 

commercial banks prefer to invest in less risky government securities. To this 

end, the Government of Uganda has tried to reduce its domestic debt, although 

the banks seem to remain cautious which results in credits to the private sector 

expected to remain low (African development bank 2008). 

According to the Heritage Foundation’s Index of Economic Freedom (IEF) the 

country Uganda is classified as “moderately free”, with businesses particularly 

hampered by regulatory problems (including perceptions of corruption and 

inefficient government services) and insufficient property rights. In terms of 

corruption, Transparency International’s Corruption Perceptions Index 2008 

ranks the country 126th out of 180 countries assessed, below Indonesia, Libya 

and Mozambique but above Nicaragua, Pakistan and Ukraine (Euler Hermes 

Group 2009) 

STARTING A BUSINESS IN UGANDA. 

According to the World Bank when looking at the procedures that are required 

to start a business in a different country, it is important to assess what the 

challenges to operate, register a business successfully and the time frame 

required is. In this section we will analyze the different steps necessary to 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     31 

register a business in Uganda as it is a given that economies differ greatly in 

how they regulate the entry of new businesses. We will list below 

comprehensive data gathered by the World Bank on starting a business in 

Uganda, this data was based on a survey investigating the procedures that a 

standard small to medium-size company needs to go through in order to start 

operations legally.  

The procedures taken into account, included obtaining all necessary costs, 

time, permits and licenses and completing all required inscriptions, 

verifications and notifications with authorities to enable the company to 

operate formally. It is also assumed that none of the officials are corrupted in 

the process of registration (World Bank). 

 

 The World Bank states that burdensome entry procedures are associated with 

more corruption, particularly in developing economies, and that each procedure 

is a point of contact, which opens a potential opportunity to extract a bribe. It is 

known that burdensome entry regulations do not increase the quality of 

products, making work safer or reduce pollution. Instead, they constrain private 

investment; push more people into the informal economy and increase 

consumer price and fuel corruption (World Bank). 

Now looking at the data published by the World Bank, in 2009, Uganda was 

ranked 129th in the procedures in starting a business, this included 18 different 

procedures taking up to in average 25 days, costing up to 100.7 % GNI per 

capita (see figure 6). 

We can see that in comparison to other Sub-Saharan countries, Uganda is 

doing fairly well, except when it comes to the number of procedures. We can 

still see a narrowing gap between the two with an increasing catching up from 

sub-Saharan countries average. Generally it takes much less time to register a 

business in Uganda but there are many more procedures, 18, against 10 in 

average in other sub-Saharan countries (www.doingbusiness.org, 2001). 
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   Figure 6: Starting a business in 

Uganda

 

    

Source: DoingBusiness.org 

The 18 procedures required to start up a business in Uganda are: 

List of Procedures: 
1.Reservation of a name at the Office of the Registrar 
2.Pay fees at the bank 
3.Obtain five necessary forms from the Uganda Bookshop 
4.Sign the declaration of compliance before a Commissioner for Oaths 
5.Obtain requisition for bank pay-in slip and bank payment advice forms from 
the Uganda Registration Services Bureau 
6.Make payment of registration fees at a given bank 
7.File with the Registrar General 
8.File with the local office of the Uganda Revenue Authority a personal inquiry 
form for each director, and a corporate preliminary inquiry form; receive a 
uniform tax identification number (TID) 
9.Apply for corporate tax file number 
10.Apply for VAT registration  
11.An inspector from URA inspects the business premises  
12.Apply for PAYE 
13.Obtain application forms for trading license 
14.The licensing officer arranges an inspection of the premises and fills out an 
assessment form. 
15.Pay the license fee at the bank.  
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16.Obtain the trading license 
17.File a form with the National Social Security Fund (NSSF). 
18.Make a company seal 
(www.doingbusiness.org, 2001) 
 

Social 

Uganda is categorized as a developing country to which extent is usually 

assimilated with deep lacunas in the field of social well-being. However the 

country as attained significant progress towards reducing the share of the 

population suffering from hunger, and may achieve the goals of universal 

primary education, gender parity, and combating HIV/AIDS. Nonetheless, 

progress in, child and maternal mortality, access to health care, incidence of 

malaria and other diseases, have been slow. In the field of education the county 

as experienced an increase in total enrolments from 7.5 million in 2002/03 to 

7.6 million in 2005/06 due in majority to the increase in the number of schools, 

class rooms and teachers (OECD, 2008).  

Investment in human capital through high-quality and affordable education is 

an essential determinant for Uganda in attracting foreign investors. Despite 

notable improvements, the net secondary school enrolment ratio remains low 

(34.2 per cent in 2006) and higher for males than females. There is a high 

secondary school dropout rate due largely to the high costs and unavailability 

of secondary schools. Level of education and health are usually strong 

determinants of a countries workforce well being, and therefore on how 

competitive the environment is. The field of business Mobile Relate evolves in 

is driven by strong technological breakthroughs and knowhow, hence the 

importance of finding qualified workforce. Furthermore the nature of the 

product sold by Mobile Relate entails to a certain literacy requirement which is 

one of the big limitations in the market at this point meaning that even though 

one has a phone, he may not fully understand how to operate it or not be able 

to understand the campaign or various messages referring mobile messaging 

interaction (OECD, 2008). 

Technology. 

In this section we will identify the key technological elements for an SMS 

content provider to operate properly. In light of this we can assume that for 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     34 

Mobile Relate to operate appropriately in Uganda, the company needs a strong 

ICT industry. Six licensed network operators serve the Ugandan 

telecommunications market. There are two fixed line operators; Uganda 

Telecom Limited (UTL) and MTN Uganda. There are six mobile network 

operators; Mango (a subsidiary of UTL), MTN Uganda, Zain Uganda, Warid 

Telecom, Orange Uganda and Anupam Global. The countries fixed line 

connections reached 171,250 at the end of 2009 increasing by 27% from the 

2008-year figure of 168,481. Mobile connections increased to 14.4 million up 

40% from the 2008-year end figure of 8.5 million (BMI Tecknowledge, 2010) 

(see figure 7).  

     Figure 7: Telecommunication growth in Uganda 2004-

2009

 

 

Source: BMI-Tecknowledge 

Increased competition in the Ugandan telecommunications market is expected 

to continue to drive subscriber growth and revenues. The number of mobile 

subscribers in Uganda is forecast to reach 14.4% and give the country a mobile 

penetration of about 34% implying that more growth will be possible in the 

short term (BMI Tecknowledge, 2010).  

The Ugandan internet market has continued to grow reaching 108,000 
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connections by the end of 2009, with the vast majority of these, about 77,000, 

being cellular or mobile wireless based connections. The market is expected to 

grow to approximately 145,000 connections by the end of 2010. The number of 

Internet users is estimated to be over 3 million. Furthermore the internet market 

is expected to be boosted by the arrival of competition from companies such as 

Warid and Orange, leading to operators such as MTN and Warid to begin 

reducing their tariffs for internet services. 

The market is also witnessing the introduction of innovative services such as 

the mobile wallets offered by the various mobile networks with MTN Uganda 

boasting over 1 million mobile wallets users on its network  (BMI 

Tecknowledge, 2010). 

Environment 

As mentioned earlier Uganda is a land locked country, which benefits mostly 

today from the fertility of its natural resources in commercializing its 

agricultural products and fish exports. The Lake Victoria contributes for the 

largest part of fishery resources and water supply, however problems of over 

fishery, pollution from businesses and sewage are impending problems mainly 

due to the mismanagement of the environment. These externalities are not only 

affecting the economic sector but are major determinants of health and 

sanitation issues in the country. Furthermore deforestation, primitive 

agricultural methods and the use of hazardous chemicals contribute to the 

erosion of soils amongst other externalities. The discovery of oil as been seen 

as a blessing by the country, but this has to be delicately implemented to avoid 

the risks of pollution which may be seen in countries such as Nigeria. There are 

many environmental problems in this country to be addressed in the near 

future. Water management is also of the outmost importance in the country, as 

rainfalls are decreasing and creating water shortages hindering the countries 

ability to produce electricity from its hydraulic power plants mainly due to 

climate change. Important investments need to be done in the field of waste 

removal and prevention. Furthermore the access to drinkable water is 

stagnating in the country at a 65% rate and in the urban areas has reduced 67% 

in 2011 (Ministry of Water and Environment). The major challenges are 

mainly due to inadequate government funding and most of the problems may 
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be attributed to the increased economic activity, the dynamic population 

growth, the increase levels of poverty, the general level of education and 

literacy in the country. However the richness of the fauna, flora and topology 

of the country makes it potentially a great destination for tourism and may be a 

source for future growth in the country if well managed. 

Legal 

In spite of initial success widely proclaimed by the international community, 

corruption remains widespread at all level of society and the country faces 

major implementation challenges, in spite of the political stability and the 

absence of conflict in the country. Poverty, inequitable wealth distribution and 

corruption raise questions of the impact of the government’s anti- corruption 

reforms (Anti-Corruption Resource Centre, 2009) 

 In 2006, President Museveni announced a policy of zero-tolerance for 

corruption.  However, Global Integrity’s 2006 report on the country estimates 

that more than half the government’s annual budget is lost to corruption each 

year, amounting to USD 950 million (Global Integrity, 2006).  

A majority of citizens surveyed for the 2005 Afro barometer perceived 

corruption to be rampant. In addition, 36% of respondents to the survey 

believed that most or all government officials - whether at the central or at the 

local level - were involved in corruption. (www.afrobarometer.org) 

The World Economic Forum's Global Competitiveness Report for 2008-09 

identifies corruption as one of the major constraints for doing business in 

Uganda, after access to financing (World Economic Forum, 2008). The World 

Bank Investment Climate Assessment undertaken in 2004 corroborates this 

finding with 46.3% of small firms and 56.5 % of middle size firms identifying 

corruption as a major or severe constraint to doing business in the country 

(Anti-Corruption Resource Centre, 2009). 

Efforts Against Corruption 

There has been tangible progress in establishing the required legal and 

institutional framework to counter corruption. But these efforts have yielded 

limited results, and recent developments raise doubts about the sincerity of 
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government efforts to effectively address corruption (see figure8). 

 

    Figure 8: Anti-corruption placard in 

Uganda

 
 

 
 

Source: www.blog.freedomhouse.org 

 
However, Uganda has signed and ratified both the UN and the AU conventions 

against corruption, but they are not yet fully domesticated into Ugandan law. 

The country already has in place the necessary legislative measures to fight 

corruption but needs to strengthen measures on protection of witnesses, 

participation of civil society, criminal prosecution and sanctions, seizures and 

confiscation of property and financial records, amongst other areas 

(www.transparency.org). 

