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Strategy in Digital Business—The East

African Perspective

Paul Katuse

9.1 Introduction

Digital business entails the integration of digital technology in busi-
ness practices to generate new value in business models. This integra-
tion enhances internal capabilities and business operations and in turn
customer experiences. Chaffey et al. (2019) differentiated the term digital
business from e-business by arguing that digital business has a broader
scope than e-business. Digital business as a terminology was first coined
by IBM in 1997. There is a very minimal difference between digital
business and traditional information technology (IT). Digital business
entails the integration of the buy-side e-commerce, intranet, and sell-
side e-commerce. The buy-side entails the supplier value management,
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the intranet entails the organisational processes and functioning units,
and the sell-side e-commerce entails the management of the interaction
of the customer value chain activities. Therefore, digital business is about
applying digital technology and media geared towards improving the
competitiveness of the organisation through the optimisation of internal
processes with online and traditional channels to market and supply.
Converting analogue systems and information from physical to digital
systems is called digitisation, whereas the utilisation of digitised data and
technologies to influence workflow, transform customers and organisa-
tion interaction and engagement, and build better streams of revenue is
called digitalisation.
The emergence of digitisation in eastern Africa can be traced to the

mid-1980s. It was preceded by the IMF/World Bank initiated changes
through structural adjustment programmes (SAPs) and enhanced struc-
tural adjustment facilities (ESAF) in the mid-1990s. In its early days,
digitisation came to the east African business sphere enveloped as ICT.
However, it was not until the mid-2000s when mobile phone afford-
ability and governments’ policy frameworks coupled with the growth of
telecommunication companies that the need for digitisation was felt in
a significant manner. Kenya got connected to the World Wide Web in
October 1995, by means of a leased connection line providing internet
for the first time at 32 Kbps (Mureithi, 2017). Celtel was the first firm
to offer mobile telephone services in May 1995 (International Telecom-
munications Union, 2001). Tanzania was connected in 1995 (Sheriff,
2008) and Rwanda in 1996 (Mlay et al., 2013). The bandwidth of these
systems was very low compared to today.

Digitalisation in East Africa by African-owned businesses still lags
behind their peers. According to Banga and Velde (2018), there still
is a window of opportunity to develop the less automated sectors in
Africa. This window, however, may have a short duration. A compara-
tive example in furniture manufacturing is the difference between Kenya
and the US. In the US, the use of robots is likely to become cheaper
than US labour by the year 2023; the Kenyan inflection point only
comes a decade later, that is, in 2034, clearly indicating a window of
opportunity, which is approximately ten years later. Robots financing
and operating costs in the US are likely to become cheaper than wages
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in Kenya in manufacturing by around 2033. Accordingly, the inflec-
tion point for Ethiopia would be between 2038 and 2042, indicating
a variance in digitalisation adoption and diffusion in different African
countries. The African Digital Maturity report (Siemens, 2017), stip-
ulates that African countries are at different levels of digital maturity
comparatively. In the report, countries were categorised as emerging,
developing, established, and advanced in their level of digitalisation. The
difference is a clear indication of specific designs and patterns; and also,
levels of digital preparedness or literacy in each country. The enhance-
ment of access for customers to products and services, and suppliers to
manufacturers have been quickened by increased broadband and fourth-
generation (4G) networks and systems. The comparison of broadband
penetration and 4G coverage in Rwanda and Kenya showed that without
affordability, access alone does not have any impact. For instance, the
rollout of 4G technology in Rwanda is almost 100 per cent compared to
that of Kenya at 53 per cent, whereas broadband penetration in Rwanda
(11.3 per cent) is less than half of Kenya’s (47.8 per cent) (Mkalama &
Ndemo, 2020).
It is under digitalisation that the elements of McKinsey 7S model can

be appropriated. Abidin et al. (2015) argued that the McKinsey model
is divided into seven areas of regions “soft” and “hard” element within
the organisation. Strategy, structure, and system are the hard elements
whereas staff, skills, shared values, and style are the soft elements.
The hard elements are more infrastructural in outlook whereas the
soft elements deal more with the human element and may be deter-
mined by the kind of people in the organisation. The emergence of
business strategies oriented to technology such as business-to-business
(B2B), business-to-customer (B2C), business-to-government (B2G), and
business-to-employee (B2E) makes it possible to digitalise some aspects
of the 7S model. Smartphone applications, e-commerce specialised
websites, electronic marketplaces, and online auctions are practically the
most exploited kinds of online platforms (Bresciani et al., 2016), which
can be anchored on the proposed platformisation model (Adeola et al.,
2021).
This chapter discusses the context of digitalisation processes in the

