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WHO IS WHO? 
Dr Kai Uwe Wulff is the Group 
Executive of  Altech Stream, East 
Africa which consists of Kenya Data 
Networks, Infocom  Uganda, and 
Altech Stream Rwanda, companies 
providing data services in the 
region. Dr Wulff has worked as a 
Marketing Director and Managing 

Director in African Safari Club and African Safari Railways. 
He holds a Doctorate in Economics Science and is a licensed 
commercial pilot. He previously worked as a business 
consultant providing network hardware and software 
solutions in WULFF EDV Systemhaus AG, Germany, before 
taking up a position at Kenya Data Networks as a Managing 
Director. He oversaw the successful WiMax and fibre optic 
cable rollout at KDN. Dr  Wulff”s goal is “to be an inspiring 
leader who creates a winning, self sufficient team”.

Following in the footsteps of Web 2.0, Government 2.0 has come 
to refer to the increasing popularity with which governments 
worldwide are harnessing electronic media to reach and 
communicate with the masses. Also known as e-government, 
digital government it has led to a new dynamic-G2C or government 
to citizen emulating B2B or B2C. Governments now realize that they 
can communicate to citizens at nearly zero cost, instantaneously 
and receive timely feedback. With more citizens now building 
online communities on social networks like Facebook and 
LinkedIn, Government 2.0 strategies are now the buzz in forward 
looking nations.

   JARGON BUSTER  GOVERNMENT 2.0

ZUBEDI THE CTO

December/January 2011 global value events
Dec 14th

2010 IEEE Interna-
tional Conference 
on Future IT
Changsha, China

 
   Dec 15th-16th
   Social Media for CEOs Bootcamp
   Austin, Texas

Mar 25th
Mobile Money 
World Africa 2011
Sandton , 
South Africa

Mar1st-5th
CeBIT
www.cebit.de
Hanover, Germany

Jan 21st
Conference 
on Security         
Technology
Chongqing China

Jan 24th
Digital Content 
Monetisation 
(DCM) Europe 
2011
London, UK

Feb 25th-27th
9th Annual South-
ern California 
Linux Expo
Los Angeles, U.S.

Dec 4th
International 
Conference on 
Computer and 
Software Modelling
Manila, Phillipines

20th March
Global Conference 
Experiential 
Learning in Virtual 
Worlds 
Prague, Czech Rep

“I simply didn’t need to start a 
commercial company. I absolutely 
hate paperwork. I couldn’t take care 
of employees if I tried. So instead, I 
have a very good life, doing something 
that I think is really interesting, and 
something that I think actually matters 
for people, not just me.” Linus Torvald, 

Founder of the free Operating System, Linux

Quoted

Jan 2nd 2011
1st International 
Conference on 
Computer Science 
and IT
Bangalore, India

Jan 7th
2nd International 
Confernece on 
e-Education, 
e-Management, 
e-Business 
Mumbai, India
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With the signing of the East Africa Common 
Markets Protocol coupled with the landing 
of the fibre optic cables and the resulting 
increase in technologically facilitated trade, 
a comprehensive regional cyber law is now 
mandatory as cyber crime will grow in equal 
proportions to technological developments.   
How will the proposed East Africa Cyber Law 
protect business interests?

Phase 1 will tackle aspects like electronic 
signatures- are they binding? Online transactions-
is the evidence admissible in court? Who is liable 
for customer data transmitted online which falls 
in the hands of criminals? How will individuals 
be prosecuted for digital crimes in an era where 

technology itself is being used to fabricate 
evidence? Which bodies-regulatory or ISPs will 
monitor and moderate content that may be deemed 
harmful or unsuitable? Analysts warn that some 
key aspects are not being addressed by the law-for 
example cross-border computer crime which may 
necessitate an independent central court of sorts.

Phase 2 will focus on intellectual property rights 
protection, domain names and e-taxation. 
It has been proposed that the Cyber Law be 
based on existing global laws like United Nations 
Commission on International Trade Law but 
whether it becomes a practical reality is another 
issue altogether. 

ISSUES| East Africa Cyber Law; what will it cover? NUMBERS
10.8

Percentage of total 
turnover that ICT 

contributed to  
Uganda’s economy

10
weeks -research 

cycle performed by 
technology buyer before 
decision to buy is made

552,294
France Telecom Orange 

customers in Kenya

1.4
Terabytes of data that 

the newly landed 
EASSy submarine cable 
can deliver per second

300
Million KSH grant 

provided by Kenya ICT 
board for development 
of local digital content 

and software

100:1
Ratio of mobile phone 
ownership to fixed line 
ownership in Tanzania

2,078
Number of domain 

names purchased by 
buyers in Uganda

739
Kenyan bloggers-the 
third highest in Africa

technology BYTES

Second Glance: Acquisitions & partnerships
Here comes China
Huawei, the China based telecommunications net-
work solutions provider has been everywhere. 
From partnering with Safaricom to bring the more 
efficient Next Gen Mobile Softswitch which will en-
able a more efficient and high performance mobile 
network; to handing over the 3.5 plus network to 
MTN(U) resulting in super fast data speeds; and 
to pioneering the Huawei U8220 Android mobile 
phone which uses the Google Android operating 
system. While others see East Africa as half asleep, 
China sees Africa as half awake.

Googling Africa
With East Africa’s regional offices established in 
Kenya, Google is firmly entrenching itself in East 
Africa in all sorts of ways, from providing health 

and trading SMS information in partnership with 
MTN; in September they hosted the first Kenya 
Technology Conference, G-Kenya, which will show-
case Google Business Applications. Now that East 
Africa is firmly mapped what’s Google’s end game 
for the region? 

Jayant Khosla 
will head Airtel 
Anglophone

Consolidation games
With the acquisition of Zain, 
Bharti Airtel has set up an Anglo-
phone division consisting of its 9 
English speaking countries in Af-
rica which will be headed by Jay-
ant Khosla, former Essar Telecom 
CEO. Airtel is taking East Africa 
very seriously--we should expect 
rumblings in the industry.

Status of cyber laws in East Africa
Electronic 
Signature

Consumer 
Protection

E-trans-
actions

Cyber 
crime

Online 
content

Digital 
copyright

Electronic 
contract

Burundi None None None None None None None

Kenya None Draft

Rwanda Draft Draft Draft Draft Draft

Tanzania None None None None None None None

Uganda None None None

  Denotes existing laws



Cheap tech is the new luxury (and it’s great for business)

    editor’s LETTER

My first tweet was on July 19th at 10.25 am, this year.  That fact is 
significant because I have a morbid aversion towards anything that has 
even the slightest whiff of ‘bandwagonism’, especially if it attracts age 20 

and younger and is based on the Internet. Therefore Facebook, Twitter, and their 
ilk have often been on my  Top 10 list of ‘Timewasters that will never make my 
bucket list’. 

In what seems like a magical turn around, I have a Twitter account where 
I tweet about three to four times a week, a personal Facebook account where I 
give inspirational entrepreneurial messages, an Enterprise Technology magazine 
Facebook account where we give regular updates to our readers about what’s 
happening with the magazine and a blog on joycetonda.blogspot.com where I 
discuss technology events and how they affect East Africa’s businesses. I’m not shy 
about my online social networks either-I’ve pasted the urls in every conceivable 
communication I send out-Enterprise Technology is basically going to be in your 
online radar, all the time. The turnaround was not magical at all. It was the logical 
conclusion of an internal discussion that had me promise myself not to get online 
unless there was some way it was going to promote and add value to the magazine 

readers and advertisers.

Viola-if you want your brand visible, and thus popular and thus invaluable to your target market and thus generate revenue, 
you have got to paint the web red, in your brand. Where there is a discussion that affects your brand-you should be there, saying 
something. Where there is an opportunity to have your logo seen, put it there. Make it your job to say something online that shows 
that your brand is not sleeping-keep it visible. By staying visible you remain relevant.  Online social networks like Facebook, 
Twitter, LinkedIn are the next frontier -stay connected to clients, find new customers create buzz and PR.  For every modern 
business a social network strategy is now an essential, and we are going to show you how to develop an effective one.

Which is why we are calling this issue the ‘dirt cheap issue’ because these online social network are free (cheap) while being 
extremely effective (luxury) in spreading your message through viral marketing. But that’s not all there is-we discuss desktop 
virtualization another low cost computing solution, SMS business solutions, affordable super fast pay as you surf internet and the  
long suffering inexpensive Open source alternative to proprietary software. We’ve tossed in plenty of interviews with executives 
from different spheres of business all with the primary goal of bringing into perspective business solutions that you can use to 
build your brand and grow your business using available affordable technology.   Your assignment--create your business page on 
Facebook. Today.  Follow it up with a Twitter account and polish it with a LinkedIn page. Then keep updating them.
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FAILED PROJECTS
Plenty of ‘White elephants’ in East Af-
rica http://joycetonda.blogspot.com/

MOST INFLUENTIAL
Zuckerberg-most influential person of 
the 21st C for collecting millions of veri-
fiable personal data so simply without 
marketing gimmicks

COMPUTING ON THE CHEAP
The 35$ PC? If I were Windows I’d make 

an I-Pindow before the PC gets to the 
unprofitable $0, thanks TonyBradley 
PCW for the writeup

TRUTH NOT LIES
http://techdirt.com/arti-
cles/20100719/00264510262.shtml 
- Give us this day our daily fraud.