 

Regulatory Environment 
The Ugandan Communications Counsel (UCC) is a regulatory body in Uganda 

created in1997, to regulate and promote the development of the communication 

sector. This legal body is tasked with the licensing of operators, tariff approval, 

and the monitoring of quality. The telecommunications sector in Uganda 

enjoys full competition for both service and infrastructure provisioning. The 
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Ugandan ICT market is regarded as one of the more liberalized and open in 

Africa. The regulator has adopted a transparent and open approach to market 

development. The UCC continues to have a reputation of independence, 

stability and fairness among regulators on the African continent, managing the 

sector professionally, which is a good sign for a company willing to enter the 

Ugandan market at this point. (BMI-Tecknowledge 2010) It is important for 

the implementation of Mobile Relate to get familiar and comply with the 

regulations of this governmental and legal institution.  

 

4.2-Industries and sectors 

The Ugandan SMS value chain 
The value chain for the industry of content providers in Uganda, is accordingly 

quite identical to the value chain of the Danish markets with the same number 

of key stakeholders. Starting at one end with mobile phone subscribers, 

followed by mobile phone operators, gateway providers, service provider’s 

enclosing media and content providers, their customers and white labels. See 

chapter on Mobile Relate’s Value chain in Denmark. 

Competitive Forces- the Five Forces Framework  

Threats of new entrants 

There are no real barriers to entry in this industry at this particular window in 

time. If a company has the technical capabilities as well as the capital to bare 

the costs for short codes, the business is free to participate on a small or large 

scale. However some unforeseen barriers may emerge in the form of bribes and 

other incentives as it may take a long time to acquire the necessary licenses 

from the regulatory authorities unless acquired or speeded through networking 

and favorable acquaintances.  

 

Threat from New Substitute Product and Services  

According to Mr. Oscar Byamugisha, Sales and Marketing Director at SMS 

Media, Ugandans still believe that there are more returns on advertisement 

from conventional means, such as television and radio. It is therefore easier for 

a customer to go back to TV or radio if his approach to SMS Technology fails. 
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However, substitutes do not only stop at the latter, other substitutes such as 

news papers, magazines, flyers, billboard ads and the internet are also to be 

taken under consideration seriously. Nevertheless costs of running a campaign 

are to be reflected upon when making a proper evaluation; it is well known that 

TV, radio, the Internet and magazines are in the higher end of the cost chain 

depending on the number of subscribers and traffic generated. 

 

Bargaining Power of Customers 

As mentioned earlier there are an increasing number of competitor in this 

particular line of business leaving customers on a B2B level with increasing 

bargaining power, furthermore the share number of substitutes further 

accentuates the power of the customers. It is therefore important for one to 

retain his customers by intelligent pricing strategies combined with excellent 

customer service incentives and campaigns. On the B2C level, customers of 

customers also have a bargaining power as they have alternatives on getting the 

information required depending on whether the service is at the customers’ 

expenses or the business expenses. If the incentives are not right customer may 

decide not get the info via SMS but through the Internet where information is 

easily accessible. As Oscar Byamugisha stated: “People are unsubscribing 

from the info services at an alarming rate.  This might be due   to the loss of 

quality of services, economic condition or the fact that all this information can 

easily be found on the Internet”. He also stated in the interview that people are 

more interested by SMS services if they stand a chance of winning a price. 

People do not subscribe to a service for information, unless it is really 

important. Creating the incentive for various service providers to be more 

active and creative in diversifying its available content for the B2C market. 

 

Bargaining Power of Suppliers. 

Looking at the value chain, suppliers include content providers, media 

providers, gateway providers, technology creative design providers and mobile 

operators. Mobile Relate for its own good already has the gateway provided 

for, as they have it under the 1280.dk gateway in Denmark how ever they just 

need to pair the system with a short code from the Ugandan market. 

Furthermore Mobile Relate will benefit from the available design team in 
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Denmark where communication will be done online. Media providers are all 

organizations and businesses that can enable the display of content for 

marketing or promotional needs, for example Coca-Cola bottles, supermarket 

stands, websites etc. newspaper and magazines amongst others even though 

some customers may have there own media means, through out there network 

such as shops or own website for example. Mobile operators are the most 

important in the value chain as they provide the access to the subscribers, 

which are the targets of the companies seeking services from the SMS content 

providers such as Mobile Relate. It is important for the SMS content provider 

to have as many mobile operators as possible, if not all, as the more subscribers 

you can reach, the more attractive you are to customers. There is, as seen 

earlier, a large number of mobile operators, about six, which lowers their 

bargaining power, however the sheer importance of their resource for the SMS 

content providers is a determinant of success or failure. No operators equals to 

no business.  So media providers and mobile operators have important 

bargaining power due to the increasing number of SMS content provider. 

 

Competitive Rivalry Within the Industry. 

According to Mr. Byamugisha, the major players on the scene of SMS 

technology and mobile applications are according to position respectively SMS 

Media Uganda, Dmark Mobile, True Africa, Blue Cube and SMS One. 

Furthermore, as this line of business to some extent is in direct competition 

with the advertising world, we need to include advertising agencies, Radio 

channels, Television channels, news papers, even though they can be regarded 

as potential partners as well as media providers to enhance the services offered 

by Mobile Relate and its competitors. However the number of competitors in 

the direct line of business offered by Mobile Relates is growing daily 

according to Mr. Byamugisha. The direct determinants between success and 

failure are the propensity a company has to be innovative using available tools 

and creating advantage. The technology is an advantage but the input from the 

creative knowhow of the employees is the most important value in creating 

competitive advantage combined with the extent of ones network. So far, 

Mobile Relates has a network which is none existent as the operations haven’t 

been approached, so it will be determining for the company to approach key 
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stakeholder such as operators, media providers, and leveraging with the 

creativity, experience and knowhow provided by Mobile Relate and its CEO in 

Denmark and the local expertise of Mr. Geoffrey B. Sekitto. 

 

5-Application of the Technology in the Country. 

5.1-PLC (Product life cycle) 

The product life cycle typically describes the different growth stages of a 

product from its initial introduction to its final stages. There are commonly 4 

growth stages, which are respectively the introduction stage, the growth stage, 

the maturity stage and the decline stage (see figure 9). Each stage has specific 

characteristics that imply specific management decision and features to be 

taken into consideration as outlined in the methodology. 

       Figure 9: PLC for the SMS service providing Industry in 

Uganda

 

 

  
Source: Guy Sønderberg, based on data gathered and interview with Mr. Oscar Byamugisha 

 

According to Mr. Byamugisha, the Ugandan market is still profitable, and 

there is still a lot of space to grow with the right marketing ideas and 
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enthusiasm: “I think this product is still in its baby stages.  All we are doing   

so far is SMS info services, yet there is a lot more that SMS can do.  There is 

even IVR, USSD, which are still in developing stages”. However competition is 

growing daily and seems there are many SMS companies starting up in 

Uganda. Often these companies have no proof of content and low product and 

service quality, injuring the market and the general opinion of stakeholders on 

the industry. Many companies and organizations are yet to see the benefits of 

using SMS’ for promotions as well as internal and external communications, as 

most managers in Uganda still believe in Television, radio and newspapers. 

Furthermore networks do not consider VAS as a big part of their finances, yet 

it actually is.  As a result Service Providers get very little assistance from the 

networks. People are unsubscribing from the info services at an alarming rate. 

 This might be due to the loss of quality of services, economic condition or the 

fact that all this information can easily be found on the Internet. 

As seen earlier the industry is at an early stage and this can be seen by the 

penetration level of the various products sold by Mobile Relate’s competitors, 

for example customer care services are now provided by some organization via 

SMS. The same applies for bulk messaging services which enables 

organizations and individuals to reach more than one person at a time; they are 

usually handy in preparing SMS campaigns. This is a service through which 

informative information is passed out to many recipients via SMS, for 

example, political campaigns, Malaria campaigns, HIV and AIDS campaigns, 

promotions (Byamugisha, O; appendix, 2011).   

Furthermore the low penetration level of smart phones means that there will be 

a large number of opportunities in the near future in advertisement and other 

SMS campaign format especially mobile applications, as there are positive 

predictions for the penetration of these devices. 

Additionally some of the big limitations in the market at this point is the level 

of literacy in the country which means that even though one has a phone, he 

may not fully understand how to operate it henceforth not be able to understand 

the campaign or various messages referring to message interaction (Sekitto, 

G.B, Appendix, 2011). 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     43 

6-B2B and B2C Survey 

6.1 Quantitative Research 

Quantitative research is a field that relies primarily on the collection of 

quantitative data (Blumberg, Cooper, & Schindler, 2008).  

The basic data that build up the frame for quantitative research are variables. 

Variables being something that can take different values, an example of 

quantitative research, would be to measure how many people feel, think or act 

in a particular way. This kind of survey tends to include large samples - 

anything from 50 to any number of interviews. Structured questionnaires are 

usually used incorporating mainly closed questions - questions with set 

responses. There are various vehicles used for collecting quantitative data but 

the most common are on-street or telephone interviews or threw online 

surveys. 

Quantitative research objectives centre around quantifying segments of 

populations, establishing consumer awareness of a company/brand, identifying 

buying habits, measuring awareness/tracking brand awareness of/after an 

advertising/promotional campaign, measuring response to a new idea/product, 

identifying trends based on past and current research data, predicting future 

behavior, determining what people need, ascertaining to what extent 

attitudes/behaviors are changing etc. Some of the limitation with qualitative 

data is falsification from the interviewees such as giving false personal 

information, or careless answers. 

6.2 Methodology B2B Survey 

The B2B survey involved gathering information from businesses in Uganda as 

to know what were trends in their use and views on mobile phone application. 

Since the research team had limited resources and was not able to travel to 

Uganda, it was decided to conduct the survey online. The list of respondents 

was selected form local business directories and a professional social network 

called Linkdin. The questionnaire was also reasonably short, easy to 

understand, which meant that the sample group could easily and conveniently 

complete the questionnaire. Once contacts in the various businesses were 
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identified, links were posted via mail directly to the different companies as to 

grasp a general understanding according to activity and other criteria’s. The 

research was conducted based on a web-based questionnaire. The survey 

method chosen is based on quantitative technique. This was chosen because the 

research team wants to verify information, and qualitative survey questions 

enable to gain new unknown information. The survey was sent on a large scale 

to 200 companies operating in Uganda. The number of companies that 

answered the survey started originally at 29 dropping, gradually down to 20 

companies at the end of the survey. An issue with the data in the business 

survey is that very few respondents successfully answered all questions and it 

differs greatly what questions they answered. This makes it difficult to get any 

valid results from comparing answers of different questions, as the response 

rates would then be very small. However, this was never a purpose of the 

survey so it does not pose a problem. Unanswered questions imply that those 

questions were not easily understandable, but the fact that many people did 

respond indicates that the wording was not the issue. Rather perhaps people 

might have chosen to not answer when a question was of less relevance for 

them. Whatever the reason, it seems not to be the quality of the survey that was 

the issue. 

