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Abstract : Nigeria has one of the fastest growing mobile telecommunications industry in the world. In the absence of fixed
connection access to the Internet, access to the Internet is primarily via mobile devices. It, therefore, provides a test case for
how to penetrate the mobile market in an emerging economy. We also hope to contribute to a sparse literature on strategies
employed in building successful data-driven mobile businesses in emerging economies. We, therefore, sought to identify and
analyse the strategic approach taken in a successful locally born mobile data-driven business in Nigeria. The analysis was
carried out through the framework of strategic intent and competitive advantages developed from the conception of the
company to date. This study is based on an exploratory investigation of an innovative digital company based in Nigeria
specializing in the mobile advertising business. The projected growth and high adoption of mobile in this African country,
coinciding with the smartphone revolution triggered by the launch of iPhone in 2007 opened a new entrepreneurial horizon for
the founder of the company, who reached the conclusion that ‘the future is mobile’. This dream led to the establishment of
three digital businesses, designed for convergence and complementarity of medium and content. The mobile Ad subsidiary
soon grew to become a truly African network with operations and campaigns across West, East and South Africa, successfully
delivering campaigns in several African countries including Nigeria, Kenya, South Africa, Ghana, Uganda, Zimbabwe, and
Zambia amongst others. The company recently declared a 40% year-end profit which was nine times that of the previous
financial year. This study drew from an in-depth interview with the company’s founder, analysis of primary and secondary data
from and about the business, as well as case studies of digital marketing campaigns. We hinge our analysis on the strategic
intent concept which has been proposed to be an engine that drives the quest for sustainable strategic advantage in the global
marketplace. Our goal was specifically to identify the strategic intents of the founder and how these were transformed
creatively into processes that may have led to some distinct competitive advantages. Along with the strategic intents, we
sought  to  identify  the  respective  absorptive  capacities  that  constituted  favourable  antecedents  to  the  creation  of  such
competitive advantages. Our recommendations and findings will be pivotal information for anybody wishing to invest in the
world’s fastest technology business space - Africa.
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