East African marketing sector. It addresses the issues of digital value
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creation in marketing activities; the roles and challenges of digital
business framework; and the importance of understanding a business’s
competitive landscape. The chapter uses Mckinsey 7S model as its basis
and draws a parallel with the traditional strategy processes whose activ-
ities are focused on a firm’s mission and vision. Finally, it provides
recommendations on how organisations can use digitalisation to sustain
their market positioning through platformisation and, consequently,
deliver optimal services to their stakeholders.

9.2 The Influence of Digital Business
on the Existing Marketing Sector

Digital business has had a multifaceted impact not only on the East
African marketing front but also on the entire business sector. Shah
(2018) argued that digital marketing guarantees a direct interconnection
between firms and their consumers. Platforms thereof give appropriate
opportunities for organisations’ to connect with customers and get
instantaneous feedback on the consumer’s feelings. These help these
organisations improve their overall performance.
The impact of digitalisation on players, resources and activities may

be felt by an entire organisations’ value chain. Pagani and Pardo (2017)
proposed three main types of impacts of digitalisation. These are:

1. Activity-links-centred digitalisation when the digital resource optimises
existing activities—for instance, the digital transformation centre of
Rwanda (The Digital Transformation centre of Rwanda, 2020).

2. Resource-ties-centred digitalisation when the digital resource supports
the creation of new activities—for instance, the mpesa academy in
Kenya (Mpesa Foundation Academy, 2020)

3. Actor-bonds-centred digitalisation when the digital resource supports
new bonds between actors—for instance, Uganda digital acceleration
programme by the World Bank (The World Bank, 2020).
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Grishikasvili, Dibbs and Meadows (2014) suggested that organisations
require big data to make important business decisions for the exploita-
tion of new commercial opportunities; To date, the coverage of 4G
technology in East Africa is up 70 per cent of the population (OECD-
Development Centre, 2021). The impact of digital technology has always
varied from one industry to another. Businesses from various sectors
and industries have continuously challenged the traditional marketing
approaches and models and at the same time disrupting the digital
landscape—brands such as Amazon, Airbnb, Netflix, Uber, and Deliv-
eroo—by providing seamless crossover of offline and online activities
(Briddle, 2017). East African examples are as mpesa, and masoko in
Kenya, abanista and kaymu in Uganda, zudua in Tanzania, iduka in
Rwanda, and kukasoko in Burundi. Digitalisation has spread its influence
on many areas and activities of the business, a few of those areas, such
as, costs, training, digital value creation, pricing, and pricing models.

9.3 Influence on Cost

The cost structure of businesses has been impacted by digitalisation and
especially through the hard S’s of the McKinsey model, i.e., strategy,
structure, and system in a firm. Goldfarb and Tucker (2019) believe that
digital technology, or the act of presenting information in binary digits
or simply bits, has structurally lowered costs in five different cost centres
in the marketplace. Felix (2018) corroborated this information when he
established that, due to low levels of digitisation in Tanzania, businesses
in Tanzania, compared to others in the East African region, had higher
costs.

He proposed that both the Tanzania Communication and Regula-
tory Authority, alongside the private sector and other related stake-
holders, could find out ways of promoting digitalisation in the Tanzanian
economy. Sridhar and Fang (2019) corroborated this in their seminal
paper on marketing strategies and digital environments. In 2020, the
United Nations Capital Development Fund in 2016 published a case
in Tanzania, which shows that increased digitalisation coupled with
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widespread adoption of Person-to-Government (P2G) and Business-to-
Government (B2G) payments in Tanzania, focusing on the period from
2012 to 2016 helped reduce costs (United Nations Capital Development
Fund, 2020). The five cost centres are:

1. Information search costs. The adoption of digital technology has
created ease for individual business agents and firms in gathering
information faster. For instance, customers can obtain and receive
information on products and services at zero to minimal costs. Firms
on the other side of the spectrum can also gather information on
rivals’ prices, at almost zero to no cost, on third-party websites and
rivals’ websites.