6.3-Analysis of the B2B Data 

In this section we will analyse the answers derived from the survey and 

apprehend the key knowledge that can be applied to give us a better 

understanding of the business and stakeholder community in Uganda. Amongst 

the companies that successfully answered the survey 14% were NGOs, 10% 

Agriculture businesses, 7% manufacturers, 10% retailers, 14% technological 

companies, 0% in education and 7%were governmental institutions, providing 

us with a population that spans through the various business activities a 

country may have. 64% of respondents ran campaigns for their businesses 

against 14%, which did not run any campaign. When asked which were their 

primary means of advertisements most companies answered that they 

advertised using newspapers with 43%. All the other means of advertisement 

scored between 5% and 10% be it TV advertisement, radio or billboards. 60 % 

of respondents’ ad campaigns resulted in a positive way meaning that they felt 
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positive result form their campaign in daily business operations. On an 

average, respondents ran 4 campaigns a year, however looking at the budget 

that they have at there disposition, most companies ran on a budget situated 

between 1000 and 5000 USD, (see figure 10). 

   Figure 10: Ugandan respondent businesses Expenditure in USD per 

campaigns

    
Source: Guy Sønderberg, based on data collected from the  b2b survey 

 

Generally speaking when it comes to SMS advertisement and content delivery, 

Businesses seem to react well, according to the survey results, 78 % of 

respondents were familiar with SMS campaigns against 14%, which were not. 

When asked how they felt about advertising using SMS’ 72% felt positively, 

11% negatively and 6% were indifferent. Furthermore the businesses that were 

asked if they would consider using SMS advertisement, respondent that yes 

they would at a rate 67% against 33% that would not be interested in using this 

form of advertisement. However when asked which form of advertisement they 

found the most efficient, the majority of respondents chose Radio and 

newspaper and magazines (press) ads, SMS ads are seen as quite efficient with 

a middle position scoring an average rating of 3.47 (see figure 11) 
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  Figure 11: Rating of advertisement types by surveyed 

businesses

 

    
Source: Guy Sønderberg, based on data collected from the  b2b survey 

 

6.4 Methodology B2C survey 

The research was conducted based on a web-based questionnaire. The survey 

method chosen is based on quantitative survey. Quantitative method is chosen 

because the research team wants to verify information. Thus, a quantitative and 

qualitative survey in form of a questionnaire is to be preferred as the research 

team will be able to conduct the research on a large sample group to gain an 

overall understanding of the problem at hand. Since the research team has 

limited resources it was initially decided to limit the sample size and the 

population. We conducted the survey on our contacts on Facebook, which had 

Ugandan origin, as well as using communities on Linkedin. The questionnaire 

was also reasonably short, easy to understand and conducted online, which 

meant that the sample group could easily and conveniently complete the 

questionnaire. These factors should contribute in giving a high respondent rate.  

However there may be also other factors that could prevent respondents from 

completing the questionnaire. These could be that they are not regular 
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Facebook users and thus do not check their profile often or that they did not 

notice their message for other reasons. Once the online survey was 

implemented it was noticed that the response rate was very low. This meant 

that the team had to get back to the drawing board. It was decided that there 

was not enough incentives for respondents to go over the survey; this is 

probably due to the fact that still a few people own an Internet connections, and 

therefore have to priorities the time they spend online. So the research team 

came up with an incentive where participants would be chosen randomly to 

win a prize of 200 USD. A Facebook group was created and participants 

chosen from a list of friends and groups related to Uganda as well as on 

linkdin. However it was noticed that participants did not believe in the 

legitimacy and the honesty of the organizers and therefore the response rate 

was still low. At this point a total of 44 respondents had answered the survey 

and we thought was a number that would not give an accurate representation of 

the trends shaping the Ugandan market. 

It was therefore decided to have the survey conducted on the spot, in Kampala 

Uganda. However this would increase the costs in relation with the research.  A 

local university student was hired to conduct the survey. And was assigned a 

budget of 200 dollars from the research team that included wage and 

motivational gifts for the participants. The method proposed and used by the 

young university student was to walk around and randomly selected people 

who seemed to be idle. Main target group were undergraduate students, staff at 

Makerere, and High School pupils gathering opinions from those below the age 

of twenty.  It was noticed that in many cases respondents did not fully 

understand the questions this may have been due to language barriers or 

literacy skill from the respondents, or perhaps the questions were vague in 

nature. In some few cases the literacy of the individual wasn’t appropriate 

enough, it was found out by the research team in Uganda that they often had to 

read each question or translate questions for respondents. Some respondents 

requested a translated version of the questioners. They asked why researchers 

did not have an English as well as Lugandan version.  Because of the choice of 

operation, they were naturally many illiterate, and although the idea was to 
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cover a broader demographic area then just the Makerere campus area, this 

means that some answers might not reflect reality.  

 

Furthermore many potential respondents decided to decline participating in the 

survey, because they believed it would either benefit the Ugandan telephone 

companies or, as one individual firmly claimed, the government. These two 

institutions seemed to be both highly mistrusted by the general public. On the 

other hand students had very positive reaction to the survey and easily 

understood the context more than other adults.  

. Once the required population of a minimum of 200 respondents successfully 

answering the survey was met, the research team in Uganda had to mail all 

copies. Overall the interviewer for the B2C survey managed to gather 

responses from 294. 

6.5-Analysis of the B2C Data 

Overall a basis of 294 respondents answered the survey as mentioned earlier. 

The gender repartition of the respondents was respectively, 64% males and 

33% females. In addition the age of respondents were categorized as follows: 

the age category 16-20 years old represents 22%, the sample aged between 20-

30 years of age gathered 58% respondents. The age category between 30 and 

40 representing 11 % followed by the 40-50 years old collecting 5% of the 

total population, and finally the category labeled as “ more than 50 years old”, 

gathering 1% of the population sample. The income level of respondents can 

be summarized in the figure 12. We can see that the majority of respondents 

are situated in income category “less than 500 USD followed by the category 

“500-1000 USD “. Furthermore when asked which ICT devices the 

respondent’s owned. 46 % owned a Television, 47% a radio, 31% an Internet 

connection and 91% owned a mobile phone, this allowed to research team to 

understand how respondents could be reached by advertisers, it was 

uncontestable that mobile phones is the device which is most widely spread 

throughout the population sample. When looking at how knowledgeable 

respondents were when it came to knowing how to send and receive SMS´, 

86% of respondents knew how to use their phones to send text messages 

against 11% which were not familiar in using there phone for the same 
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purpose. The general opinion of the respondents regarding the reception of 

promotional adds on their phones was surprisingly encouraging, with 69% of 

respondents reacting positively to the thought against 16% having negative 

feelings on the matter and 12% indifferent to the idea. 

 
    Figure 12: Income level distribution amongst B2C respondents  

 

 
   Source: Guy Sønderberg, based on data collected from the  b2c survey 
 
 
Furthermore, when asked whether or not participants had used SMS functions 

for anything different than “texting” friends, such as television voting, 

newsletters etc, 58% of respondent had previously used their phones for such 

services against 40% that did not. In addition when participants were presented 

the idea of receiving promotional offers and information on their phones, 73%, 

were interested against 23% that were not interested. Finally when asked to 

grade on a scale from 1to 5, five being the highest and one the lowest, the 

various means of advertisement according to how efficient the respondents 

thought they were. We can see that TV ads is perceived by the total population 

answered as a highly responsive means of advertisement, scoring an average of 

3.26, followed by radio with an average of 3.22, sms ads 3.02, billboard ads 

2.79, magazine ads 2.65 and finally flyer and poster ads scoring a 2.53 (see 

figure 13). 
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 Figure 13: Respondent’s opinion on the Impact of different advertisement type 

 

 
   Source: Guy Sønderberg, based on data collected from the  b2c survey 

 

 
Now we will analyze whether some of the variables are associated by cross 

tabulating the ones in which we may find interesting combinational facts by 

cross age categories against income categories. We can see that in the age, 

when cross-tabulating the age against the knowledge of using SMS functions 

on  a mobile phones age category 16-20 that 84% knew how to operate the 

SMS function against 16 % which didn’t, In the age category 20-30, 90% were 

familiar against 10 %, in the 30-40 age category 97% were familiar against 3%, 

in the 40 -50 category 86% were familiar against 14% and finally in the more 

than 50 year old categories , 60 % were knowledgeable on the SMS function 

against 40% (see figure 14). The cross tabulation shows in general that the total 

population sample is knowledgeable on SMS function and that age is not a 

determinant except for the last categories where we experienced a significant 

shift in trend. However we need to keep in mind that the samples according to 

age are significantly dispersed in size and therefore less accurate then if each 

categories had even samples. 
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    Figure 14: Distribution of respondents according to age and knowledge of SMS  

 

 
     Source: Guy Sønderberg, based on data collected from the  b2c survey 

 

 

By cross-tabulate the age against the ownership of electronic devices, we can 

see that there is a very high owner ship in all categories of mobile phones 

between 80 % and 100 % against all other means of media communication, the 

ownership of television represents 23% in the age category 16-20, 47% in 20-

30, 76% in 30-40, 75% in 40 -50 and 60% in more than 50 year of age. Radio 

experiences a significant increase in percentages of ownership with the 

increase in age categories, same for the internet until it hits 50 years old then a 

significant drop to zero, however as mentioned earlier the sample sizes of the 

different categories are significantly uneven (see figure 15).  
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     Figure 15: Distribution of respondents according to age and type of ICT 

ownership

 

 
       Source: Guy Sønderberg, based on data collected from the  b2c survey 

7-Disscussion of the findings 

Generally speaking Mobile Relate will be evolving in a country with a stable 

environment in comparison to most sub-Saharan countries. As mentioned 

earlier Uganda has been ruled for a large period of time by president Musevini. 

With the help of some long lasting economic incentives, he has managed to 

attract and create a strong environment for foreign companies to evolve and 

thrive. Democracy is slowly, advancing in the right direction with the creation 

of a multiparty political environment. However some major drawbacks are 

noticeable in the field of corruption, major business indicators show that 

corruption is rampant in Ugandan slowing and depleting the flow of transaction 

and the general health of the business environment. This means that companies 

have to adapt to these practises, it is often hard to know when confronted to 

such acts, as they may appear subtle in form. The corruption not only evolves 

on a governmental level, but also on a business level, where companies and 
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staff accept bribes to award contracts, jobs, amongst other wrong dealings. 