SELF CENSORSHIP
If you don’t want it broadcast, don’t put 
it on facebook. Zuckerberg cant please 

all the people all the time.

$1 A DAY IS ENOUGH
If Brin and Page, inventors of Google can 
survive on a $1 a month (According to 
the Guardian) why is the statistic of $1 a 
day so popular for Africa..ah I get it 

FUNERAL BELLS
You know social networking is bleeding 
to death when you receive friendship 
invites from funeral parlors

Follow us on http://twitter.com/TechnologyEA



ENTERPRISE TECHNOLOGY ROUNDTABLE

Can Enterprise Technology help you create a new business
portfolio, complete with profitable leads?

The Enterprise Technology Roundtable is an exclusive knowledge exchange forum for technology executives 

in East Africa in both the private and public sector to discuss technology innovation and policy and its impact 

on technology leaders over a sumptuous barbecue or fine dinner.  Attendance is limited to members who 

manage enterprise  technology resources.  

Why sponsor the Roundtable?

• Network with managers that can

    meet critical business needs and

    boost company sales

•  Present your products and services  to a regional 

    high value audience during the Roundtable you are 

    sponsoring.

•  Let your employees benefit from the high level 

  intensive knowledge sessions

For further details about 
membership and sponsorship 
please contact Joyce Tonda

tel: +256-773-092290
email: etr@ictcreatives.com

SPONSOR THE FIRST REGIONAL EXECUTIVE TECHNOLOGY ROUNDTABLE



here’s why it is so important that your desktops are properly licensed:

Having a properly licensed copy of Windows® operating system software can mean the difference 
between your business running smoothly or nasty surprises which could be detrimental to your day 
to day operations.

running properly licensed software gives you a Genuine advantage

Organizations using improperly licensed software encounter more system failures that result in data 
loss and downtime, ultimately adversely affecting productivity and profitability.

Get Genuine Windows agreement (GGWa)

If you recognise that you are possibly running machines with non-genuine software, don’t worry! 
Contact your local Microsoft partner and ask about GGWA licenses.
• To check if your software is genuine go to: http://www.microsoft.com/genuine/
• To get more information on Microsoft desktop licensing http://www.microsoft.com/genuine/
for more information please contact Judy on +254 20 2868000

Genuine software is an asset. Building your country starts with your integrity.



 

Getting Value for Money with Genuine Licensed Software
By Andrew Waititu, License & Compliance Manager for Microsoft in East & Southern Africa 

Software is a form of intellectual property (IP) and a software license governs the usage and redistribution of 
that property.  A person or business requires a license to use a piece of software, which entitles the user to 
install and use the software on one or many computers – depending on the terms of the license. 

However, for the average business owner, understanding what licenses you have and what licenses you 
need can be a time-consuming business. It can also be a risky business.

One of the most prevalent forms of software piracy is hard-disk loading. This is when unscrupulous computer 
shops and resellers load unlicensed copies of software onto computers without paying for it, and without 
transferring a valid license to the customer. This is done with the aim of cutting the sale price of PCs to lure 
customers in search of a bargain.

An unsuspecting business owner can easily be conned into purchasing unlicensed PCs. This not only ex-
poses you to the legal consequences of using pirated software, but also without the appropriate license, your 
software is not eligible to receive manufacturer’s technical support, virus protection, warranty information, or 
any other software updates. 

These risks underscore the importance of having a plan in place to ensure you know what software you have, 
where you are using it, and if it is in fact genuine. 

Volume Licensing
The complexities of managing software across a business make controlling costs a big challenge and call 
leave business owners feeling financially vulnerable. However, there are plenty of options available to ensure 
managing your software assets is far more straight-forward and cost-effective than you might think. Volume 
licensing of software, for example, makes it easier and more affordable to run software on multiple computers 
within a single purchasing organization.

Microsoft Volume Licensing programs are designed to help make it easier for your business to purchase 
affordable software licenses. You obtain flexibility, improved asset management, and affordable price advan-
tages that are based on the volume you purchase. By acquiring software licenses through Microsoft Volume 
Licensing programs, you only pay for the software license. 

Boxed software, on the other hand, includes media (the CD-ROM or DVD), a user’s guide and other packag-
ing items. Eliminating these physical costs and purchasing in volume often reduces cost and provides more 
customized purchasing options and improved software management.

And any business is eligible to take advantage of the Microsoft Volume Licensing programs with the purchase 
of 5 licenses or more, ensuring businesses of all sizes can benefit. 

For more information about Microsoft Volume Licensing please contact:
Judy Githongo on +254 20 2868000 or talk2us@microsoft.com

ADVERTORIAL



“I believe that 
respect and 
recognition 
are not an 
entitlement — 
they should be 
earned through 
excellence in 
product and 
service delivery”

Themba
Khumalo

Lessons in loving your brand
From MTN Swaziland, to MTN Rwanda and now MTN Uganda,  

how does a CEO build a consistently award 
winning company that stands out from the pack?
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It’s extremely difficult not to like 
Themba Khumalo. It was a hot late 
afternoon and I was informed that 

although an interview had been squeezed 
in for that afternoon, Mr Khumalo was ex-
tremely busy and was in fact just return-
ing from the Africa Union summit that 
was being held in Munyonyo, Uganda. It 
was debatable whether he would be in 
the spirit for an interview — I was asked 
to keep my fingers crossed. 

Barely had we sat down than the adjoin-
ing door opened and Themba Khumalo, 
walked in to the boardroom, smiling ef-
fusively, and asked enthusiastically: 
“Where should I sit?”

Sufficiently disarmed I plunged into the 
most recent buzz.

3.5G: A new era
“Was the introduction of 3.5G a game of 
catch-up with the other telecoms, and 
how significant is it for businesses?”
“We have always been aware of the gap in 
our offerings,” Khumalo explains, “while 
we have been offering voice services and 
corporate data solutions, we did not have 
a high speed mass market  data package. 
It was always on our strategic plan and  
that at the opportune moment we would 
begin to offer such data services as soon 
as the conditions were right. The landing 
of  submarine cables — TEAMS, and more 
recently EASSY in which MTN has a major 
investment - created the necessary condi-
tions as they enabled connectivity to the 
international backbone, reducing our 
sole dependence on expensive satellite 
connections, thus the partnership with 
Huawei Technologies to roll out our 3.5G 
network. Like I stated while presenting at 
a recent Africa Com conference, ‘the fu-
ture is in data. By having a data portfolio, 
we are creating future revenues today’.”
Khumalo speaks like a negotiator, always 
smiling.

Being on LinkedIn
I’ve looked up his profile on LinkedIn and 
I am curious to know what CEOs get up to 

on this online business network. “How do 
you use LinkedIn?”

He laughs heartily: “I actually discov-
ered LinkedIn through a friend of mine. 
I decided to go there and find out for 
myself what the fuss was all about. I basi-
cally use it as a resource to meet other 
professionals in the telecom sector and 
to bounce off ideas. He laughs again and 
adds: “At first I used it regularly, now I 
just go once a week.”

Inside the brand MTN
We move into the brand ‘MTN’. I start off 
with the basics:
“Do you have a mantra, a favourite quote 
or guiding philosophy?”

Khumalo ponders for a moment. “I would 
not say that I have any specific mantra, 
but I believe that respect and recognition 
are not an entitlement — they should 
be earned through excellence in product 
and service delivery. I would say ‘Keep it 
simple’.”

“What does it take to be a consistently 
award winning company?” 

“Our fundamental understanding at MTN 
is that is not just about the technology 
— it’s about valuing our human resource 
and understanding that without the 
employees, we cannot deliver excellent 
products. We are a performance-driven 
organization and when we sit down for 
our strategy sessions we drill down to 
each individual’s contribution to the over-
all business objectives which helps every 
employee to focus on their specific tasks 
that optimises  their contribution.”

I press him for more details: “But what 
is unique about MTN, because almost all 
companies start out as performance-driv-
en, yet we see that you remain market 
leaders in the level of innovativeness and 
appeal of your products?”

“At MTN we harness individual’s talents 
— we allow each employee to think out-
side the box. Employees are empowered 

to be creative and they are the source of 
our innovative offerings.”
“So is that why you wear yellow ties all 
the time?” (I have met him on two oc-
casions and each time his tie has been 
yellow.)