2. Replication costs or the cost of producing goods. With the
advancement of digital technology, digital goods that have a marginal
cost of almost zero have been created, as opposed to all physical goods,
that have non-zero cost. For instance, software developers can recreate
codes they own with zero direct cost by the use of open-source plat-
forms. Their competitors can also obtain this same code at no cost
also from open-source platforms.

3. Transportation costs or the cost of information transportation
and goods/product from one place to another. As it is clearly
evident, there is no physical distance deterrent for obtaining infor-
mation on digital technology, goods, and products (e.g., physical
products), services (e.g., in the hospitality industry), and expertise
(e.g., skills of the workforce).

4. Tracking costs or the costs incurred on obtaining stage/phase-
by-stage/phase information on the production, stage of delivery,
or readiness for utilisation of goods or services. With reduced
costs on tracking, it has become even easier for firms and industries
to carry out activities such as customisation (e.g., of products like
computing equipment, etc.), personalisation (e.g., for products like
apparels and fashion, etc.), and also continuous customer engagement
in the process of customer expectation of service (e.g., vacations, pizza
delivery, updates of the stage of delivery, etc.).

5. Verification costs or the costs incurred when validating the iden-
tity, authenticity, and reputation of an agent. The advancement
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of digital technology has significantly reduced the verifying costs of
product quality through online reviews and brought down the fric-
tion and asymmetry to the paucity of verifiable information in the
customer experience process.

9.4 Influence on Training

Through digitalisation, the approach by firms to the application of
McKinsey’s soft S’s: skills, staff style, and shared values is changing. This
dynamism has brought in new challenges which many firms struggle
with. Some of these challenges are emerging as new customer segments,
socio-cultural diversity in the global marketplace, heightened market
volatility, unprecedented customer expectations about price, quality,
delivery speed, employee turnover and skill maintenance, and the effect
of the internet on an organisation’s core business (Sousa & Rocha, 2018).

Components of digital business such as artificial intelligence are
changing the rate at which dynamism in the industry is happening,
particularly in areas that require close interaction and collaboration
between computers and people. Big Data is re-orienting how we
access, organise, visualise, select, and utilise the information for training
purposes. Machine learning and the internet of things have caused signif-
icant changes, specifically in the manufacturing industry, aeronautics, as
well as the service sector, for example, in the hospitality and health indus-
tries. Thanks to nanotechnology, the skill requirements in the computer
industry, energy health sectors, and complementary sectors are changing
at tremendous speed. Several scholars have argued that these techno-
logical effects have led to new business opportunities along with new
risks in organisation’s value chains and customer expectations (Fan &
Zhou, 2011; Hui, 2014; Sun et al., 2012). Porter and Heppelman (2014)
believe that the process of integrating digitalisation to training is inex-
tricably transforming work processes through the interactions between
machines and people. When combined with other factors, digitised
training has seen an increment in the number of youths who are attaining
more skills and entering into business in East Africa, particularly Kenya
(Andeweg et al., 2020) and Uganda (Wafudu & Kamin, 2021).
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9.5 On Digital Value Creation

Shared values, a key component of McKinsey’s model, addresses culture,
core values, and firm’s cohesion. This is likely to lead organisations
to embrace digital innovation, resulting in new processes, service, and
products offerings. Regardless of whether they are interacting with their
stakeholders physically or through web-based technology, many firms use
digital technologies to create, sustain, and add value, hence providing
great significance and benefits to the entire value chain (Yoo et al., 2010).
Studies suggest that the adoption of digital business through innova-
tion may alter not only specific business operations and the business
models but also the entire innovation ecosystems (Adner & Kapoor,
2009; Loebbecke & Picot, 2015). On the dimension of digital inno-
vation, firms create value from their activities and interactions with
stakeholders; this is referred to as co-creation of value. This interplay
happens within the context of digital innovation ecosystems of the
specific regulatory, market, and other external environmental contexts
such as industry technology absorption and levels of competition under
which the firms operate as established by Jelassi and Martínez-López
(2020) in the Kenyan market.

In their seminal paper, Ahmad and Osama (2015) argued that digital
application marketplaces are continuously becoming significant to digital
platform owners working towards gaining the benefits of distribution,
brokerage, and applications by third-party developers. Two critical goals
drive the owners of those marketplaces: to address the needs and require-
ments of heterogeneity of end-users and captivate the attention of
third-party developers. Accommodating organisational goals is vital for
value creation.