Nonetheless, using the right manager may conquer these externalities, often a 

local whom has the general knowledge on how to handle these complicated 

situations. The overall health of the economy can be perceived by the 

economic indicators, which show that Uganda is a healthy economy with high 

growth. The country holds large amounts of natural resources especially with 

the new discovery of oil. This indicates a future wellbeing for the economy and 

an increase in the level of prosperity. However prosperity will strongly depend 

on the appropriate redistribution of wealth by making sure that a small elite 

will not capture all benefits attributed to the discovery of this resource, as it has 

been the case in many oil rich countries. Furthermore oil has the potential of 

dealing with the energy problems that the country faces, which often creates 

extra costs for business and hinders economic activity in general. Uganda is 

very dependent on its neighbouring countries in terms of import and export as 

the country is landlocked, and crisis experienced in Kenya or Tanzania quickly 

have strong repercussions on the country’s economy as seen during the last 

elections held in Kenya. Nevertheless, this may to some extent affect Mobile 

Relate’s activities, as the company merely does not import or export goods as 

per say. All dealings are mainly flows of services between customers and 

Mobile Relate Uganda and Mobile Relate Denmark via Internet and other 

means of communication. However the injuries on the local economy could be 

felt has often during these periods of turmoil. 

The ICT sector in the country is starting to organise its self with the help of the 

government with the creation of the Ugandan communication council. 

Regulations are being passed in order to control this newly established and fast 

growing sector of the economy which in the end protects consumers and 

businesses from misuse and fraudulent activities. 

Looking at the SMS content providing industry, a very few players are 

currently at the top of the food chain, comprising of SMS Media, Dmark 

Mobile, true Africa, Blue Cube and SMS One. However the early stages in 

which the industry life cycle is, and low barriers to entry suggest that there are 

companies entering the market and competition is tightening. However this 

also implies that there is still a lot of space for business opportunities and 
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growth potential. Nonetheless the market for mobile phones is increasing and 

new operators, consumers are entering the market giving leverage to the 

technology and service sold by Mobile Relate and its local competitors.  The 

key challenge for the industry today is to convince marketers that they can 

provide more or at least as much as other main stream means of advertisement. 

Looking at the analysis of the surveys conducted we can conclude that there 

are positive trends concerning the use of the technology, on a B2C level 

respondents were familiar with the technology and often have used it, if not, 

they are interested in knowing more about it. 

On a B2B level, businesses are also showing positive signs towards this new 

form of advertisement and customer service opportunities that the technology 

may convert. 

However the only concerns regarding the success of the service provided by 

Mobile Relate and its competitors is the fact that there are high illiteracy rates 

amongst Ugandans, significantly to the point that some of them may not be 

able to fully operate the different menus and application on their phone, 

nonetheless we need to take into consideration the income of these people as it 

would usually imply that they are most probably individuals with very low 

income hence less attractive for certain business demographics.  

8- Strategic Recomandations. 

8.1-The Ansoff Matrix 

Mobile Relate’s purpose in entering the Ugandan market was to create growth 

and more brand awareness. Looking at the Ansoff Matrix, suggesting that a 

business, attempts to grow depending on if it is marketing new or existing 

products and depending on if the market are new or existing markets 

(Jobber.D, 2004) Looking at the Ansoff Matrix we can see that Mobile Relate 

has taken the path of market development where one business seeks to sell its 

existing products or services into a new market (see figure 16).  However 

Mobile Relate Denmark is constantly developing new products and services 

that may in turn be transferred to the Ugandan market, where they might be 
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also new products hence potentially making Mobile Relate Uganda both a 

market development tool and a product development tool.  

   Figure 16: Mobile Relate and the Ansoff 

Matrix

 

 

    
Source: taydeaburto.com, customised to the need of the thesis by Guy Sønderberg 

 

Because Mobile Relate is expanding into new markets, a market development 

strategy typically has more risks than a market penetration strategy, which is 

growth strategy where the business focuses on selling existing products into 

existing markets (Jobber.D, 2004). The product development strategy may be 

appropriate if the firm’s strengths are related to its specific customers rather 

than to the specific product itself. In this situation, it can leverage its strengths 

by developing a new product targeted to its existing customers. Similar to the 

case of new market development, new product development carries more risks 

than simply attempting to increase market share which is typically what Mobile 

Relate does with its Danish based customers, where they have to often create a 

customized service to match the needs of its customers so the Ansoff Matrix 

suggests a combined strategy as Mobile Relate wants to export the global 

extent of its knowhow. The business in Uganda will be dealing with easy 

simple tools combined with more complex and customized solutions, as done 
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back in Denmark. Looking at it from a business perspective, the low risk 

option is to stay with ones existing product in existing market: the product is 

known, it works, and the market holds few surprises. However, the company 

will be exposed to a whole new level of risk by either moving into a new 

market with an existing product, or developing a new product for an existing 

market. The new market may turn out to have radically different needs and 

dynamics than thought, and the new product may just not be commercially 

successful. 

On the other hand by targeting a new market with a new product, you increase 

your risk to yet another level, nonetheless new products may be developed 

upon request from customers. Conversely the nature of the product marketed 

by Mobile Relate which is a service and therefore intangible to a certain extent 

operates mainly through the use of ICTs. This enables transfer of technology 

and knowhow at a quick pace, to significantly reduce the costs of entering a 

new market as there is no need for production plants. The only eminent costs 

will be facilities costs which are already available through the offices of Mr. 

Geoffrey B Sekitto. Marketing costs and costs related to the hiring of staff 

necessary to make the company work are very limited though considering the 

already available technical support in Denmark. As seen earlier the price of 

labor is very low in the country compared to Denmark hence facilitating the 

processes. However we still need to keep in mind that Mobile Relate Denmark 

is not financially attached to the venture and just provides brand and 

technological tool and knowhow. This is in turn not a bad decision, as the 

Anshoff Matrix suggests that the easiest form of growth is to market existing 

products in existing markets. Nevertheless it does not take into consideration 

the Industry Life Cycle of the product. In our particular case the Industry Life 

Cycle for the service that Mobile Relate is exporting is in its early stages in 

Uganda, leaving a lot of space for potential new entrants. 

Another risk that has to be taken into consideration is the new markets as itself, 

is very different from the Danish market, as social and economical factors have 

created a reality much different for the western world. Furthermore language 

and cultural barriers may have to be taken into consideration while transferring 

knowhow as to see if they are applicable or even transferable. This is where the 
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expertise of the country manager and his team will make a difference in 

eliminating the risks. The local manager is a young entrepreneurial business 

figure that has evolved and has had positive results in the field of ICT 

consulting, business consulting and procurements amongst other lines of 

business, such as import and export and is accustomed with the societal norms, 

conduct and familiarity with business cycles and formalities such as the dealing 

in and avoidance of corruption amongst other important activities. 

The option of diversification could be one, but it is often at a great cost and 

Mobile Relate Denmark has made it clear, their growth strategy does not 

involve any transfer of capital which usually increases the risks of one’s 

venture, as the easiest way to enter diversification is through acquisition and 

mergers. Limiting the time necessary to research and develop new products in 

fields, which are often, different depending on if the company is involved in 

related diversification or unrelated diversification. 

However the most suitable strategy as mentioned earlier is the market 

development strategy combined with a product development strategy which is 

the path that has been taken by Mobile Relate in terms of risk adversity, 

considering the company is not contributing financially and that the market is 

in early PLC stages. 

This implies the following strategic move, if the business takes the option of 

market development, the objective will be to find new markets for the firms 

existing products. There are two broad market development strategies.  

These are: 

• Identify users in different markets with similar needs to existing customers. 

• Identify new customers who would use a product in a different way. 

In this case the business will attempt to increase profitability and growth by 

introducing new products targeted at the existing customer base. This is where 

the company can create a differentiation advantage over its competitors by 

introducing tools that may be existing in Denmark and not in Uganda and 

adapting them to the market, such as coupons (groupon) on mobile phones, 

friend finder applications amongst other solutions. 
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8.2-Brand 

The idea for Mobile Relate Uganda is to use the brand Mobile Relate as a 

stepping-stone to enter the market. The company in Denmark has great 

reputation, not alone does it also evolve in markets in Scandinavia, England 

and now Germany, it has for customers companies such as IBM, LG, Nivea, 

Addidas, Peugeot, Seat, HP, Walt Disney, Forex, Visa and Nissan amongst 

many others.  It is would be interesting for Mobile Relate Uganda to build on 

the company’s reputation in Denmark to secure quality of service provided, 

and reach out to subsidiaries of these brands in Uganda creating a synergy 

effect. 

It is important for Mobile Relate Uganda to be clearly associated with Mobile 

Relate in Denmark through media means such as their website. Website should 

be displayed in English if possible displaying contacts etc. 

Not only should the company rely on Mobile Relate’s achievements in Europe 

but also rely on the expertise of their Country Manager Geoffrey Sekitto who is 

a local entrepreneur that has experience in the local field. This important as the 

cultural aspect of the venture will be one of the biggest barriers in transferring 

the business model to Uganda. In business term the core element in a 

company’s Marketing Mix is the product or service as it provides the 

functional requirement sort out for by the customers, brand managers develop 

products and services into brands helping to create a sense of uniqueness 

attached with the consumption of the good or service provided (Jobber.D, 

2004). The achievement in securing a strongly branded product leads to 

increase the customer perception of superiority of the product sold. Generally 

speaking firms attempt to retain customers through brand loyalty, as loyal 

customers are generally less price sensitive (Jobber.D, 2004). In our particular 

case Mobile Relate is exporting its brand to a new market, Uganda. We must 

assume that the company is unknown, and that Mobile Relate Uganda will 

have to build on from the companies’ brand as it will be using its name, its 

logo and all of its corporate presentational tools such as the website, the 

technological platform. Brand strategies often rely on choices such as 

rebranding, branding extensions and stretching as well as co-branding. The 
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importance of brands means that brand building is an essential marketing 

activity (Jobber.D, 2004). 