He laughs and as he lovingly strokes his 
tie, he proudly exclaims: “I love my brand! 
Can you imagine entering the boardroom 
with yellow everywhere? Yellow is a 
vibrant warm colour which makes people 
happy.” His happiness is infectious if not 
exciting and I admit that at that moment 
all of us in the room are proud to be cus-
tomers of MTN. 

I cannot resist but ask him about the 
2010 World Cup Jabulani ball modem 
that has been pioneered with 3.5G. 
“It was very apt for the season. Are we go-
ing to see a rugby ball for 2011?”

Khumalo laughs heartily. “The Jabulani 
ball was our way of reinforcing our 
connection with the customer as official 
sponsors of the 2010 World Cup. This 
Jabulani modem is our memento to our 
customers—a precious reminder of the 
first World Cup held in Africa.”

CEO insights
Khumalo has been CEO MTN in Swa-
ziland, Rwanda, and now Uganda. 
He explains why Uganda is different: 
“Swaziland and Rwanda are of course 
much smaller markets, we were almost 
monopolies there, single operators — but 
in Uganda the sector is very liberalized 
and vibrant thanks to the Uganda Com-
munications Commission. They have 
done a tremendous job. There are close 
to 60 licensed operators in all categories 
and about seven active ones in telecoms 
which means that we have to work very 
hard, but this is untenable and that is why 
we are now seeing mergers & acquisi-
tions. I believe we will soon see consoli-
dation in the market. In my opinion three 
significant players are sufficient — to be 
honest with ourselves, do we want to put 
all our eggs in one basket; take all the 
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potential that we have in the country and 
concentrate all resources in telecoms?”

When  I ask Khumalo: “What are the 
challenges of being at the helm of one 
of the best brands in Africa?” Khumalo 
rephrases: “You mean what are the 
opportunities?” Clearly he is an eternal 
optimist and his answer reflects it. “We 
are proud to be contributors to the de-
velopment of Uganda’s economy - we are 
the largest taxpayer and we see ourselves 
as part of the collective effort in bridging 
the digital divide. With the advent of the 
East African Community Protocol, our 
one network service, which we pioneered 
with other regional operators is going to 
create even more cost effective commu-
nication across borders allowing ease of 
doing business.”

On music, languages and gadgets
So far we’ve heard from Themba Khuma-
lo, the strategist; now we want to see the 
individual.

“What do you listen to in the morning 
in your car?” First is the news both local 
and international so for radio its BBC and 
KFM. I also enjoy a broad range of music 
from jazz to R&B.” When I press him for 
his favourite Ugandan musician he winks 
and says: “All of them are my favourite.” 

I accuse him of being 
politically correct and 
he laughingly nods, 
adding that “I love 
music, in fact I used 
to play the trumpet in 
school and I’m now 
taking private piano 
lessons. But I won’t 
tell you where. Oh, I 
also love languages.”

Immediately I inter-
ject: “Parlez-vous le 
francais?”

He laughs, surprised 
and replies: “Oui, je le 
parle.” He shakes my 

hand, laughing.
“Your favourite gadget?” Without hesitat-
ing he eagerly answers: “Oh definitely the 
iPad. I use it for every conceivable task 
from checking mail to reading news-
papers, books even at my bedside; it is 
just an amazing technology. Everyday 
I discover more and more tasks I can 
complete with it. I can’t stay away from 
my iPad.”

“Are you addicted to it?” I ask.

He smiles and says: “I wont say addicted. 
Let’s just say it’s very very handy.”

A day in the life
Themba Khumalo admits he’s a family 
man. The typical day begins with a light 
breakfast with the family, a time he says 
is great for touching base. After that his 
day will be wrapped in meetings and vis-
its to the different departments which he 
says is good for employee morale boost-
ing because it “breaks down the barriers 
between management and employees”. 
Khumalo will also join staff in the canteen 
for lunch occassionally. “I try to maintain 
an open door policy — employees must 
feel free to approach you.”

The future of mobile transfers
As we wind up the interview I request 
one last insight from this seasoned CEO. 
“What technology do you think is going 
to revolutionalize the world in the next 
couple of years?”

“Well, it has to be mobile money trans-
fers. Our recent partnership with United 
Bank of Africa was based on the real-
ization that as our customer base for 
transfers grew to 1 million, we need to 
create more outlets for them to access 
our services. Banks obviously have more 
liquidity, more security and so it was a 
logical step to partner with them; it’s a 
win-win situation for both MTN and UBA. 
Mobile money has done what credit cards 
could not do — it’s creating a cashless 
society and a savings culture in Africa. 
Maybe the day will come when people 
will earn interest on money saved on 
their phones.”

Who’s coming for dinner?
Finally I slot in one for the road. “If you 
could ask any one person to dinner, who 
would you ask?”

Khumalo thinks for a moment then says: 
“I’m a man of diverse interests from 
politics to music to business but I would 
choose three people: Mandela, a great 
statesman, Bill Gates, a man who made a 
global business with a great idea and (I 
hope I wont be called partisan) Presi-
dent Museveni who has brought about 
economic transformation in this coun-
try. There is a common thread running 
through all these people - they are simple 
people.”

We prepare for the photoshoot and 
Khumalo laughs as he cuts a slew of 
poses, some his inventions and others 
traditional. His black suit teamed with a 
yellow tie certainly does not look simple, 
but his CEO insights have grown a grand 
brand and I am inclined to agree that 
keeping it simple really does work. ET

“ Changing the present and the future...” 
was Themba Khumalo’s catchphrase
for the official handover of the 3.5G 
enhanced data network from Huawei 
Technologies to MTN
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events and how they affect the enterprise. We want to know what you think about legislation that affects technology usage and 
adoption and we especially want to know which technologies you think will solve problems companies face.
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                    (20.5cm w x 17cm h) Landscape  800
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Join our facebook fan page to 
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events--tech launches, 
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participate in discussions and polls 
to win high end gadgets.
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“Foreign aid changes people’s 
lives temporarily and that’s it, 
when it’s gone it’s gone. Mobile 
phones have made a huge impact 
in places like Kenya. In Kenya 70% 
of our economy is in the informal 
sector. This means that a lot of 
the people are just doing small 
jobs, or are small-scale farmers, 
they’re just doing work on the 
side of the road, they sell things, 
they’re traders. And they’re all 
doing it because the mobile phone 
has allowed them to do it...I think 
half the GDP growth in Kenya 
comes because of the mobile 
phone revolution, not because of 
anything else.”
Michael Joseph, former CEO, Safaricom

The Innovative use of Mobile Phone Applications 
in East Africa by Johan Hellström is a 2010 study 
commissioned by the Swedish Development Agen-
cy and provides critical insights for application de-
velopers, telecoms and businesses about the realm 
of possibilities.

GOOD READING
KENYA

• Regional mobile
   Technology cluster
• 18.5 million mobile
   users; 
• Average talk time 
   per month 48  minutes
• Broadband price as  
   percentage of GNI per 
   capita-68%
• 4 telecom operators

 The Telecom Tangle

RWANDA

• Mobile penetration rate
   20%
• 2 million mobile 
   subscribers
• Broadband price as  
   percentage of GNI per  
   capita-258%
• 3 telecom operators

TANZANIA
• 17 million mobile 
   subscribers
• SIM card penetra tion-32%
• Mobile coverage of 
   population-48%
• Broadband price as  
   percentage of GNI per     
   capita-258%
• 5 telecom operators

UGANDA
• 11.8 million mobile 
   subscribers
• Smile Telecom is the    
   first Voice over IP  over   
   WiMAX in Africa 
• 7 telecom operators
• Broadband price as  
   percentage of GNI per  
   capita-555%

KEY OBSERVATIONS
• Price wars are lowering mobile telecom services and 
increasing subscribers but significantly lowering Aver-
age Revenue Per User (ARPU) leading to dismal finan-
cial performance.

• Contrary to growing opinion, voice is still the major 
revenue earner for telecoms--it earned Safaricom USD 
839million during March 2008-March 2009

• Multiple SIM card ownership distorts mobile penetra-
tion statistics

•Promotions and tariffs are ‘well-planned number 
games’ that telecoms use to drive up profitability by 
lowering margins to drive up volumes

MTN Zone tariff is in 
other words a dynamic 
tariff that gives discounts 
when there is capacity, 
and if there is not enough 
capacity in the network, 
no discounts. Calling odd 
hours usually gives higher 
discount. Since the offer is 
so compelling, the network 
is usually too busy which
means that the discount 
rate is closer to zero.
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People usually beep to avoid paying for the call and can 
therefore be seen as initiating a collect call.
Economically empowered persons, like family and busi-
ness heads, are normally always beeped.  Usually, opera-
tors do not like beepers as they are jamming the network 
since voice always have the highest priority.