In Rwanda, Kirabo et al. (2020) established that businesses respond
to the change brought about by digitalisation of business by focusing on
the creation and development of digital service capacities and capabil-
ities, which makes firms maintain better relationships and connections
with their customers, therefore contributing to value creation. Research
suggests that digital service capacities and capabilities are harnessed
from the critical interaction between similar to value creation processes
and service components: technology, people, information, and business
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resources (Chuang & Lin, 2015; Maglio et al., 2009; Spohrer et al.,
2007). In their framework of value creation and the multi-dimensionality
of value-creating practices in the digital innovation ecosystem, Susenoa
et al. (2018) proposed that the creation of value from digital innovation
can be elaborated through new ways distinguish different categories of
value.

As indicated by Sweeny and Souter (2001), value can be looked at
from the dimension of it being functional, emotional, and social. The
functional value essentially deals with the quality perceptions or perfor-
mance of the product and/or service delivery or how the product or
service satisfies the needs of the firm’s customers. Furthermore, func-
tional value is specifically the utility derived from the use of such product
and/or service offering, that is, whether the product and /or service is
value for consumers’ or customers’ money. On the other hand, social
value is related to the utility received from the “ability or capacity” of the
product and/or service to enhance the user’s self-concept and worth vis-
à-vis the society. Emotional value is more psychological; it is explained
as the way the product or service offering meets the customers’ inner
feelings. The customer perceptions of functional, emotional, and social
value significantly indicate the qualitative aspects borne by the product
and/or service offerings in the eyes of consumers. Mathwick et al. (2001)
further explained the importance of experiential value, which is based on
a combination of both intrinsic values such as playfulness and aesthetics
and extrinsic value such as customer return on investment and service
excellence. In addition, indicated value is based on utilitarian value
(which may include price savings and time savings), whereas experiential
value includes entertainment, visual experience, and interaction (Lee &
Overby, 2004). According to Mesich (2018), the N-Frnds mAgri digital
platform in Rwanda to date has benefited more than 15,000 Irish potato
farmers with its value-added features.

9.6 Influence on Pricing

The digitalisation of the strategy component in the McKinsey’s model
can partly be related to the pricing process. Its effect is seen in the
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form of determination of the appropriate pricing strategies, policies
and actual prices. Krämer and Kalka (2017) opined that technological
changes (internet availability, production digitisation, and innovation of
products) usually influence the environment of a firm and can be the
basis for pricing improvements and changes, a good case in example is
safaricoms’ mpesa in Kenya (Bhimani, 2021). In this process, organisa-
tions can conduct an analysis of relevant data and process information
which subsequently would lead to price optimisation. However, the
changes leading to price optimisation may cause unprecedented compet-
itive responses and reactions in the entire industry. Changes in consumer
behaviour as a result of easy and cheap online availability of infor-
mation, numerous search engines, and several price robots always go
a long way in helping find the best offers. Due to the digitalisation
process, market structures become fragile, resulting in lowered market
entry barriers. Cannibalisation of traditional products is also likely to
happen as replicated in the Ugandan service sector (Kayemba, 2020).

In addition, Andeweg et al. (2020) find that digitalisation not only
helped in establishing strong links between cooperative societies, traders,
and processors but it also promoted value chain collaboration and
enhanced transparency in pricing mechanisms leading to risk avoidance
and reduction in Tanzania.

Pricing strategy of many firms has undergone a total rethink; this has
led to changes in the types of pricing models and strategies used in the
digital era. Some of these pricing models, thanks to digitalisation have
made it possible to offer services and products for free to the user, for
instance, google and Facebook, and further to this, new revenue streams
have emerged like advertising on these platforms. Freemium models,
which are very popular with start-ups, have also come up. These do not
charge anything for their basic services but charge for upgrades, where
they promise to offer a full range of features with no ads. Good examples
of freemium models pricing models are Dropbox, Spotify, and LinkedIn.
Others are like Tigo and Bima in the Tanzanian insurance sector, Mkopa
in the Kenyan, Ugandan and Nigerian finance sector, etc. Keeping in
mind that production costs generally reduce when digitisation is the basis
of new business models, subscription models such as Netflix, Blue Apron,
and Hellofresh have gained more traction.
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9.7 Role of Digital Business Framework