The situation described between Mobile Relate Denmark and Mobile Relate 

Uganda can be comparable to a situation of global branding which is the 

achievement of brand penetration worldwide or on a regional level. The 

argument between a worldwide penetration is that intensified competition and 

technological developments will force companies to operate globally, ignoring 

superficial national differences (Jobber.D, 2004).  According to Levitt a global 

village is emerging where consumers seek reliable, quality products at a low 

price and the marketing task is to offer the same product or service in the same 

way, thereby achieving enormous economies of scale. Levitt’s position is that 

the new commercial reality is the emergence of global markets for standardised 

products and services (Jobber.D, 2004). The creation of local brands also 

speeds up a brands time to market a producer’s service by reducing time 

consuming local modifications, furthermore the perception that a brand is 

global as been found to positively affect consumers belief that the brand is 

prestigious and of high quality (Jobber.D, 2004). However national varieties in 

taste and consumption patterns ensure that some degree of modification must 

be taken into account which may affect the marketing strategy of the service 

provider. In our case the delivery of the service might have to be changed as 

not everyone speaks English fluently depending on the target population, if 

they are lower class, expats working mother or other, taking level of education 

in perspective and targeted population. 

8.3-Strategic methods 

As mentioned earlier we can see that the market for SMS content delivery and 

mobile phone applications is in its growth stages, with a few competitors 

however there are companies with first movers advantages and significant 

market share, and others which are struggling to attain more market share, 

however the stage in which the industry life cycle is, shows that awareness and 

adaptation of technology are still low which can mean that there is still a lot of 

space and achievable growth possible for whom markets and gains 

understanding from potential customers. As mentioned previously in the paper, 
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Mobile Relate will be operating on a low budget, living small space for 

manoeuvrability and options. Looking at Mobile Relate Denmark‘s strategy in 

penetrating the Ugandan market, the company opted for a strategic alliance 

with a local entrepreneur to carry the logo and brand Mobile Relate at his own 

cost using technological capability and know how combine with sales and 

methodological experience from Denmark. Now we need to look at Mobile 

Relate Uganda’s strategic options. There are three available strategic method 

which are organic growth, acquisition and mergers and strategic alliances 

(Johnson G, el at, 2008). 

Organic development also known as internal development is where strategies 

are built and developed by building and developing an organisation on its own 

capabilities. Typically it is a path that can be taken by Mobile Relate Uganda 

as it enables one to enhance knowledge and capability development, for 

example if Mobile Relate decides to let a company handle its sales and 

marketing operation, it will lose important knowledge on market dynamics and 

customer needs which is in turn knowledge that cannot be used in time as a 

competitive advantage against their competitors or by its competitors against 

Mobile Relate if not implemented. Furthermore organic development also 

enables to spread investment over time, it may be more costly to develop new 

activities internally, than acquiring the means through other companies, 

however spreading these costs overtime may be more favourable an option 

than major expenditures as we have seen that Mobile Relates operates on a low 

budget. Therefore an organic development growth is suitable for the company 

the only factor that needs to be taken into consideration is the time taken to 

achieve goals which clearly takes more time then when acquired by purchasing 

a company (Johnson G, el at, 2008). 

Merger and acquisition is the second form of strategic method. This is where 

an organisation takes ownership of another company. Motives for mergers and 

acquisition is usually correlated to the speed of entry in a market or industry, 

acquiring knowledge, cost efficiency, strategic or new capabilities and 

knowhow of a specific country, getting their customer base as the market may 

be saturated (Johnson G, el at, 2008), which is not the case of the present 

industry at glance. However mergers and acquisition often involve large sum 
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of money and investments to be made and Mobile Relate Uganda is clearly 

working on a low budget of 12000$ that covers operational costs and 

marketing expenses.  

Strategic alliance is the third form of strategic method and involves the 

partnership of two or more companies in sharing their strategic capabilities, 

resources and knowhow to pursue a strategy, these can be made within 

industries or across different industries, for example alliance between 

McDonald and Walt Disney where McDonald would use Disney characters to 

commercialise their meals to children (Johnson G, el at, 2008). The main 

incentive behind strategic alliances is to acquire capabilities or resources that 

one does not possess. This form of strategy is interesting for Mobile Relate 

enabling the company to access capabilities that it may not posses at this point 

in time. From the three strategic methods available we can conclude that 

Mobile Relate Uganda can go for option one which is organic development, as 

the company posses most of its key capabilities in dealing in the line of 

business it is entering in Uganda. However the areas that will retain the most 

attention in terms of costs are marketing activities to promote the service to 

potential customers. Further more strategic alliance is also an option which will 

enable the company to acquire knowhow capabilities and resources taking out 

the cost factor or at least lowering it. The best option for the company is to use 

both organic and alliance strategy that will complement each other and may 

contribute to the general successful implementation of the company in the 

Ugandan market. 

8.4-Porters generic strategies 

According to Porters generic strategies, a firm's relative position within its 

industry determines whether its profitability is above or below the industry 

average. The key inspiration for a company to achieve above average 

profitability in the long run is to gain sustainable competitive advantage. 

Furthermore, there are two basic types of competitive advantage a firm can 

possess: the first is low cost and the second differentiation. These two basic 

types of competitive advantage combined with the scope of activities for which 

a firm seeks to achieve them, lead to three generic strategies for achieving 

above average performance in an industry: cost leadership, differentiation, and 
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focus (www.Quickmba.com). The focus strategy has two variants, cost focus 

and differentiation focus. It will be important for Mobile Relate to take into 

consideration these determinants of performance when entering the market 

space in Uganda especially in laying down its strategy. 

1. Cost Leadership 

When looking at cost leadership, a company thrives to become the low cost 

producer in its industry. The sources of cost advantages are various and depend 

strongly on the structure of the industry. Cost advantages may include the 

pursuit of economies of scale, privileged access to raw materials, amongst 

other factors. A company that seeks to be a low cost producer must find and 

exploit all possible sources of cost advantage. If a firm can achieve and sustain 

its overall cost leadership, then it will be an above average performer in its 

industry (www.Quickmba.com).  

2. Differentiation 

When a business contemplates a differentiation strategy, it seeks to be unique 

in its industry, which is a dimension that is widely valued by buyers. It selects 

one or more attributes that buyers in an industry may recognize as important, 

and positions itself to favorably meet those needs. The Business may be 

rewarded for its uniqueness with a premium price, however this will depend 

strongly on how easy it is to replicate its differentiation strategy 

(www.Quickmba.com). 

3. Focus 

As a Business decides to implement a generic strategy of focus, it decides to 

concentrates on the choice of narrowing down the competitive scope within an 

industry. The Business selects a segment or group of segments in the industry 

and tailors its strategy to serving their specific needs, to the unfortunate 

exclusion of other customers in the industry (www.Quickmba.com). 

The focus strategy has two variants. 

(a) When choosing a cost focus strategy a firm seeks a cost advantage in its 

targeted segment. When selecting a (b) differentiation focus strategy a business 

seeks differentiation in its targeted segment. Both variants of the focus strategy 

rest on differences between a businesses targeted segment and other segments 
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in the industry. Accordingly cost focus takes advantage of differences in cost 

behavior in some segments, while differentiation focus exploits the special 

needs of buyers in certain segments (www.Quickmba.com).  

8.5-Laying out of the Strategy. 

The most important strategic angle, is that we have to consider that Mobile 

Relate Uganda will be operating on a very tight budget; this is where it is 

important for the company to make alliances. The company will have to secure 

key stakeholders in order to consolidate its brand in this new market. The most 

important will be in securing alliance with media providers; the idea will be for 

the company to get companies that have product or services with a large 

coverage or large number of consumers, for example using Coca-Cola, or a 

drinking water company. These products are consumed in millions on a daily 

basis. It has been identified that these companies do not regard their products 

has media means for itself and therefore can create a large opportunity as such. 

The proposal would be to make alliances with these strategic companies by 

using their products, to market other companies or services or products, for 

example: Lets say Dell wants to market its new computer and get a data base of 

potential customers to which it will be able to send notifications and 

promotions. The business will be able to place a competition add campaign on 

Coca-Cola bottles for example, saying win the newest dell computer by 

sending dell at 1280. Furthermore this will also open different possibilities; 

which is basically to target consumers according to location, area and gender. 

The UCC Ugandan communication council has put regulations where mobile 

operators are not allowed to divulgate locations of customers to SMS content 

providers: This idea will enable to target customers locally, for example lets 

say dell using the same campaign and media means being Coca-Cola, decides 

that it wants to target only the expat and business scene in Uganda, it knows 

that they live exclusively in the Kolo district. The company can decide only to 

place the competition on bottle destined to the Kolo districts in Kampala. 

Furthermore with this idea the company can target genders as well. If the 

company wants to target only female customers, it can place the stickers solely 

on female related products such as tampons, crèmes, detergents, etc (see figure 

17). It will therefore be interesting for mobile relate to investigate which 
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products are popular, and make alliances with them. The challenge will be to 

create a win-win situation where Mobile Relate will get extended media and 

marketing tools attracting customers and the alliances get to gain a double 

commercial value from product that only were sold with out taking in mind 

their potential media and commercial value. 

     Figure 17: Activity map for Mobile Relate ltd’s new 

process

 

 

    
Source: Guy Sønderberg 

 

8.6-Blue ocean strategy. 

The “Blue Ocean Strategy” confronts businesses to break out of what is called 

“the red ocean of bloody competition”. This is achieved by creating 

uncontested market space that makes competitors irrelevant. The idea is that 

instead of dividing up existing and often diminishing demand and 

benchmarking competitors, the blue ocean strategy suggests that one can 

increase demand and break away from the competition (Kim,WC, et al, 2005). 

The way to succeed is to realize that to win in the future, companies must stop 

competing with each other. The only way to beat the competition is to stop 
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trying to beat the competition (Kim,WC, et al, 2005).  

When looking at figure 18, the Red oceans, in red, represent all the competitors 

in the market space today. On the other hand, Blue oceans, in blue, denote all 

the industries strategies not in existence today (for example the approach 

suggested for Mobile Relate Ltd. This is the unknown market space. 

 

    Figure 18: Blue Ocean Strategy applied to Mobile 

Relate

 

    
Source: Blueoceanstrategy.com, customised to the needs of the thesis 

 

In the red oceans, industry restrictions are clear, and the competitive rules are 

known. Here, companies try to outperform their rivals to acquire greater shares 

of the existing demand. As the market space gets crowded, prospects for profits 

and growth are reduced and competition turns to “red ocean bloody” 

(Kim,WC, et al, 2005), however the PLC stage in which the industry is today 

suggests less competition, nevertheless there is still contest for current market 

share as customers yet still need to be convinced of the benefits to be 

withdrawn from the use of mobile marketing. 
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Furthermore, it is often agued that some blue oceans are created from existing 

industry boundaries, and often come from within red oceans by expanding 

existing industry boundaries (Kim,WC, et al, 2005). For example the current 

mobile marketing industry is bound by the UCC, with reference to mobile 

operators privacy term, in divulgating subscribers information.  