Vodacom Tanzania rolled out a beep-
ing replacement application in 2008 
under the slogan “Cannot call? Send 
a ‘Call Me’!”. The free service enables 
Vodacom Tanzania subscribers to 
request a call from any other mobile 
network subscribe in Tanzania.

“Beeping’ as Instant Feedback and Poll-Taking
Imagine you are in Pader, one of the major towns in north-
ern Uganda. During a drought, your community receives 
food aid in six different locations from six different donor 
agencies. As you walk into town, you see a billboard that 
asks: which of these six locations serves you best?
Each location is tied to a mobile number. To vote, you just 
beep the appropriate number, and the votes are tallied by 
a simple piece of software on a computer attached to the 
six different phones...[the software would check for repeat 
numbers, etc.] The same system could be used for conduct-
ing  local elections” (Goldstein 2009).

Fact: Text messages sent within 
the same network cost the 
telecoms close to nothing.
Text messages do not consume bandwidth as 
they simply take up unused space on the chan-
nel. “SMS margins estimates vary, but typically 
maximum of up to 80–90% of SMS
messaging revenues being profit are often 
quoted”. This document suggests that a lower-
ing of the price of sms would reduce the voice 
service demand and thus reduce network 
congestion which customers often complain 
about. 

With more 
and more 
people 
acquiring 
web-
enabled 
phones 
that sup-
port
IM (instant messaging) and VoIP 
(voice over Internet Protocol) and 
other internet based applications,
mobile phones are likely to be the 
dominant access mode to internet 

in the near future, 
outnumbering
wired and PC/
laptop users by 
far. One could 
therefore boldly 
state that inter-
net connectivity 
comes

with the mobile phone connectiv-
ity and that the number of poten-
tial direct and indirect internet 
users equals that of mobile phone 
ownership in East Africa.

the trend is clear that East 
Africa’s mobile application 
future is IP based,
not SMS based.

In May 2010, Facebook negotiated deals 
with over 50 operators around the world 
who have agreed to provide access to a 
stripped-down version of Facebook free 
of data traffic charges. 
[Social networks]can prove to be very 
profitable for mobile operators, if they 
figure out how to cost effectively handle 
traffic. What makes social networks and 
social media extra interesting is that ...Us-
ers can easily engage as producers of in-
formation, not just consumers.

In May 2010, when other operators signed deals with Facebook, 
Safaricom in Kenya announced a partnership with MXit. Safaricom 
customers can download the client for free and then send messages 
at a fraction of a cost of a SMS. At a first glance this might be con-
sidered strange – that Safaricom promote a product that potentially 
will kill SMS traffic. However, since data is the future, controlling 
the data channel is more important than profits made today.

INNOVATION HUBS IN THE MOBILE APPLICATIONS SPACE
Nokia Research Africa
iHubs
Ericsson Innovation Centre
Appfrica Labs
Skunkworks
eFulusi, Tanzania
MobileMonday Kampala
eMobilis Mobile Technology Academy, Kenya

This invaluable 104 page report provides useful comprehensive information on the use of mobile applications 
for m-health, m-agriculture, m-banking and a host of  other services. It is available for download  
at http://www.sida.se/publications



ENTERPRISE INNOVATION
Most software in beta stage is usu-
ally complicated by two things--long 
winding instructions and glitches. 
When the Enterprise Technology team 
tested Uganda’s electronic voters reg-
ister everything went smoothly-fast 
page downloads, easy instructions 
and surprisingly, a clear simple table 
displaying the Voter’s ID, Names and 
Polling Station.  The whole process 
took us less than ten minutes. 

WHY IT WORKS
The idea of an electronic register 
is itself a display of  great strategic 
planning well-informed by the in-

creasing usage of technology  by the 
population. It is a time-saving tool 
as multiple users can check for their 
names on the register and it can also 
help curb on election malpractices by 
helping verify names of registered 
voters as well as knowing their exact 
number.   Our only qualm-we would 
have loved a more visually appealing 
web front -aesthetics does matter in 
increasing/influencing usage, plus 
it adds a dose of credibility.  We also 
hope that this database of voters is 
well protected from tampering. 
Find it at www.ec.or.ug

SOLUTION: UGANDA’S ELECTRONIC VOTERS’ REGISTER

Kenneth Ayebazibwe, the 
lead developer is an ICT 
Specialist and Web Based 
Programmer working 

with Elaabs Systems

PROBLEM
QUICK, CONVENIENT 
METHOD FOR 
VERIFYING VOTERS 
ONLINE
In addition it has to be 
widely accessible and 
easy to use for anyone 
with basic computing 
skills.

Finally, it had to be read-
ily available  and con-
sume limited bandwidth 
at any time.

PROBLEM  
DASHBOARD VIEW OF ISSUES

SOLUTION

At the height of Kenya’s post election violent turn 
in 2008, Ushahidi, which means "testimony" in 
Swahili, was developed to map reports of vio-
lence in Kenya as a means of fostering community 
journalism in times of national disasters like floods, 
earthquakes, and help relief agencies and govern-
ments gain a graphical dashboard view of where 
help is most needed. Ushahidi has since evolved to 
meet other mapping needs and can be used as a corporate information 
collection tool using SMS, Email or the web to help companies visualize market 
reach, networks of suppliers, buyers,. Ushahidi has been used in India, Haiti 
and South Africa. www.ushahidi.com

HOW IT WORKS
A website is set up to map the issue, conflict or crisis in a specific geographic 
area. Information is submitted via text message, linking to the website or sent 
by email. The administrator then receives this information on the website and
can verify it by replying the sender; can add the information to the web page 
or send it out to multiple recipients for example various relief agencies.

Ory Okolloh, a Kenyan bloggerre-
turned to Kenya to vote in the 2008 
elections and founded Ushahidi, a 
website that  collected information 
from eye witnesses and provided a 
map of post election violence in the 
country. 
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The young 
professionals 

technology 
symposium was a 
direct and practical 
response to the 
workplace skills 
gap observed by 
employers within 
the region.

Facilitated by 
discussions from 
seasoned technology 
practitioners , the 
symposium gave 
young professionals 
(recent graduates 
and students in 
their final year), 
job interview 
skills, workplace 
performance tips 
all based on helping 
new hires become 
relevant and 
indispensable to the 
workplace. 
We plan to  organize 
industry specific 
symposia starting 
March 2011 to 
address technology 
needs of the 
different sectors.

enterprise EVENTS
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ENTERPRISE TECHNOLOGY
YOUNG PROFESSIONALS
SYMPOSIUM
MAKING YOUR QUALIFICATIONS 
WORKPLACE RELEVANT



EAST AFRICA INTERNET GOVERNANCE FORUM

Atsushi Yamanaka, JICA and ICT consultant, Doug-
las Onyango 

Under the theme, “Thinking Globally, Acting Locally”, 
the forum was convened to address issues regarding 
the Strengthening of East Africa’s Critical Internet 

Resources. Officially opened by the 2nd Deputy Prime Minister 
and Minister for East African Affairs, Honourable Eriya Kategaya, 
the forum represented the interests of a broad selection of 
stakeholders on matters relating to governance of the Internet.  
Notably absent were representatives from the telecom sector 
and ISPs.

Pertinent issues that were discussed included the management 
and re-delegation of  country level domains, the formation of  a 
regional internet governance watchdog, cyber laws to govern 
internet usage in the region and discussions of each country’s 
national IGF report. Complete presentations are available at 
http://eaigf.or.ke/eaigf/eaigf/2010-eaigf-presentation.html

Alice Munyua, Convener of the EAIGF and Badru 
Ntege, NFT Consult

Where: Imperial Royale Hotel
When: 11th -13th August 2010
Who: Ministry of ICT, UN IGF Secretariat, Members of 
Parliament, Kenya ICT Board, KENIC (Kenya), CIPESA, 
AfriRegister, UNECA, Mountbatten, RICTA (Rwanda) 
Rwanda Development Board, Tanzania Communications 
Regulatory Authority, CFI Uganda, ICANN, Burundi 
Regulatory Authority, JICA, APC, 
eVenT orGanizerS: I-Network, CIPESA,EAIGF
SPonSorS: LAVIT Industrial Park, Uganda 
Communications Commission, IGF, AfriNIC, KICTAnet, 
Internet Society, GLOCOM, AT&T, NOMINET, DotAfrica, 
IDRC, Japan International Cooperation Agency, KENIC, 
AfTLD, Republic of Uganda, WOUGNET, SWOPnet, 
AFRIREGISTER

Daniel Stern, Mobile Monday Kam-
pala; Elisha Wasukira, I-Network; 

Tathy Muenkat, Comtel Integrators; I-Network 
staff

Adam Peake, Glocom

Dr Waudo Siganga, Kenya ICT board; MaryLyn Kay from the US 
IGF; and Katim Toury, ICANN;