Both digitisation and digitalisation of business have ushered in new
synergistic value creation grids and networks such as digital business
ecosystems (DBE). Digital business ecosystems can be explained as a
socio-technical network of organisations, individuals, and technologies
that collectively co-create value. The digital business ecosystems have
become the new business frameworks; these systems are connecting the
entire value chain of organisations for effectiveness and efficiency. As per
Stanley and Brisco (2010), DBE has two tiers; the digital (ecosystem)
and the business (ecosystem). This ecosystem stands for a virtual environ-
ment that is populated by digital concerns and entities, such as hardware,
software applications, and processes (Nachira et al., 2007). The systems
work on a peer-to-peer dispersed technology infrastructure that makes,
disseminates, and interconnects digital services over the internet.
These business ecosystems can be considered as economic commu-

nities of organisations and individuals and that conduct their business
outside their traditional industry boundaries (Moore, 1993). Therefore,
DBE can be called a business framework. It entails a socio-technical envi-
ronment where you find machines, equipment, and individuals, firms,
and digital technologies bearing collaborative, complementary, and also
competitive relationships to enhance the co-creation of value by means of
shared digital platforms. For example, within the East African countries
of Kenya, Uganda, Rwanda, and Tanzania, telecommunication compa-
nies, individual entrepreneurs, and other ICT-based firms have invented
and provided several services in the form of mobile phone applica-
tions, which generally have formed a network of relationships easing
business operations. These applications are for different stakeholders on
different platforms. Some of these are; iCow targeting the Kenyan farmer,
invented by Su Kahumbu in Kenya; Vet Africa by a Scotland-based tech
company—Cojengo, founded by Craig Taylor and Iain Collins in part-
nership with Microsoft offering veterinary services in Kenya, Ethiopia,
Uganda, and Tanzania; M-Farm for use by farmers in Kenya and Ghana
ensuring to price transparency developed by Linda Kwamboka, Susan
Oguya, and Jamila Abass; Agri-wallet offered by Dodore Kenya Ltd.
founded by Ad Rietberg and Sijmen, which is a smallholder farmers



216 P. Katuse

purse to manage their finances; Kilimo Salama developed by Syngenta
Foundation for Sustainable Agriculture and Safaricom Ltd., which gives
up-to-date climate and weather information to farmers for sustainable
agricultural practices in Kenya etc. (Emeana et al., 2020). The above
is specific to the agro-business sector, and different sectors have specific
applications targeted at them.

Digital business ecosystems include digital content marketing (DCM),
which is aimed at fostering brand engagement and trust with consumers.
The definition of DCM covers several aspects of the process of serving
and understanding the consumer appropriately. It is referred to as the
“management process responsible for identifying, anticipating, and satis-
fying customer requirements profitably” through relevant digital content
(Rowley, 2008, p. 522). It is, therefore, a critical relationship marketing
tool. It has been further proposed as an aid to the development of
consumer interconnectivity and attachment to brands, eventually bearing
a positive contribution to the firm’s performance (Carranza, 2017;
Kakkar, 2017).
The advantages of an organisational-based DCM include a more

engaged target audience at a reduced marketing cost, which consequently
may diminish the need for carrying out advertising or personal selling
activity (Pulizzi, 2010). Furthermore, Bicks (2016) reveals that content
marketing is likely to cost 62 per cent less than traditional marketing
efforts, and likely to generate three times as many [sales] leads at the
same time. For buyers and consumers, DCM is likely to improve access
to the content which is most relevant to their requirement and personal
needs, which may include the offering of opportunities for entertain-
ment, brand-related learning, or heightened convenience (e.g., through
time savings), leading to greater value (Lieb, 2011).

9.8 Challenges of Digital Business
Framework

Some of the major challenges under this context may include systems
inter-operability bottlenecks of the McKinsey model in a digital frame-
work with its technological, semantic, and organisational facets (Chen
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et al., 2008). IT incompatibility, for instance, the architectural frame-
work, the infrastructure, or the frameworks, thereof, maybe another
hindrance. In East African countries, for instance, mobile connectivity
index (MCI), rules for data exchange, and use in addition to digital
interfaces may still be in the early stages of development and are varied
(Heaphy, 2021).