In blue oceans, competition is irrelevant because the rules of the game are 

waiting to be set. It will always be important to be successful in the red ocean 

by outcompeting rivals (Kim,WC, et al, 2005) . Red oceans will always matter 

and will always be a fact of business life. But with supply exceeding demand in 

more industries, companies need to go beyond competing. To seize new profit 

and growth opportunities, businesses need to create “blue oceans”. This is 

mainly implemented by strategic move. Accordingly, Strategic move is 

summed as the set of actions and decisions involved in creating new market 

opportunities (Kim,WC, et al, 2005). Here strategy is seen as making a choice 

between differentiation and low cost as highlighted in Porters generic 

strategies. In contrast, those that seek to create blue oceans often pursue 

differentiation and low cost simultaneously. However there is no such thing as 

a riskless strategy, as it will always involve both opportunity and risk, be it a 

red ocean or a blue ocean initiative (Kim,WC, et al, 2005). 

9-Design process and performance measurement. 

9.1-Design process 

In the section we will outline the change in operation processes with the 

implementation of the new strategy, we will start by mapping the current chain 

of processes, as well as the new chain of processes and analyse how they 

perform against each other. 

The current process design, starts with a request from a customer where for 

example they want to launch a campaign to gather a data list of phone numbers 

to create a one-way communication flow between the company and its 

customers or potential customers. In this example we need to take into 

consideration the limitations of the market notably the fact that operators are 

not allowed to divulgate customers residential addresses as explained in the 
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section above.  Once the customer has made his request, Mobile Relate designs 

and formulates the desires of the customers using its knowledge and 

technology, this operation can be supplemented by the help of mobile relate 

Denmark, where the headquarters may give there opinion or, a better idea. 

Once Mobile Relate has put together a viable plan to implement the customers 

need, the company receives a proposal with a model of implementation and a 

demonstration. At this point the customer may decide to proceed with the idea, 

or refuse the idea, in the case of a refusal the customer may decide to drop its 

approach with mobile relate or ask them to review their proposal after 

discussing where the company fails to meet the requirement of the customer. If 

the customer decides to go forward with the plan, Mobile Relate gets a green 

card and can start implementing the idea, this usually means setting up a 

campaign using regular means of advertisement, such as posters, flyers, TV 

adds, radio adds, magazines and newspapers, creating an event, as well as 

using the customers own media means such as shops amongst other 

possibilities. The implementation operation is followed by Mobile Relate’s 

payment for its services (see figure 19).   

      Figure 19: Current process design for Mobile Relate 

Ltd

 

 

    
Source: Guy Sønderberg 

Analysing the new process design we repeat the same example with a company 

gathering a data list to create a one-way communication flow with its 

customers. The current process is still part of the new process as these services 
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will still be available however a new chain of operations is added as unfolded 

below. The process starts the same way with a request from a customer; 

Mobile relates designs and map the idea with or without the help of Mobile 

Relate Denmark. However the customer has an extra alternative, which is to 

use one of the companies’ product or service alliances to implement its 

campaign. If the customer is interested by the idea, Mobile Relate will need to 

consult the partner in designing the service. Once the partner and Mobile 

Relate agree on a plan, the proposal is forwarded to the customer. The 

customer can than agree with the proposal or refute it. If it contests the idea, 

the company can decide to drop activities with Mobile Relate or discuss how to 

implement the idea differently taking the process back to the design and 

mapping board. If the customer agrees to the idea, mobile relate can start the 

implementation of the idea, and send a notification to the partner to start 

assembling the product according to the terms of the deal (for example sticking 

the logo of the company with a text on product package).  Once the products 

have been assembled and shipped to there respective outlets, mobile relate can 

receive payment and remunerate the partner for its services (see figure 20). 

     Figure 20: New process for Mobile Relate 

Ltd

 

 

   
Source: Guy Sønderberg 
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Now we will look at the performance measures of the old process against the 

new process. 

9.2-Performance measure. 

Process benchmark 

Quality: the current process displays the same alternatives as competitors 

leaving but very few possibilities for the company to differentiate itself. The 

service sold by Mobile relate has had proof of content in Denmark and all the 

other markets Mobile Relate is active in, and yet has been successfully tested 

in Uganda, however no business activity as yet to be made as the company 

hasn’t started operating at this point. 

The new process not only includes the current process, which is a prerequisite 

in operating in the current line of business, but also creates a leveraged 

differentiating point, which can be used to the benefit of the customer in 

implementing their campaign.  

Furthermore in the choice of product media providers, the customer may 

benefit from brand association with companies, which have general good 

public relations and opinion. 

Speed: speed is not really of any relevance in this process, except under 

pressure to meet a certain deadline for example the anniversary of a companies 

shop, or car model etc. the speed of process typically depends on the 

complexity of the assignment given by the customer and as the services are 

often quiet customised, it is very hard to give an accurate measurement line. 

There are also three determinants that may affect speed, the planning of the 

customers idea, consulting with Mobile Relate Denmark if necessary and 

negotiating with streamline media providers. In both cases media providers 

must be consulted. However it must be tested how much time it will take for 

the product media providers to assemble the campaigns with their products and 

shipment to outlets. Depending on the media provider mode chosen, the speed 

will be affected, for example if a company decides to make the campaign on tv, 

typically, the company will have to make a promotional video which could 

take some time. 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     71 

Dependability: with the current process dependability deals with available 

space of ad spots by newspapers, radio, or other means, and the time at which 

they will be aired or published. 

 On the other hand the new process deals mainly with shipment and 

customisation of products. Arrival on supermarket shelves might be delayed 

because shelves haven’t emptied, orders or deliveries have been delayed, or the 

subsistence of large existing stocks. So it could take a long time for the 

customised products to hit the market. Except if retailers use just in time 

practises or order products on a daily or weekly basis.  

Flexibility: 

The current approach is quite flexible, as there is a large palette of tools that 

may be used by customers to implement their strategies and campaigns, 

however the limitation of the market imposed by the UCC constrains the 

margin of strategic manoeuvrability concerning the information which is 

retrievable from mobile operators as such as gender and location of 

subscribers. Customers may target these segments using streamline media, 

such as TV, radio, magazines etc, but often at a high cost. For example an add 

campaign, placed in a newspaper will typically cost 4000 dollars per day 

(Geofferey B. Sekitto, manager Mobile relate Uganda ltd).  

The new process will offer a larger palette of options for the customer in 

formulating their mobile campaigns, as it will include the current process in its 

design. Not only will the new process enable Mobile Relate to go around the 

regulations set by the UCC, concerning the information that may or may not be 

retrieved from mobile operators subscribers. But it will also enable customers 

to target and segment more accurately. 

Cost: as mentioned earlier streamline media are efficient but costly, it typically 

costs around 5000 dollars per day for an ad in a newspaper (major papers such 

as the Daily Monitor). Newspapers in Uganda account for combined daily sales 

of about 100,000 units (Common Wealth, 2006) however there is also the 

factor that news paper are shared by people, but, this number accounts for all 

social and gender demographics. However since there are 100000 daily sales of 
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newspapers in Uganda, an ad placed in one of the newspapers, may be seen on 

30000 (daily sails of “New Vision newspapers”) newspaper units. 

It was identified that it costs around 15 cents to stick a company logo on a 

bottle of soda water, (mineral water etc). With 5000 dollars, a company would 

be able to place 33,333 adds on the equivalent amount of bottles. These bottles 

will then be sent directly to the area the company will be targeting, for example 

the expatriate supermarkets or residential areas in Kampala. One would be able 

to fill the supermarkets in these specific areas with 33333 bottles making sure 

that targeted customers will notice the product. This hence entitles much lower 

expenses for the number of placed ad however this are estimations based on 

similar services offered by water companies for businesses to stick there logo 

on the bottle they will in turn give to their employees and customers. However 

price will have to be determined properly upon negotiation. 

Polar diagram  

In the case of a service, it is hard to measure and implement performance 

measures as highlighted in the section above, especially, when analysing the 

speed and the dependability of operations, as each project are highly 

customised and to an extent quite unique in nature. However the domains of 

costs, quality and flexibility can be assessed to a certain degree. A grade will 

be given to the different processes according to the different performance 

objectives on whether they score high or low or average except for speed, 

which will be measured in terms of fast, slow or average. The approach is 

highly subjective and mainly due to the lack of actual concrete and verifiable 

measurements however the research team had a discussion with Mr. Geoffrey 

Sekitto in trying to assess the performance of the two processes. We will use 

the argumentation in the previous section as a reference to implement the polar 

diagram. For each performance measure 30 points equals to high, 20 points to 

average and 10 points to low, 0 very low (see figure 21). We can see from the 

diagram that the two processes are very close to each other, except in the 

domain of flexibility and quality where the new process outperforms the 

current process. However in the domains of dependability and speed the 

current process is faster and more dependable as it has already been tested and 
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used, the new process needs to be tested and assimilated in order for it to 

become more dependable and faster in its execution. 

     Figure 21: Polar diagram: performance 

objectives

 

   

Source: Guy Sønderberg 

 

10-Planning and implementation 

Planning will typically start with a study of products and services that may be 

interesting for the new process, for example investigating supermarkets and 

shops and identifying popular products and services, or products with the most 

visibility on shelves for example. This will follow an initial contact with 

companies that have a strategic potential for an alliance, creating value for 

customers. Upon contact some companies may be interested in the nature of 

the alliance and other less interested as the character of these specific alliance 

will bring forward issues related to brand assimilation and co-branding. Once 

the customer, the partner and mobile relate agree to the terms, price, number of 

units etc.., the product can be tested, this will typically involve testing the sms 

technology and the visibility and design of the product and the campaign. Once 

the sample product is ready, the partner will have to implement the changes 

necessary to the creation of the new packaging, this could be by changing the 
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packaging process of the company or having the campaign printed and stock 

on the product, for example using a sticker at the end of the factory production 

process, or at the beginning of the process of the packaging manufacture.  Then 

mobile relate, the customer, and the partner can have a discussion on location 

as to decide where to target customers, this would be done by analysing the 

logistical channel of the partners company (for example Coca-cola), in 

mapping out the final destination of the companies product according to areas. 

Once this as been identified, the partner can start the production and shipments 

of the products.  Once the products have been shipped, and stored in shops and 

supermarket shelves. Mobile Relate will gather the data that will be sent back 

by shoppers that decided to participate. Once the data has been gathered, 

mobile relate and the customer can decide how to proceed with it, for example 

send to customers promotional offers, product information, gifts, invitations 

etc. 

However in planning we need to take into consideration that error or 

complications may occur throughout the process of the transaction. This 

parameter needs to be taken into thought when planning the new process. 