Patrick Mwesigwa, Acting Executive Director of UCC, Uganda, Hon Eriya Kategaya, 
Minister for EA affairs (l) and Alintuma Nsambu, Minister of State for ICT

Sofia Bekele, Dot 
Connect Africa 

Victor Ciza, Burundi representing AfriRegister, Emmanuel 
Hubemuremyi of the Rwanda Media High Council; Lillian 
Nalwoga, CIPESA

Hon Igeme Nathan Nabeta, MP Uganda; Chengetai Ma-
sango, UN Internet Governance Forum Secretariat;

“The internet 
is a global 

good requiring a 
multi-stakehold-
er approach for 
its management

Chengetai 
Masango, UN IGF 

Secretariat

enterprise EVENTS
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Top left, Johnny Long-”I 
Hack Charities discusses 

social engineering and 
secure use of technol-
ogy; top right, Gregory 
Branch, String reporter 

CNN; middle left Lydia Namubiru, Grameen Foundation 
explains the ICT project of Community Knowledge work-
ers in rural areas,; Kyle Spencer, LUG, demystifies data 
encryption; bottom right journalists from various media 

houses; bottom left, collaborative sessions that engaged 
participants

WHERE 
TECHNOLOGY 

MEETS
JOURNALISM

Where: UNICEF, Uganda
Who: Journalists, communications officers, NGOs
When: 2nd November 2010
orGaniSerS: Linux Users Group Uganda, Greg Branch, 
Bringing Being into Business
SPonSor: Media Analyst

Open source journalism was the gist of this event which explored various free tools avail-
able to help journalists quickly collect, collaborate and verify and more importantly col-

lect data. The brainchild of CNN String reporter, Greg Branch, participants were exposed to 
an array of  tools that will ease their work in preparation for the national elections in Uganda 
in 2011 and the referendum in Sudan.

CWG UGANDA 
LAUNCH
Multimillion multinational, Computer Warehouse Group 
opened shop in Uganda in late October signaling a sig-
nificant  shift in East Africa’s ICT service provider mar-
ket. Proudly Pan African, CWG has its origins in Nigeria 
where it started off in 1992 as a computer reseller and 
gradually grew into a full fledged award winning  Af-
rican ICT systems integrator providing hardware and 
infrastructure; communications and networking,  and 
software applications. CWG plans to focus on hosted ICT 
solutions that free up companies to focus on their key 
competencies which enables them retain customers.

Left to right: Chief Operating Officer,  Chairman CWG Group ,Country Director, 
Michael Manzi, Founder and CEO, Austin Okere, CTO, James Agada 
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ThE 
paSSWorD 
piraTES

Why your company passwords aren’t good enough 
anymore and what to do about it.

Peter Atkin

Of course we all take for granted that our passwords are safe, but 
are they really? With the common use of more sophisticated 
software and hardware along with distributed computing be-

coming more widespread what was once thought safe is now close to 
useless and however “strong” your password is, it will not guarantee 
complete protection against a whole range of nasties like keystroke 
loggers, phishing, theft of password files or brute force authentication 
interfaces that allow unlimited retries.

enterprise FEATURE
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     PASSWORDS BEST PRACTICES
•	 Administrators should use a ‘password safe’ and make all 

systems both hardware and software as complex as they will 
allow, and passwords should be changed as regularly as re-
quired and never be rotated.

•	 Limit access to the DMZ(or demilitarized zone is a physi-
cal or logical sub network that contains servers or services 
that exposes  an organization’s external services to a larger 
untrusted network, which is normally the Internet) This can  
reduce the organisation’s core network exposure to a mini-
mum, if done correctly.  Where possible use DMZ zones (real 
ones) to house equipment that is required to be accessed from 
outside the LAN.

•	 LAN Internet access even when granted should go through 
filters to stop users from visiting sites that that store / upload 
malicious software or redirect to malicious sites.

•	 If you’re a 9-5 company only allow users to logon within those 
hours

•	 Sensitive areas of the network may need to have additional 
security such as Two-Factor authentication or better yet get 
smart card authentication system.

•	 Where possible within the LAN have MAC binding, and IP / 
Port bound to a specific computer via a smart switch

•	 Restrict logins of users to their required area / PC of work.

•	 Restrict logins to no more than 3 attempts, and every failed 
login should be logged.

•	 If access is required from outside the LAN to equipment 
within the LAN then a  password with Two-Factor challenged 
authentication may be required with/without VPN.

•	 Where possible use endpoint security and this can normally 
be found in a Unified Service Gateway Device

So what’s the problem?
Unfortunately most 
user access / security 

relies upon you giving just 
two forms of identification 
one the user name and the 
other is the password or pin 
number. This is really a very 
poor security method mainly 
because it is normally very 
easy to guess the user so the 
only thing that needs any 
kind of work on is the pass-
word. The second drawback 
is that there is no way of veri-
fying that the user is in fact 
the correct person supplying 
the credentials; these are by 
default quite easy to crack or 
vulnerable to interception; 
simple programs collectively 
known as malware do this 
very well. Of course this does 
not factor in the human ele-
ment of threats from within 
the organisation initiated by 
employees.

What are the main threats? 
•	 Non-compliance with 

security policy or lack of 
sound security policy.

•	 Weak end-user password
•	 Key loggers; these can 

go unnoticed completely 
unless you know what 
you’re looking for, 
though now there is 
some good anti key log-
ging software that does 
not rely on signatures

•	 Trojans installing key 
loggers or back doors 
into the system / PC

•	 Insecure internet brows-
ing

•	 Loose lips

There is a proverb stating that 
a chain is only as strong as 
its weakest link. That saying 
is especially true when you 
are talking about a network’s 
security mechanisms and 
methods. Don’t get me wrong, 
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Benefits of strong authenication systems
•	 Accountability; with proper security should something go wrong you can normally pretty quickly pin the person or area that 

the beach came from.
•	 Damage Control; with proper security the area of beach is minimized, and so is the time spent on recovering.
•	 Operational Stability; data only goes where is should be going; systems are not overloaded with non- relevant data thus ensur-

ing better stability and greater speed and efficiency in the overall network.
•	 Prevention; stop a problem before it happens is always a good idea.
•	 Downtime, can be drastically lowered as better security also means that malware, hacking and other nasties are eliminated  

saving both time and money lower (Total Cost of Ownership) TCO.
•	 Reduction in workplace stress as network administrators no longer have to spend every  minute wondering what could pos-

sibly go wrong with the network
•	 Minimise corruption, as strong security makes it easier to trace and track changes the most obvious aspect of this is people, 

time, place and what data was changed or deleted. This can improve accountability and make a significant difference to a com-
pany’s performance and ability to compete in an open market.
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strong passwords are certainly a good thing to have, and they are 
a very important piece of the puzzle within your security, but one 
should not rely on passwords alone.

When passwords are not enough
Where is the point where passwords cease to be the best choice 
and other authentication methods should be looked at? When the 
network administrator comes to a point where there is increased 
complexity of passwords and security methods are becoming 
more comprehensive than the users or organisation can easily 
deal with, then this is a signal that an alternative to a password 
should be sought. The chosen authentication system has to be us-
able as well as robust. 

For the purposes of this article we will be looking at access secu-
rity within the corporate network arena. I will attempt to show 
ways to improve your current security with what you have got 
and to show you what can be done for a modest investment.

Biometrics, smartcards, two- pass authentications systems as 
well as a whole host of others are becoming more and more com-
mon place; you may even find biometrics on your laptop. But why 
are these newer security measures not common practice within 
the corporate / enterprise world?

Currently brute force attacks will not work on the keys generated 
by the GRC (www.grc.com) which is a website dedicated to prac-
tical security and the holy grail. Well let’s put it this way, you and 
I would be dead long before the password was cracked by a brute 
force attack).I highly recommend you use this site to generate 
your most secure passwords / keys. This is especially useful for 
corporate wireless access points like server and storage devices.  
Avoid usage of WEP encryption on wireless access points unless 
absolutely necessary.

While password and pin codes are still a major part of security 

progressive enterprises are now adopting biometrics, Two-pass 
authentication devices, smart cards and hardware VPNs and it 
wont be long before username and passwords become more of 
an oddity than the norm.

Security examples in practice
For the internet side attacks / hacks we are using a USG (Unified 
Security Gateway) which scans all network access from the WAN, 
DMZ or Wireless Network and allows limited access to the inter-
net both to and from which helps guard against common attacks.

Internally we are working on replacing the traditional login with 
an encrypted code on a USB modified stick or a two pass key gen-
erator such as you find modern banks and other financial intu-
itions using, while at the same time tightening our Group Policies 
which mostly revolves around internal security of the system/
network and how passwords are stored. We are also moving the 
encryption key from the SAM database, away from the server as 
that is really easy to crack. 