Person-related challenges may also be there; for instance, individual
managers, consumers, or customers may have their roles unfulfilled as
a result of a dearth of required competencies or equipment. Individ-
uals may not be in a position to cope with the dynamics, heterogeneity,
opportunities, and complexity involved in value co-creation (Lenkenhoff
et al., 2018).

Firms fased hurdles like having different structures and use of non-
identical logics of organising in terms of responsibilities, decision-
making, and autonomy. Chen et al. (2008) argued that the coherency
between decision-making principles could be the main prerequisite for
the evolving of ecosystems. This coherency seems to be important for a
balanced exchange relationship and a minimum amount of trust between
autonomous partners (Tsujimoto et al., 2017). However, this coherence
may be lacking in most cases.

9.9 The Strategic Management
Requirements for a Successful Digital
Business

In the contemporary business environment, the success of the strategic
management process in relation to digitisation and digitalisation of the
process is necessary. Strategic management activities, strategy formula-
tion, strategy implementation, strategy evaluation, and control, can be
digitalised to a certain extent. Brorström (2020) has argued that, in the
contemporary dynamic business scenario, both digitalisation and digiti-
sation are core to operations. In the process of strategic management, the
McKinsey 7S framework as a concept of a firm’s internal business envi-
ronment designing is very critical. The relationship between each of the
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7Ss elements may be used to determine the strengths or the weaknesses of
a firm, and the dimensions can be fused to a firm’s digital transformation
process (Demir & Kocauglu, 2019).

Starik et al. (2012) proposed a framework called the Strategic
Environmental Management (SEM) framework through mapping the
McKinsey 7Ss to identify critical characteristics of company’s environ-
mental sustainability profiles. Some scholars like Sekera and Stimel
(2011) researched (eco)-sustainability and found out that the McKinsey’s
7S model addresses largely operational and tactical levels, instead of
strategic level. Teh (2013) posited that the McKinsey model could be
a functional tool at a strategic level, where firms create and implement
their (eco)-sustainability policy and strategy. As a result, in his proposal,
Teh (2013) used the McKinsey 7Ss framework as a basis to build an
assessment metric to measure the extent of adoption of sustainability
policy and strategy and appraise an organisational eco-sustainability
performance with the metrics. It is, therefore, on the basis of such a
foundation that the McKinsey’s 7S framework and its applicability to
platformisation can be considered.

Enhanced firms’ performance may be driven by several factors for
such as how human resources are managed, policies, compensation, and
leadership. The human resources (HR) function plays an actively crit-
ical and productive role in realising a firm’s goals. The four soft Ss of
the McKinsey’s model tends to be skewed to the human element in an
organisation. This, therefore, may mean that the entire human element
can be engineered by the use of the McKinsey model (Zincir & Tunç,
2017). McKinsey’s hard and soft Ss should be taken up as precedents for
the optimal realisation of a firm’s digitalisation process. Once these are
founded appropriately on the right form of digital platformisation, then
the firm’s survival would be guaranteed (Adeola et al., 2021).

9.10 Discussion and Conclusion

From the accessed literature, it is evident that digitisation and digitalisa-
tion as processes guaranteeing good business performance in East Africa,
are still in their infancy. The business sectors in all East African countries
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are at different levels of preparedness, infusion, and adoption of digital
framework. Several authors and scholars have researched on digitalisation
of various aspects of business, including Kaivo-Oja Roth and Westerlund
(2017), who wrote on the major trends in the digital transformation
across different scenarios, Shpak et al. (2016), who examined models
of marketing diversification, Chaffey and Ellis-Chadwick (2016) expli-
cated the expediency of using electronic communication technologies,
Patil, (2018) on the influence of the trend of marketing digitalisation
on consumers, and digital transformation technologies for large compa-
nies (Sebastian et al., 2017). In the meantime, other researchers have
also concentrated on the use of digitalisation application. For instance,
Reis and Melao (2019) examined the digital networkings of Portuguese
companies, Holmlund et al. (2017) researched on digitalisation on
banking, Hanninen et al. (2017) conducted his research on the problem
of digitalisation in the retail trade. Shubham and Renu (2016) researched
the change of marketing approaches to the consumer through the lens
of digitalisation of marketing activity. Louw and Nieuwenhuizen (2020)
opined that African firms introduce mobile-optimisation services first,
then other forms of digitalisation later. This highlights the place of a
‘mobile-first approach’ not only to traditional brick and mortar but also
digital-based firms. Few researchers have researched on digitisation of the
East African business context.

