




• This confluence underlines the opportunity held by Mobile for Development, which seeks to draw 

investment and partnership to scale mobile-enabled services that can help to facilitate service delivery 

in the absence of traditional modes of infrastructure that would otherwise do this. Indeed, Mobile for 

Development is a growing sector, with well over 1,000 live services now tracked by the GSMA across 

the developing world in verticals such as money, health, education and entrepreneurship. The problem 

is that while the sector has enjoyed continued growth in the number of services over the last 5-7 years, 

scaling up services still proves to be a challenge and sustainable business models continue to be 

elusive. 

 

• This work is designed to inform and add insight to help address these challenges.  It has been 

developed by Mobile for Development Intelligence with support from the Rockefeller Foundation. Our 

inclusive approach included a research process and production of an interim and final report in April 

and May 2013 respectively, with a series of peer review workshops held in Nairobi, Kenya and 

Washington DC to drive collaboration and thought leadership across stakeholder groups. 

https://mobiledevelopmentintelligence.com/
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• In Africa, call minutes are generally 

higher than texts (e.g. around 3-4 

minutes per day vs. 1-2 SMS) 

 

• There is also the use of other 

functions using a mobile 

– P2P money transfers 

– Cash ins and outs using a mobile 

account 

 

• Text-based communication should 

be seen beyond just SMS 

– Social networking – e.g. 5% of 

African population uses Facebook, 

but this goes up to 30% among 

those who use the internet 

– As people get even low end phones 

with basic data access, social 

networks likely to become more 

popular mode of communication on 

mobile 
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Prepaid Contract 

Term None Commit to minimum (e.g. 18, 24 months) 

Customer spend Limited by size of top up (often $5 or under) 

Minimum = contracted months x monthly 

tariff 

 

Maximum = minimum + overage  + other 

(e.g. roaming) 

Barriers to acquisition 

Logistical (e.g. proximity to an airtime 

vendor) 

SIM registration provides identity barrier 

Low income 

Lack of identity documents 

Poor credit history 

Lack of credit history 

Mobile operator view 

Lower customer lifetime value on airtime 

fees; less willing to subsidise handsets 

Limited ownership of customer 

Lower data/VAS uptake 

Higher customer lifetime value on airtime 

fees; more willing to subsidise handsets 

Better knowledge/relationship of end users 

Is the dominant 

structure in 

Africa, Middle East, Latam, parts of Asia 

(e.g. China, India) 

North America, Western Europe, parts of 

Asia (e.g. South Korea, Taiwan) 

Source: MDI Analysis 
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Smartphone penetration 

 

• Monetising network investment 

• Data explosion and network 

capacity 

• Stagnation of traditional revenue 

• Intelligent networks 

• 4G roll out 

• Growth of users generally 

• Data take-up from low ARPU 

• Low post-paid penetration 

• 3G network roll outs 

• Low cost internet ecosystems 

• Strengthening customer engagement 

• Network deployment and coverage 

• Profitability with very low ARPU 

customers 

• Cost effective network coverage  

• Service innovation addressing local needs  

• Service innovation 

• Revenue diversification 

Digital pioneers and 

connected players 

Fast growers 

Discoverers 

Challenges Strategic focus 

E. Asia, N. America, 

Nordics, Australasia, W. 

Europe 

Middle East, Latam, SE 

Asia, E. Europe, Russia, 

China,  

S. Africa 

Africa, S. Asia 

Note: sphere size based on population 

Source: GSMA, MDI Analysis 
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• Growth of the mobile sector in many 

developing countries is higher than 

in mature markets given their high 

economic growth and continued rise 

in mobile penetration 

 

• However, people spend much less 

on mobile in developing markets, as 

the vast majority of users are 

prepay, making airtime costs a 

higher share of income (e.g. 2-3% 

on average, more for markets such 

as Kenya, compared to around 1% 

in developed markets) 

 

• This ratio would be even higher 

among the base of pyramid users 
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• There is a higher concentration of market 

share in developing relative to developed 

markets 

 

• However, this has mitigated in many 

developing markets over the last few years 

(the opposite has occurred in some notable 

developed markets such as the US and 

UK) 

 

• Lower concentration generally translates 

into a more competitive marketplace, 

particularly by reducing prices 

 

• In combination with several other factors 

(e.g. increased network coverage, lower 

handset prices), this has helped drive an 

increase in mobile penetration in the 

developing world 

 

• Key for governments to understand this 

virtuous circle to promote healthy 

competition 
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HHI = sum of squared 

subscriber market share 

 

The greater the value, the 

greater the concentration 

of market share (generally 

less competitive) 



• We estimate still less than 10% 

of people have a smartphone in 

the developing world (nearing 

50% in US/Europe) 

 

• Smartphone penetration will 

rise, but less for low income 

segments 

 

• Regional variation, especially 

for smartphones 

– Higher in Latam 

– Lower in Africa (where the 

smartphone may serve more 

of a community role (e.g. 

community health worker, 

agricultural co-op’s) for the 

time being 

 

• By sheer size, East Asia 

(dominated by China), Africa 

and South Asian regions have 

the most mobile subscribers 
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Mobile in the developing world 

Active subscribers Penetration

Mobile penetration will continue to 

inexorably rise, but… 

 

The shape and dynamics are more 

fluid, particularly in terms of the 

impact on lives of the base of 

pyramid versus the mass market 

 

1. Networks and coverage 
Investment 

Coverage expansion (urban to 

rural) 

Key influencing factors 

2. Handset utility and 

access to data 

3. Income growth 

Handset range 

Handset price 

Innovation in access to data 

Subsidies 

GDP growth 

Growth in GDP per capita 

Source: MDI Analysis 



• 2G coverage is generally much more widespread than 

3G in developing markets (average 2G coverage is 

around 95% of population, with 3G often below 70%) 

• 3G coverage is growing, but there remains a sizeable 

urban-rural coverage gap  due to roll out costs 

 

 

Network coverage, Kenya (Safaricom) 

Source: Safaricom , GSMA Intelligence, MDI analysis 
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• Coverage will continue to increase, especially 

for 3G 

 

• But what does this really mean? 