Wireless AP has now been put in Specialised DMZ zones so the 
user can easily print, save data to a protected storage area and 
browse the internet safely. Access to the LAN has been limited 
to specific IPs and specific ports within those IPs. Best of all no 
changes need to be made to the client’s laptop which has made 
this solution perfect for consultants, and safe for us.

With the advent of Smart Card technology and Windows 7 it’s 
now become more and more feasible to do away with the user-
name and password system at the client end. 

The starting point of security is to ensure that only authorized 
people can remotely access the protected network applications 
and resources. Given enough time for attempts, it’s relatively easy 
for unauthorized intruders to crack a static password.
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CHALLENGES POSSIBLE SOLUTION

Weak or no proper ICT policy Make security policies that reflect the company’s needs which can be implement-
ed and be maintained within the current IT environment.

Lack of user awareness Sensitization is always the first rule because no matter how good your security  
is, if people are not made aware of the company’s security policies and how to 
recognize and avoid security breaches the security of the network becomes an 
academic question at best.

Internet access Control internet access  not just ‘in’ but also ‘out’; not in a draconian manner  
but ensure that suspicious/suspected malware and phishing are automatically 
blocked at a minimum

Web accessed servers Put all servers and active equipment that is expected to be accessed from the 
internet in a DMZ zone; the DMZ Zone should have rules in place that limit traffic 
to only that which is required by all other zones and ports.

User workstations Set up endpoint security that interrogates the workstation/PC to make sure it has 
the required Service Packs, hot fixes, firewalls and Antivirus installed and is work-
ing correctly before the user logs on. 

Servers and Critical Storage Devices Use biometrics and/or smart card security authentication methods as well as 
passwords, so that even if the passwords are compromised access would be lim-
ited to non critical areas of the network.

Users Access Make sure that users only have access to information and equipment on an as 
needed basis and if possible only at the appropriate times in accordance with 
their job / function. Keep user privileges as low as is practically possible. 

Alternative to username and password at 
the client end.

It’s now become very feasible to do away with username and password at the cli-
ent end, Smart Card security is far more secure than the username and password 
scenario.

User Removable Devices USBs, Fire wire, Mobile Phones etc. should be limited to required work areas only;  
if you really need access to these then set up a separate security zone were these 
can be plugged without exposing your core equipment / network. 

Wireless Access points (AP) Wireless apps should always be put in a DMZ Zone, no matter what you do be-
cause they are intrinsically unsafe; access should be limited to ports and services 
that are required and no more. all traffic should go be filtered to make sure no 
nasties get in before traffic leaves the AP gateway. 

User Name and Password Make sure you change the administrator account username to some other name; 
no user should have root / administrative level access to the network as a norm.

Repeated password attempts This is normally done by locking the account out after so many failed attempts; 
this is quite dangerous as it can be used to lock out the Administrator account. It 
is important to make sure that you have an account that can only be accessed via 
a specific machine in a secure area, and is setup to bypass lock-out should it hap-
pen; otherwise you could be locked out of your own network.

Network Switches and Routers Where possible make sure that the switches in-use can support modern security 
protocols and practices, and that all zone / VLAN’s pass though a USG device. 

Roving / remote Clients If you have mobile employees that need access to your network then you should 
be looking at one of 2 options- Hardware VPN module and/ Two-Factor verifica-
tion system such as those used by many secure institutions and banks

Audit Logs This is a must should someone get in and try to hack your network, you should be 
able to spot this via the audit logs.

ENTERPRISE PASSWORDS POLICY  GUIDELINES
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A security enhanced enterprise network
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The starting point of security is to ensure that 
only authorized people can remotely access the 
protected network applications and resources. 
Given enough time for attempts, it’s relatively 
easy for unauthorized intruders to crack a static 
password.

Two-Factor Authentication Solution. 
1. Password
2. Normally 6-8 digit authentication code 
generated by the server side appliance which is 
verified with the key generator.
(Simple and Strong protection method, normally 
used for remote access)

The smart card can have seven or more ID meth-
ods of which two will identify the user directly 
so that even if someone has your card they still 
will not be able to use it. And best of all these 
solution will not break the bank to implement on 
a modest scale.

While no solution is 100%  secure, one of the 
positive side effects of streamlining your secu-
rity (information flow) is that data only goes 
where it’s needed. As an example we thought we 
had to replace our mail server as it was getting 
quite slow, but it turned out that it was process-
ing too many false requests, spam, and general 
hacking attempts which was causing the mail 
system to respond slowly to our requests. Once 
we implemented the security measures within 
a DMZ our mail server was absolutely fine and 
the cost of our network upgrade was completely 
offset by the improved efficiency as we did not 
have to purchase any new server equipment. We 
are also now able to access our core network 
remotely without leaving our network open to 
abuse, this has again streamlined our operation 
making it easier and more efficient to serve our 
clients needs, as well as allowing us to continue 
our work no matter where we are as long as we 
have an internet connection.

Practical examples
•	 We often get consultants in who need easy 

access to our network facilities and don’t 
want to mess around with complex settings, 
and since we don’t want them or their vi-
ruses to have access to key areas of our net-
work we provide them limited access to the Diagram copyright Computer Facilities
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devices that are needed, like printers, internet and 
safe public file transfer area.

•	 When we are abroad but still need to work, we can 
read e-mail, print directly to any printer within 
our network, upload/download files, hold video / 
voice conferences  even work as if we were physi-
cally present despite the fact we may be 4000 miles 
away. This give us a great deal of freedom while at 
the same time serving our clients better; distance 
is finally no longer an obstacle. 

•	 Mishaps happen but in order to prevent reoccur-
rences, we use an independent security and au-
diting system in order to both track and create a 
workable solution. 

•	 We have a workshop where we  work on our clients 
computers with a high possibility of malware, yet 
we are able to work on these systems safely and 
also contain and remove the threat  from our cli-
ents’ equipment no matter what OS they are using, 

•	 Ability to safely expand, grow and link to other 
sites whether they are part of our network or not 
has been one of our strongest points due to the 
safety procedures we have put in place.

Security is not just about user access it’s about the abil-
ity to be flexible while serving both the organisation 
and the client’s needs simultaneously in a responsible 
manner.

Some Useful links
Password Safe 
http://passwordsafe.sourceforge.net/
Password Generator 
https://www.grc.com/passwords.htm
How-to-Passwords 
http://netsecurity.about.com/cs/generalsecurity/a/
aa112103b.htm

peter@computer-facilities.com

Enterprise malware updates 2010

“The use of free URL 
redirection services 
are popular with 

spammers because they are 
used to turn lengthy web-
site addresses into shorter 
hyperlinks disguising the 
real destination and divert-
ing any concerns regarding 
legitimacy of the link using 
these reputable domains-  
Symantec

•	 1 of every 300 
emails contained 
malware

•	 Over 4,000 mali-
cious websites 
blocked

•	 16,097.4 billion 
spam emails in 
circulation

•	 Phishing was 
disguised as fake 
software updates 

“It is estimated that many tens 
of thousands of websites – 
the vast majority of which 

are perfectly legitimate have been 
compromised by determined cyber 
criminals unbeknownst to their 
owners..the simple act of visiting an 
infected website is often all that is 
needed to fall victim to a so-called 
“drive-by download.- Symantec

http://downloads.messagelabs.com/dotcom/Whitepaper_web_
threats_2010_EMEA_UK_June10.pdf

The importance of endpoint security cannot be over-emphasized. 
This is usually the last point of defence for a company where employ-
ees have become victims of drive by downloads for example. Many 
viruses will for example, use the Autorun feature in Windows to ex-
ecute malware. Learn more from this MessageLabs white paper.
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The advent of the  East African Community Integration has 
highlighted the importance of regional cyber laws where, 
electronic transactions and communication are going to 

gain increased importance. Whereas companies previously dis-
carded email communication as insignificant, companies will 
now have to formulate email retention policies for audit and 
legal purposes. Imagine a board communication which forces 
the hand of the CEO to take an action which later has hazardous 
consequences—without any record of it, the CEO might as well 
go packing. 

While the rest of the world takes e-discovery and electronic re-
cords retention seriously (Sarbannes-Oxley in North America 
and Europe’s 8th Directive), East Africa has been slow to catch 
up due to the lack of cyber laws and issues about admissibility of 
the records in a court of law. However as the world gets increas-
ingly integrated and geographical boundaries fade in the era 
of e-commerce East Africa will have to polish up its electronic 
records retention policy because its business partners are from 
nations that are already addressing this challenging. If a produce 
documents order is filed in court the inability to produce these 
may be regarded by court as a guilty purge and thus bias the 
court against you.

But how do you justify the cost to management?  You assess the 
financial risk of being tasked to unearth documents versus the 

cost of retaining them adequately. Which is greater? Obviously 
the legal and financial costs of not retaining business emails far 
exceed the cost of a proper email retention policy.