First of all the identification of potential alliances may not yield positive results 

has some businesses may be reluctant to enter into partnership with Mobile 

Relate Uganda or reluctant to the idea of assimilating there brands with other 

brands. This constraint entails that the companies which may be strategically 

speaking, the most interesting, with highest coverage of demographic segments 

and location may not be integrated.  Second when companies have entered into 

alliance with Mobile relate, they may still refuse to assimilate their products 

with Mobile relates customer, or not agree with the content of the ad, for 

various reasons such as company image amongst others, for example Coca-

Cola refusing to display ad campaigns from a chemical or a contraceptive 

company, hence the importance of having partners across various fields and 

with different levels of flexibility when it comes to their products image. At 

this particular stage, one would have to propose a different company to the 

partner or other options. The next step in the process is to create the ad and 

assemble it with the product.  We need to make sure that the campaign is 

visible and understandable, for example no printing errors, stickers do not fall 
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of from the bottles if mishandled, testing that the SMS platform is fully 

operational and functional to deliver what is expected form the customer. 

Testing the partner’s process is also a requirement in order to accommodate the 

new changes, for example new staff team assigned to the task, testing batch 

and flow of the processes etc. The last part of the process is shipment, here 

many errors may occur, shipment to the wrong outlets and supermarkets, 

logistical problems. As mentioned earlier it is important to take into 

consideration the flow of the inventories at the location where the customer 

wants his ads to be noticeable, for example if the customer wants it Coca-Cola 

bottle ads to be noticeable in Metro supermarkets in a week times, and 

unfortunately Metro supermarkets have so much stored inventories that it 

would take a month before the campaign hits the shelves (see figure 22). Once 

the products hit the shelves, Mobile relate may find out that the campaign is 

not working customers are not sending messages back, this could be due to a 

typing error on the batch for example send dell to 1281, in stead of 1280.  

     Figure 22: Mobile Relate ‘s new strategy, operations 

network

 

 

   
Source: Guy Sønderberg 

 

Capacity will have to be taken into consideration, the business will start small, 

as it has been brought to the attention of the research team that Mobile relate 
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Uganda ltd will be working with a team of three initially, Mr. Geoffrey Sekitto 

the manager, a local graphic and multimedia designer and an administrative 

employee. As customers will grow in number, so will the time and efforts of 

the team be stretch over different project, it will be of the out most importance 

for the business to keep a good level of quality of service as capacity is often in 

direct correlation with the performance of costs, quality of service amongst 

other determinants. Has customer will grow in size the business will have to 

make some readjustments, taking into consideration current capacity expected 

and forecasted capacity by for example varying the size of workforce, hiring 

part time staff etc (N.Slack, el at. 2007).  

An interesting method to use staff and operate more efficiently is the Lean 

approach: The key principle of lean operations is relatively straightforward to 

understand, it means moving towards the elimination of all waste in order to 

develop an operation that is faster, more dependable, produces higher-quality 

products and services and, above all, operates at low cost. The lean approach to 

managing operations is founded on doing the simple things well; arguably the 

most significant part is the focus on the elimination of all forms of waste. 

According to the lean approach waste can be classified in seven forms: over-

production, waiting time, transport, process, inventory, motion and defectives 

(N.Slack, el at. 2007). 

 

Furthermore efficiency can be further encouraged by appropriately following 

the 5S’s which is a simple “housekeeping” methodology to organize work 

areas that focuses on visual order, organization, cleanliness and 

standardization, helping to eliminate all types of waste relating to uncertainty, 

waiting, searching for relevant information, creating variation and so on. By 

eliminating what is unnecessary and making everything clear and predictable, 

clutter is reduced, needed items are always in the same place and work is made 

easier and faster (N.Slack, el at. 2007). 

 

The 5-S  are generally taken to represent the following: 

1 Sort (Seiri). Eliminate what is not needed and keep what is needed. 

2 Straighten (Seiton). Position things in such a way that they can be easily 
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reached whenever they are needed. 

3 Shine (Seiso). Keep things clean and tidy; no refuse or dirt in the work area. 

4 Standardize (Seiketsu).Maintain cleanliness and order – perpetual neatness. 

5 Sustain (Shitsuke). Develop a commitment and pride in keeping to standards 

(N.Slack, el at. 2007). 

 

Lean philosophy encourages (and often requires) team-based problem solving, 

job enrichment, job rotation and multi-skilling. The intention is to encourage a 

high degree of personal responsibility, engagement and ‘ownership’ of the job 

(N.Slack, el at. 2007). The lean approach will enable Mobile Relate to use its 

limited resources and staff to its full extent, by increasing flexibility, in 

expanding responsibilities to the extent of staff’s capabilities.  The 

Development of personnel is another priority, by training personnel efficiently 

on all aspects of the business, over time more company members will be able 

to support most aspects of the business and create a more competitive 

environment. By training and increasing flexibility, employees will be able to 

participate more knowledgably on the Creative aspect of the business, 

involving them further more into the business process, hence increasing 

motivation– as creativity is often an indispensable elements of motivation 

(N.Slack, el at. 2007). Involving the staff in more responsibilities in using their 

abilities to the benefit of the company as a whole is also important in long-term 

productivity of the team. By participating in activities such as the selection of 

new recruits, dealing directly with suppliers and customers over schedules, 

quality issues and delivery information, spending improvement budgets and 

planning and reviewing work done each day through communication meetings, 

the staff will retrieve a feeling of being an important part and determinant of 

the overall well being of the business. Furthermore the manager should focus 

on employing teams of multi-skilled workers at all levels of the organization 

and use highly flexible cross training and job rotation, that will result in “multi-

skilling” (lecture 7 operations management course CBS, Malek Maalhouf). 
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11-Control and improvement 

The Balance scorecard is a control and management tool that enables to 

influence performance and control of the business and measure if it is 

performing accordingly to a set number of targets. This method of analysing a 

businesses well being, focuses not only on the financial performance of the 

company, but on all other success determinants of the business such as 

customer relationship, quality of product, use of resources etc (N.Slack, el at. 

2007). The balance scorecard may also be used as mode of controlling staff. 

For example making sure that they do not concentrate solely on short-term 

determinants of the business performance, but emphasise also on the long run 

aspect of businesses performance accordingly and avoid myopia. Overall this 

tool includes financial measures of performance, in the same way as traditional 

performance measurement systems, however the balanced scorecard approach 

attempts to provide the important information that is required to allow the 

overall strategy of the organization to be reflected adequately in specific 

performance measures. In addition to financial measures of performance, it 

includes more operational measures of customer satisfaction, internal 

processes, innovation and other improvement activities as mention above. In 

doing so it measures the factors behind financial performance, which are seen 

as the key drivers of future financial success (N.Slack, el at. 2007). 

The first steps in adequately creating a Balance scorecard is to fit strategy to 

the identification of key performance drivers. The selection of performance 

drivers is key to the optimum function of the Balance scorecard.  

However a performance measure means relatively little until it is compared 

against some kind of target.  Several approaches to setting targets can be used: 

-historically-based targets – targets that compare current against previous 

performance; 

-strategic targets – targets set to reflect the level of performance that is 

regarded as appropriate to achieve strategic objectives; 

-external performance-based targets – targets set to reflect the performance that 

is achieved by similar, or competitor, external operations; 

-absolute performance targets – targets based on the theoretical upper limit of 

performance (N.Slack, el at. 2007). 
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The challenges for Mobile Relate Uganda will be to select adequately a set 

number of targets to reflect its performance. However the company has no 

historic set of measure it may use, except for those made by mobile relate 

Denmark. Financial targets may be set, but it will take some time to set other 

targets, as the processes need to be implemented in order to channel 

information back. 

    

    Figure 23:  Balance scorecard for Mobile 

Relate

 

 

 
    Source: Guy Sønderberg 

 

The Danish counterpart can let Mobile Relate Uganda know what are the 

determinants of a successful campaign, for example number of returned 

customer messages according to coverage of campaign or cost of campaign. 

Furthermore not only can the company use its internal performance it can also 

look at external performances by benchmarking its activities to those of its 

competitors or other organizations that may experience similar problems. The 

process of benchmarking includes investigating other organizations’ operations 
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practice in order to derive ideas that could contribute to performance 

improvement. Some pitfalls of the Balanced Score include the amount of time 

needed to implement the project. Often there is a large number of goals for the 

organization and it may be necessary to make a substantial time investment in 

order to implement the project. 

 

Once implemented there is an additional outlay of time required from all 

persons in the organization who are needed to collect the proper data. Even a 

well-designed Balanced Scorecard will fail if there is lack of participation from 

management and/or staff personnel. 

 

Selecting too many measures can also cause a Balance Scorecard project to 

fail. Defining the organizations measures is a very difficult task. There is much 

room for error as in many cases the measures chosen are subjective and 

difficult to track. The organization must remember to choose measures that can 

be linked to defined outcomes. 

Mr.Geofrey.B. Sekitto, Mobile Relate Uganda’s Manager outlined that the 

strategic objectives for the company was to acquire significant market share, 

up to 10 % of the market and financial stability within the next 2 years. 

In light of these objectives we will outline key performance measure to be 

implemented by Mobile Relate in order to complete its objectives (see figure 

23). 

 

Financial performance: financial results. ROI 

Customer performance measure: percent/number of customers satisfied with 

service provided. Percentage Customer satisfied with problem resolution, 

percent customer satisfied with maintenance and support. Percent customers 

satisfied with training, percent product lunch on time. Propensity to retain 

customers. 

Business process performance measures: Cycle time for project development 

and completion, Percentage project on time and on budget, percentage project 

using standard methodology for system analysis and design 

Innovation and learning and growth performance measure: number of 

employees trained /time, percentage of time to accomplish project, number of 
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projects accomplished on monthly basis, time to form new staff. Time to 

develop and commercialise new ideas., number of relevant new ideas per year. 

Training efficiency, propensity to retain employees. 

 

12-Strategic Evaluation. 

12.1-Suitability. 

Suitability deals with the overall rationale of the strategy. The key point to 

consider is whether the strategy would address the key strategic issues 

underlined by the organization’s strategic position (N.Slack, el at. 2007). 

As mentioned earlier Mobile relates objectives are to gain significant market 

share and acquire financial stability. The strategy laid before mobile relate is 

that of product development and market development where the company will 

commercialise its existing products into a new market and create new products 

to fit better the needs and limitations of the market creating a differentiating 

point against its competitors. The implementation of key alliances in the 

manufacture industry for consumer goods will enable to create a differentiating 

angle for Mobile relate and address some limitation of the market. 