 

• Handsets can access data on 2G networks (via 

GPRS), but the capacity (e.g. number of people 

using data) is less than 3G 

 

• For the Base of Pyramid and other lower income 

segments, 2G coverage is sufficient to enable 

further rises in mobile penetration and even data 

use 

 

• 3G coverage is a leading factor for higher 

intensity smartphone penetration (e.g. watching 

video) – in other words, what people do on a 

phone, not supporting whether they can own a 

phone 

 



• Mobile networks transfer data over radio  

spectrum, while fixed broadband 

networks transfer data via copper or fibre 

optic 

• This means the data economics are more 

challenging using mobile 

• Currently, this is not a problem because 

most people in developing markets use 

featurephones, which use less data than 

smartphones, and much less than a home 

broadband connection 

• However, as more people use data that 

networks have to absorb, the cost of data 

to consumers may rise, with more 

stringent usage caps also a possibility 

• Usage caps are more likely to impact mid 

and high end users, with price rises 

impacting mid and lower income 

segments 

Source: Enders Analysis, MDI analysis 

0 2 3 5 6 8 9 11 12 14 15 17 18 20
N

e
tw

o
rk

 c
o

s
t 
p

e
r 

m
o

n
th

 

Data traffic (GB) 

Network costs of data traffic 

Mobile Fixed broadband

Average home 

broadband usage 

Average mobile 

data usage 



https://mobiledevelopmentintelligence.com/statistics










http://www.google.co.id/intl/en/mobile/landing/freezone/stp.html
https://www.facebook.com/ZeroBrowse
http://wikimediafoundation.org/wiki/Wikipedia_Zero
http://www.google.co.id/intl/en/mobile/landing/freezone/stp.html
http://www.wikipedia.org/
http://www.facebook.com/








































http://www.m-kopa.com/
http://www.m-kopa.com/
http://www.m-kopa.com/














































































http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure
http://www.mobileactive.org/how-fail-mobileactives-definitive-guide-failure






































































GSMA Intelligence • Scaling Mobile for Development

About the authors

Whilst every care is taken to ensure the accuracy of the information contained in this material, the facts, 
estimates and opinions stated are based on information and sources which, while we believe them to be 
reliable, are not guaranteed. In particular, it should not be relied upon as the sole source of reference in 
relation to the subject matter. No liability can be accepted by GSMA Intelligence, its directors or employees 
for any loss occasioned to any person or entity acting or failing to act as a result of anything contained in or 
omitted from the content of this material, or our conclusions as stated. The findings are GSMA Intelligence’s 
current opinions; they are subject to change without notice. The views expressed may not be the same as 
those of the GSM Association. GSMA Intelligence has no obligation to update or amend the research or to 
let anyone know if our opinions change materially.

© GSMA Intelligence 2013. Unauthorised reproduction prohibited.

Please contact us at info@gsmaintelligence.com or visit gsmaintelligence.com. GSMA Intelligence does 
not reflect the views of the GSM Association, its subsidiaries or its members. GSMA Intelligence does not 
endorse companies or their products.

GSMA Intelligence, 5 New Street Square, New Fetter Lane, London EC4A 3BF

Martin Harris — Director of Technology, GSMA Mobile 

for Development

Martin has been involved with the GSMA over the 

last three years working on various implementations 

in mHealth, mAgri and related programs, alongside 

carrying out research for the sector into the use of 

mobile technologies in the M4D space. Martin is also 

involved with a number of external companies focused 

around technology incubators and start-ups.

Tim Hatt — Senior Analyst

Tim is the head of research at Mobile for Development 

Intelligence at the GSMA, having joined the group in 

October 2012. In this capacity, Tim has responsibility for 

the team producing research reports and presenting 

externally at conferences and public speaking 

engagements. Prior to joining the GSMA, Tim spent 6 

years in London as an analyst covering telecoms and a 

variety of other sectors.

Corina Gardner — Senior Manager

Corina manages the Mobile for Development 

Intelligence programme. Building on ten years of 

international development experience across Africa 

and Central Asia, Corina brings a breadth of first-hand 

experience to the team. She joined GSMA in 2010 

after completing an MBA from Cambridge University 

focused on Energy and Environment.

Adam Wills — Analyst

Adam joined GSMA in November 2012. His 

responsibilities on ‘Scaling Mobile’ included leading on 

multiple report sections, presenting work to external 

stakeholders in Africa, and conducting interviews to 

generate a range of supporting case studies. Prior to 

GSMA Adam conducted policy research in an MP’s 

parliamentary office, with a focus on environment and 

international development.

� mobiledevelopmentintelligence.com • mdi@gsma.com • @GSMAm4d 

gsmaintelligence.com • info@gsmaintelligence.com • @GSMAi

mailto:info@wirelessintelligence.com
https://www.wirelessintelligence.com/
http://mobiledevelopmentintelligence.com
mailto:mdi%40gsma.com?subject=
http://twitter.com/GSMAm4d
http://gsmaintelligence.com
mailto:info%40gsmaintelligence.com?subject=
http://twitter.com/GSMAi