Basics of a good retention policy
•	 It should store every company email-(which means that 

company email should  not be used for personal use.

•	 Ensures each email can be searched by indexing it

•	 Protected against Write permissions- that is no one can al-
ter the content of the email

•	 Can be managed and controlled centrally and is backed up 
so that no one can delete emails that are to be used as evi-
dence.

•	 Retained for the right period of time. This is important as 
some individuals may store emails in personal folders thus 
defeating the Destroy By Date action. Other emails may be 
kept indefinitely while serving no real purpose and con-
suming valuable storage space.

For organizations that are serious about email retention, you can 
read up best practices guidelines from groups like The Electronic 
Discovery Reference Model group and The Sedona Conference. ET

EMAIL RETENTION POLICY SURVEY

In a Ferris Research survey for North America that represented over 400,000 

mailboxes using various email platforms which included Lotus Notes, GroupWise 

and Microsoft Exchange the following was observed:

• The fear of litigation is the biggest driver of email retention policies

• Enterprises generally used the basic 60-90-120 day deletion policy

• All respondents agreed that HR, IT, Sales and Marketing as well as Senior 

management needed to be involved in the formulation of the policy.

• Companies seemed to be divided into two schools of thought-those that 

believed in keeping as little as possible and those that advocated for a more is 

better policy. 

• Some organizations did not consider email as corporate records and so al-

lowed end-users to make the final decision on its retention.

• Storing emails in PST files was the most common retention mechanism

• Organizations used mail box storage caps to indirectly enforce email retention-

older emails were automatically deleted

Cyber crime, produce documents orders, lawsuits

EMAIL RETENTION POLICY: WHY IT MATTERS TODAY

STEP 1 Discuss the email policy 
                across all departments to gain 
                consensus

STEP 2 Save all email in a centralized
                database  
STEP 3 Scan each email to prevent 
                alterations

STEP 4 Index the emails

STEP 5 Store in a protected database

STEP 6 Educate all employees on the 
                email retention policy 

STEP 7 The policy is understood and 
                enforced across all 
                departments:  legal, sales and
                marketing,  finance, IT 
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Picture courtesy KBZ www.kbz.com a Channel 
Development Partner for TANDBERG Video 
Conference solutions.

VIDEO CONFERENCING...
Rejected many times because executives 
love to travel: allowances, sights and 
sounds of exotic cities all beckon.

With the economic recession and budget cuts, companies have been tasked to reduce 
their overheads as much as possible and accomplish more with less resources. 
Travel costs spiralling out of control and financing cut back, organizations have 

to find ways of lowering operational costs while increasing productivity and collaboration 
amongst the staff and business partners.

An acquaintance of mine 
describes the tedious monthly 
trips he has to make to an 
upcountry branch under 
construction. Prior to this they 
had to make weekly visits to 
finalize with building plans. 
With video conferencing you 
have live interaction with con-
struction engineers and can 
make adjustments on plans 
from the comfort of your office 
reducing time wasted in travel 
and increasing productivity by 
freeing you to deliver on other 
tasks.

Emmanuel Acuc
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Companies are now taking a sec-
ond look at Video conferencing 
as  a viable alternative as it saves 
travel money, increases produc-
tivity and allows for efficient 
collaboration between globally 
disparate audiences. 

As people tend to inherently be 
visually oriented and want to 
see and hear each other with 
videoconferencing, two or more 
parties at different sites can 
see and talk to each other at 
the same time, and even share 
documents such as power point 
presentations for collaboration.  
By allowing people to hear and 
see other participants, VC allows 
for more effective communica-
tions and provides an enabling 
environment for interaction and 
collaboration. 

Video Conferencing (VC) can 
be used by individuals, small 
and medium sized businesses 
and large. The decision to use 
it is more about the need and 
necessity to communicate and 
collaborate effectively and not 
the size of the organization. VC 
is typically being used by some 
organizations in the region to 
conduct meetings, negotiations, 
interviews, trainings, board dis-
cussions, information exchange 
and learning events. 

Business benefits for Video-
conferencing

VC improves the productivity 
of employees, by enabling them 
to share their ideas with man-
agement and other colleagues in 
a prompt and efficient manner.

Time saving: Frequent travel to 
attend conferences and meet-
ings is inconvenient and takes a 
lot of time that could be used to 

do something more productive. 
Staff could attend more than one 
meeting with either local part-
ners or international partners in 
one day by reducing travel time. 

Financial savings; since as-
sociated travel costs for hotels, 
meals and allowances have been 
eliminated. Where travel is inevi-
table VC can be used to carry out 
all the preparatory discussions 
that would have been needed to 
be done face to face. 

Leverage expert advice: Com-
panies can now afford to conduct 
virtual meetings with experts 
who may not have been able 
to travel for the meeting due 
to cost and time constraints. In 
the same vein if an organization 
has several offices in different 
countries it allows for improved 
management of the dispersed 
teams.

Interview purposes: This 
enables an organization to 
interview from a wider global 
pool and get the best person for 
the job irrespective of where 
they are located. It also helps 
to reduce the interview and 
recruitment cycles since there is 
no need to wait for the candidate 
to be in a specific location. 

Within the East African region 
fee based Global Development 
Learning Centres have been 
setup with VC equipment and 
can be found at Uganda Man-
agement Institute in Kampala, 
Kenya Institute of Administra-
tion in Nairobi, and Institute of 
Finance Management in Dar es 
Salaam. UUNET Kenya sets up 
VC facilities for companies that 
need them in East Africa. ET
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Hold executive strategy meetings between users 
in different geographic locations
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Enhance telemedicine by audio and visual com-
munication of symptoms and discuss treatment 
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Conduct interactive training seminars and en-
gage multiple speakers

2009 Wainhouse research showed the 
following cost savings:

•Save 30% on Travel Costs
•Reduce time to Market by 24%
•Reduce downtime by 25%
•Save 22% on training
•Shrink recruitment time by 15%
•Reduce sales costs by 26%



He does not mess with opportunity. Although 
the interview questionnaire has already 

been planned, Stephen Dukker is ready and rar-
ing to go and jumps the gun by launching into a 
power point presentation as we sit in the lobby 
of the Serena Hotel, Kampala.

Chairman and CEO of NComputing and formerly 
CEO of eMachines, Stephen Dukker is synony-
mous with cheap computing—but not the ‘cheap’ 
associated with one dime stores—NComputing 
is the trailblazer of low cost virtual desktop com-
puting that allows multiple users to share one PC 
simultaneously. 

The company has won more than 10 industry awards, in-
cluding Wall Street Journal Technology Innovation Award, 
CeBIT Server Based Award, Gartner Cool Vendor Award, 
Frost and Sullivan Green Excellence Award and Market 
Share Leadership  and Deloitte Technology Fast 50. Put suc-
cinctly, although it does not have the blaring PR machines 
that industry stalwarts often use to promote their compa-
nies, NComputing  is now hard to ignore. The company re-
cently announced a partnership with software giant Micro-
soft, in both product development and marketing.

Multiple industry awards
The company has won more than 10 industry awards, in-
cluding Wall Street Journal Technology Innovation Award, 
CeBIT Server Based Award, Gartner Cool Vendor Award, 
Frost and Sullivan Green Excellence Award and Market 
Share Leadership  and Deloitte Technology Fast 50. Put suc-
cinctly, although it does not have the blaring PR machines 
that industry stalwarts often use to promote their compa-
nies, NComputing  is now hard to ignore. The company re-
cently announced a partnership with software giant Micro-
soft, in both product development and marketing.

NComputing also recently won the largest ever com-
mercial virtual desktop technology deployment tender 
in the world for the India Social Security Fund (ESIC, 
Employees’ State Insurance Corporation) which will 
serve over 12 million people in the country. In Macedo-
nia, the Ministry of Education and Science chose NComput-
ing technology to provide every school going child with a 
computer workstation. Throughout 29 countries in Africa, 
banks, schools, enterprises and governments are plugging 
into NComputing’s low cost device not only because it’s low 
cost but because it solves a lot of the hassles related to the 
PC. In Uganda, the Uganda Communications Commission is

THE GURU 
OF DESKTOP 
VIRTUALIZATION
Stephen Dukker

32

E
N

TE
R

P
R

IS
E
 T

E
C

H
N

O
LO

G
Y 

 I
SS

U
E
 5

 |
 2

0
1

0
stephen DUKKER



33

E
N

TE
R

P
R

IS
E
 T

E
C

H
N

O
LO

G
Y 

 I
SS

U
E
 5

 |
 2

0
1

0

stephen DUKKER

its trumpet blower, having approved two 
major implementations in 80 schools. 
NComputing’s technology is now sold in 
140 countries with more than two million 
units sold.