As organisations seek to attain efficiencies through digitalisation of the
McKinsey model, platformisation in key (Adeola et al., 2021). Robots,
automation, and computers have existed in the industry for some time;
however, the advancement of internet and the electronic highway have
revolutionised their use. This revolution has brought up efficiencies in
cost, material inputs, labour, and time. These enhanced efficiencies have
made it possible to monitor the activities with ease, seamlessness in
operation and processes of machines, materials, workforce, and even
service and products themselves, simultaneous data collection, analysis,
and utilisation of real-time decision-making.

In the contemporary business world, organisations need to survive
and to successfully compete. In order to do this, they need to increas-
ingly create a dependence on their use of information technology and
their knowledge capabilities to constantly keep on innovating. Alavi and
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Leidner (2001) stated that the importance of information technology
(IT) in supporting knowledge management initiatives and fostering
innovation cannot be discounted. IT as a component of platformisa-
tion facilitates the creation, dissemination, and utilisation of knowledge
(Davenport et al., 2008), thus greatly increasing and enabling organi-
sations’ knowledge capacity and capabilities. Digitalisation has aided in
the augmentation, building, and buttressing firms’ knowledge capabil-
ities. It has become a critical success factor in today’s business envi-
ronment (Sambamurthy & Subramani, 2004). Leonard-Barton (1995)
emphasised the connection between firm innovation and the knowledge
capabilities of an organisation. For digital business technologies to assist
in supporting knowledge acquisition in the business environment and
the assimilation and use of the same for decision-making, the concept of
anchoring McKinsey’s framework on platformisation is essential.
The contemporary global marketplace has become very complicated,

as exemplified by the fast-changing consumer preferences, increasing
competitive challenges, reduced product life cycles, and unsustainable
competitive advantage. Fast response and continuous innovation are
basic sources of sustainable advantage (Distanont & Khongmalai, 2018).
As part of understanding their business’s competitive landscape, the
firms’ dynamic capacity and capabilities, its agility and innovativeness
will enable it to respond to unprecedented events, cope with unan-
ticipated challenges, and raise its competitive edge. Business agility is
defined as the firms’ ability to operate effectively in a dynamic envi-
ronment with much uncertainty and instability (Sahin, 2000). Story
(2021) posits that McKinsey’s 7S model is an important framework firms
can use to review their marketing capabilities. It is also a business-wide
construct that entails logistics processes, organisational structures, infor-
mation systems, and in particular mindsets of both the management and
workforce (Hartványi & Nagy, 2008). Organisations that understand
their business environment can combine such understanding with their
agility to better take advantage of changes in the environment since such
environmental dynamism bring forth opportunities.

Braunscheidel and Suresh (2009) suggest that with mounting compet-
itive pressures and a combination of high levels of turbulence and
uncertainty, firms require agility, the use of McKinsey model can
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inform the organisation of its capacity. Furthermore, agility can enhance
the organisations financial, non-financial, and operational performance:
profitability, sales, market share, speed to market, and customer satis-
faction. Research in competitive dynamics of the business environment
has widely examined the patterns of competitive actions (e.g., strategic
actions, responses, or a series of actions, etc.) (Ferrier, 2001) and their
antecedents and consequences (Smith et al., 2001). Baum and Korn
(1996) further examined specific types of competitive actions, such
as market entry and exit strategies. The competitive actions, among
others like patent inventions, new service and product introductions
promotions, use of technology have a great potential towards the disrup-
tion of the competitive status quo within the business environment
and cause dis-equilibrium within the market. As organisations seek to
satisfy various customer needs, Jílková (2020) argues that the digital
revolution has restructured the conventional customer behaviour model
and brought some new perspectives to handle business-to-customer
(B2C), business-to-business (B2B), business-to-government (B2G), and
business-to-employees (B2E) in a data-driven society. Due to techno-
logical dynamism, the entire customer configuration has taken new
dimensions never known before.

For the platformisation process to succeed, the presence of factors
like digital technology adoption and adaptation, digital literacy, and
government input in some cases cannot be discounted. It is, therefore,
recommended that mechanisms to lower both digitisation and digitalisa-
tion costs, enhance adoption and adaptation, increase technology literacy
have to be put in place to spur the business growth and survival.
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