Differentiating points are often seen as marks of competitive advantage and 

therefore as increased quality for customers or potential customer. All the 

above fits directly with mobile relate Uganda’s objectives of gaining 

significant market share and financial stability. 

 

12.2-Acceptabilty 

Acceptability is concerned with the expectations of the identified stakeholders 

(mainly shareholders, employees and customers) with the expected 

performance outcomes, which can be return, risk and stakeholder reactions 

(N.Slack, el at. 2007). 

There are no costs assimilated with the introduction of the new product through 

the use of alliances. The only costs that are to be taken into consideration are 

the costs of printing and buying space on the bottles but these costs are charged 

directly to the customer. 

Looking at the Cost benefit approach, there are no costs, sensibly about the 
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same price as other means of advertisement and benefit enables to target 

gender and location at the same time and offers new possibilities. Which create 

more value for customers and a differentiating point that may benefit to Mobile 

Relate’s Brand and future market share. 

 

12.3-Feasability 

Feasibility is concerned with whether the resources required to implement the 

strategy are available, can be developed or obtained. Resources include 

funding, people, time, and information (N.Slack, el at. 2007). As there are no 

resources taken into account for this strategy, the only factor is time, 

coordination and planning with the different stakeholders in making the 

process smooth. Furthermore the efficient use of the staff will be of direct 

importance, when coordinating activities across the different stakeholders. The 

limited staff may be of concern when implementing the strategy. However the 

market trends and especially the PLC level dictate positive opportunities for 

the Venture.  

13-Conclusion 

Mobile Relate has decided to enter the Ugandan market, fueled by positive 

future market prospects. Its newly established venture with its African 

counterpart is based on a growth strategy that is to secure market share 

and financial stability. 

When analyzing the Ugandan market as a whole, the country shows 

positive trends especially when looking at the various economic and social 

indicators, however some problems in the field of corruption may be 

harmful to the business environment. Furthermore the microenvironment 

where the company will be evolving, yield positive feedback.  Industry 

experts, customer surveys and the PLC curve confirm that this line of 

business is in its early growth stages, which entails, that there is space for 

new comers.    

The strategic discussion outlines a differentiation approach for Mobile 

Relate that will be implemented through strategic alliances with key 
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stakeholders in the Business of consumer goods. This line of entry is 

mainly stimulated by the limitation of the market set by the UCC. 

Furthermore it takes into consideration the major challenges that the 

company faces notably its low budget and limited staff, and offers a key 

opportunity for the company to gain competitive advantage. By 

successfully addressing this strategy, mobile relate will be able to achieve 

its main goal of penetrating the Ugandan market and eventually using the 

same model as a stepping stone to the East African Market, in Creating 

growth and brand value for its business. 

14-Future perspectives. 

Mobile phones have made a decisive impact in the African relief, breaking 

down the boundaries of distance and communication. The industry is currently 

booming and it is estimated to increase in velocity in the coming years. 

However, the uses of technology associated with mobile phones vary in 

application and the latest breakthrough that is predicted to significantly impact 

the African continent and Uganda in particular, is the use mobile money, many 

companies are heavily investing in this area of telecommunication. Some of 

Mobile relates Ltd’s competitors are the pioneers in the field. The importance 

of mobile money rises with the lack of accessibility to financial institutions for 

the regular Ugandan. Furthermore banks are mostly located in densely 

populated areas, creating strong barriers in the form of distance for one to 

access his money. However mobile resellers are located in every small city, 

this creates the ability to transfer money and make payments on a wider 

geographical web. And as the survey conduced by the research team shows, 

people are interested and already are using the technology. When asked during 

the b2c survey, whether or not they had completed a mobile banking payment 

or transfer, 70% of respondents had completed a transaction against 27%, 

which hadn’t. Furthermore the reason for completing the transaction was for 

48% of the respondents because of the distance to the receiver, 10% for 

practical reasons, 5% because they did not own a bank account and 37% 

because of the speed of the transaction. Mobile Relate Denmark has not 

formalized any interest in entering the market. However some of its 
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Scandinavian customers and partners master the technology. However, further 

research in the field would have to be implemented in order to assess the cost 

benefits of entering this new segment of the industry. 
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Survey results 
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Results from the B2B survey 
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Interview with Mr. Byamugisha Oscar 
 
I am Byamugisha Oscar, Sales and Marketing Manager at SMS Media Uganda. 
About the expert bit, might be a little too much, but anyway please find 
responses below. 
 
1-ˇCould you outline the Ugandan industry value chain for the service of SMS 

applications and marketing services:  
The value chain should map the chain of activities. Starting with raw materials 
and ending with the delivered service /good. The Ugandan Industry Value 
chain consists of the following, beginning to end. For the purpose of this 
explanation, I will use a keyword like Directory. 
 

 a. Research and Development. This typically starts with an idea for a product 
or service. When SMS Media realises that a service like directory is required, 
we look at who needs it and how many people will require this service. This 
gives us an idea of if it is 
profitable to provide this service and the best way to provide it. We can also 
look at if the competition is providing this service as well. Of what other forms 
of this service are already on the market and how can we make our different 
and more attractive / useful. 
 
b. Design of Products, Services, or Processes. This is where the marketing 
department meets with the Tech department. Ideas are thrown around from the 
marketing point of view and tech decides if the ideas are possible. The process 
of how the service works is mainly the job of the tech department. 
 
c. Production. In SMS, most of what we create is services, and these services 
and normally the job of the tech departments. Timelines are set and tech needs 
to meet these timelines as more and more projects keep arising. This helps 
prevent back load of projects. 
 
d. Marketing & Sales. This is the department I manage. Here is where the 
finished product form the Tech department is re-ˇlooked at and viewed from a 
pint of view. What needs to be changed to make the services easier to sell of 
easier to use by the end user. Marketing draws up the selling points for the 
service, advantages as well as where and how to draw the most out of a service. 
For example, the Directory service could be sold to a phone book company to 
roll out as their own. This would mean that the Phonebook Company would 
pay for the services probably on a monthly basis, while the SMS Company still 
makes money from the hits to the Keyword directory. Marketing and sales also 
takes into consideration the promoting and publicity 
of the service. The marketing team is supposed to draw up a plan for this as 
well as set goals that they must achieve through the marketing plan. 
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e. Distribution. Because of the nature of the service, distribution would fall 
under publicity of this service which the marketing team is supposed to handle. 
The marketing team comes up with a roll out plan and sees that it is done 
within the timelines and a profit is made on the returns. 
 
f. Customer Service. This would entail, handling of failed requests of wrong 
information being returned to the recipient. This can be handled by the 
customer service department or the Tech department, depending on the nature 
of problem. This department also acts as a quality control department. 
Through out the Value chain, the operations department is involved. This 
comprises of the heads of departments for all departments. This ensures that 
timelines are met and policies are followed. All the way certifying the 
company values and goals are still at heart. 
 
2-ˇWhat are the different usages for the SMS services in Uganda at this point 

in time? 

 

Besides communication between one Ugandan and another;;  
- Customer care services are now provided by some organisation via SMS. 
- Bulk Messaging services. This enables organisations and individuals to reach 
more than one person at a time. 
- SMS Campaigns. This service can be provided by the bulk messaging 
interfaces. This is a service through which informative information is passed 
out to many recipients via SMS. For example Malaria campaigns, HIV and 
AIDS campaigns. 
- Promotions. Here the winners are chosen form the texts received to a specific 
number.enter a draw. Or look under your soda crown and send in the lucky 
number to stand a chance to win. These are endless. 
- Voting. 
- SMS vouchers. These are popular with bars and night clubs as the vouchers 
act as tickets. 
- Information Services. News, sports and lifestyle direct to peoples phones. 
This service can be received by subscribing to a particular short code. 
 
3-ˇWhat are the technological requirements of the industry at the moment, I-

phone technology, image or text mobile marketing act? 

 
Unfortunately, I am not in the tech department and my gasp of some of the 
things they do is not very firm. However, basically all you need is an SMS Info 
platform that can enable you to do Web to SMS as well as receive requests via 
SMS to web. You will also need a system that will generate reports and assist 
you figuring out if you are making money or not. 
 
4-ˇ What are difficulties for operating in this industry in the Ugandan market? 

 

Competition is growing daily. Too many SMS companies stating up in Uganda 
Many organisations re yet to see the benefit of using SMS for promotions as 
well as internal and external communications. 
Many Ugandans still believe in Television, radio and newspapers, not SMS for 
Campaigns. 
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-Networks do not consider VAS as a big part of there finances, yet it actually 
is. As a result Service providers get very little assistance from the networks 
- People are unsubscribing from the info services at an alarming rate. This 
might be due to the loss of quality of services, economic condition or the fact 
that all this information can easily be found on the internet. 
 
5-ˇ Who are the major players, mention companies and names? 

 

According to position, 
I. SMS Media Uganda 
II. Dmark Mobile 
III. True Africa 
IV. Blue Cube. 
V. SMS One. 
 

6-ˇwhat are the actual trends for the services and how much do people use this 

form of technology and application? 

 

- Because of growing awareness, more and more people are using the SMS 
services. However people easily grow tired of the services and stop using them. 
- People are more interested on the SMS services if they stand a chance to win 
something. People no longer just subscribe to a service for information, unless 
it is really important. 
 
7-ˇwhat are the forecasts for this industry in the coming years? 

 

-Costs per SMS on the networks is going down. This means that the cost per 
SMS for the VAS companies will have to reduce. This will cause a Hugh 
reduction in revenues. 
- SMS services are moving into USSD and IVR services. 
- SMS advertising might be talent on by the networks indirectly. This will be 
done by using an SMS company as a front in some cases. 
 
8-ˇWhat, in your opinion would be the major challenges for a foreign company 

to enter the market at this stage in Uganda? 

 

I. Too many competitors. 
II. People are not that interested in info services enough to stay subscribed, and 
this is where the money is. Most subs stay on for at most 3 months and getting 
new ones cost a lot of money. 
 
9-ˇ How profitable is the market at this point and what stage of the product life 

cycle is the industry in? 

 

The market is still quiet profitable, there is still a lot of money to be made with 
the right marketing ideas and enthusiasm. I think this product is still in its baby 
stages. All we are doing so far is SMS info services, yet there is a lot more that 
SMS can do. There is even IVR, USSD which are still in developing stages. 
 
10-ˇwhat are the barriers to entering this industry? 



IMM Masters Thesis Mobile Relate Penetrating The Ugandan Market     99 

None really, if you have the technical capabilities as well as the money to pay 
for short codes, you are free to participate on a small or large basis. 
 

17-Appendix 2: see enclosed CD-ROM 
 