Solving the thin client problem
NComputing has come a long way from an 
obscure startup in 2006.  I ask Stephen: 
“How does it feel to be known as the guru 
of ‘cheap computing’?” He laughs heartily 
and says: “I don’t know whether that’s the 
correct word but basically we set out to 
reinvent the thin client. Our goal was to ad-
dress the three major problems that typi-
cally prevented thin clients from becoming 
mainstream. The thin client when it first 
came out was simply a stripped down PC. 
The total cost was still high, the multime-
dia experience was poor and implementa-
tion and maintenance required a high level 
of skills. Apart from Citrix and VMware, no 
other virtualization vendor has really been 
successful and these two specifically focus 
on the server market. What we have done 
at NComputing is to develop both the hard-
ware and software and now our devices 
start at 70USD and provide an excellent 
user experience.”
Enterprise deployment
When companies and organizations like 
Weyerhauser, Canon, World Trade Organi-
zation, and countries like Canada, Iraq and 
India use NComputing, it becomes obvious 
that there is critical value that other tech-
nology solutions are not offering.  
NComputing’s technology is a timely 
and significant proposition for CIO’s 
who are increasingly struggling with 
doing more with less resource.  As well 
as massively reducing the ‘per PC’ cost, 
NComputing takes a big chunk out of the 
overall PC lifecycle cost.   Technical support 
costs fall dramatically with desktop virtu-
alization strategies; this not only impacts 
the bottom line but also give strategic 
advantage by allowing CIO’s to redirect re-
sources to higher priority initiatives rather 

than PC management.  

 Plus, there is the advantage of deliver-
ing to the increasingly important green 
requirements that is now a must have, 
not nice to have, on the corporate agenda.  
Stephen whips out another presentation, 
this time showing multiple users enjoying 
various multimedia experiences through 
one basic shared PC. For each user he 
points to the CPU usage chart, incredibly 
low usage—and he says: “The average user 
only uses 5% of a machine’s computing 
power. NComputing is harnessing the 95% 
in order to share it efficiently among other 
users.”   

Our solution uses resources efficient-
ly—our devices use only 1 watt of power 
and they do not generate heat while 

PCs use up to 90 watts, and even the 
most efficient netbook uses at least 30 
watts. One of the key reasons we won the 
InfoWorld Green 15 award is that our solu-
tion is very energy efficient. In developing 
nations where energy is a scarce resource, 
this is of key importance.”
In the enterprise environment, hundreds 
of users can be supported by 1 server and 
deployment takes only days. Ricky Mugabi, 
NComputing’s reseller in Uganda humor-
ously reiterates the ‘quick deployment 
element’ by pointing out that the biggest 
chunk of time is actually taken up by 
unpacking the boxes in which the devices 
come.
Show me the magic Obama saw
Stephen does not take it for granted that 
everyone understands desktop virtualiza-

UNDERSTANDING DESKTOP VIRTUALIZATION
Desktop virtualization is a technology that allows desktop users to access comput-
ing resources through one server machine. All that users need is a display terminal, 
keyboard and mouse. 

One ordinary PC acts a server, hosting all the applications for each user account on 
its hard drive. The users themselves do not need a hard drive because their differ-
ent customized desktops and their applications are virtually stored on the server 
which is accessed through a cable plugged into a device that holds the virtualiza-
tion software. 

USER 1 USER 2 USER 3 USER 4

Server/Host
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tion. He barely uses technical jargon as he 
explains how NComputing’s solution works. 
In one room, multiple users (clients) are 
able to perform ordinary computing func-
tions by piggy-back riding on a host com-
puter (server) through an access device. Ev-
ery user has an account on the server and a 
unique desktop environment, which means 
only one midrange PC is needed to host all 
the applications the client needs, and the 
only hardware required by the client is a 
monitor, keyboard and mouse.The vSpace 

software is installed on the host computer 
and it creates virtual environments for each 
user whether they are running Linux or 
Windows operating system. 

The advantages are quick to spot. Main-
tenance costs are drastically reduced 
as only one PC (the server) needs to be 
updated and replaced in the event of an 
upgrade and security is easier to enforce 
as there is only one PC to monitor since 
the clients do not have hard drives. In a 
banking environment or security organiza-
tion where data is critical, security is a per-
tinent issue and having one PC to protect is 
advantageous compared to 1000 individual 
PCs to oversee. This also eliminates usage 
of external devices like flash disks to walk 
away with corporate data.

Stephen then asks: “Do you know why the 
Obama presidential campaign chose NCom-
puting? It wasn’t because we were cheaper 
–money wasn’t an issue, it’s because, as the 
campaign team is constantly on the move 
they need to be able to set up and pack up 
rapidly. With individual PCs, every time you 
move on to the next location you have to 
wipe all the PCs, re-install, set up afresh—
you’re losing time. With our solution, you 
only need to wipe one PC-the server and set 

up only one PC; rapid deployment. That’s 
the key.”

Because of the rapid deployment abil-
ity, NComputing solution has become a 
favourite in tradeshows where companies 
need to set up quickly and in emergency aid 
organizations where effectiveness of relief 
efforts depends on timely deployment and 
quick access to data.

Selling like hotcakes
Although NComputing’s focus has always 

been the enterprise, not surprisingly one of 
it’s most enthusiastic markets has been the 
education sector where schools are anxious 
for low cost computing solutions. Stephen 
recounts his visit to Airforce Secondary 
School in Mukono, Uganda, where 40 units 
are already deployed: “ I get in and I ask 
the headmaster, ‘so what’s your experience 
been like with this solution?’ The head-
master turns to me and gives me a big hug 
and says: ‘It works.’  It’s almost as though 
Stephen is going to cry; instead he says: 
“For me that smile of relief on the face of 
someone using our solution is way more 
satisfying than the monetary compensa-
tion. I derive such great satisfaction from 
making technologies that bring affordable 
computing.” 

Again, not surprising, Stephen’s most 
memorable stories are from 5,000 school 
districts in the U.S to a 55,000 seat deploy-
ment in India using NComputing’s vSpace 
virtualization software and access devices.

Global thinkers
I ask Stephen how a startup in North 
America is able to sell effectively across the 
world. Stephen says: “I like to say that ‘I 
suspended their unbelief’. Remember that 
I had strong entrepreneurial experience—I 

was one of the co-founders of CompUSA 
which was one of the first retailers of PCs 
and I was the founder of eMachines which 
had USD 1 billion in sales within the first 
year. Secondly, we were a multinational 
startup which helped a lot because we 
had the cream of every geography—Ger-
man and Polish software writers, a Korean 
hardware developer and an American chip 
maker.  Within 24 hours of demoing  the 
technology to Venture Capitalists, I had a 
financial commitment. 

Team selection
Our current team is also first class; we at-
tracted top executives from Microsoft, AMD, 
Wyse and Intel, all visionaries who saw 
that our offering had essentially become a 
disruptive technology.. My experience has 
been that people just want something that 
works. If it works they will buy it.”

“Can a good company be a good 
company?”
Most companies with good technology 
products are notorious for having bad 
practices.  When NComputing won the Intel 
Tech Museum of Innovation award, it was 
in recognition of the social responsibil-
ity initiatives that NComputing supports. 
Although only a 200 employee strong com-
pany, it regularly sponsors conferences like 
e-learning conferences, it promotes energy 
efficiency and of course low cost comput-
ing. Because of its positioning as a social 
enterprise, NComputing has won various 
accolades not only for having a good prod-
uct but for having good social practices too.

Dukker is not only an avid technologist but 
a salesman guiding the leaps and bounds 
that NComputing needs to become the next 
big thing in technology. ET

“The headmaster turns to me and gives me a big hug and says: ‘It works.’ ...“For 
me that smile of relief on the face of someone using our solution is way more 
satisfying than the monetary compensation. I derive such great satisfaction 

from making technologies that bring affordable computing.
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EAST AFRICA’S 
SILICON VALLEY?

100 ICT Scholarships 
offered by Rwanda gov-
ernment to East Africans 
to build up ICT capacity 
in Rwanda

Free wireless broadband avail-
able throughout Kigali serving 
700 institutions which include 
schools, government and health 
centres. With the completion 
of the national backbone, the 
service will be rolled out to 30 
districts targeting 4 million 
users.

Microsoft training 
centres built in the 
country

Participation in the One Laptop Per Child Project 
(OLPC) which also opened the Global  Centre for 
Excellence in Laptops and Learning at the Kigali In-
stitute of Science and Technology to support ongoing 
implementation in primary schols

Rwanda’s Vision 20/20 aims to make the 
country a knowledge hub in the region 
through the use of ICT. Deliberate strategic 
initiatives have been taken to achieve this 
by 2020. But will it be enough to position 
Rwanda as the melting pot of innovation in 
the region?

Host of the Pan African E-network 
project funded by the Indian 
government to provide affordable 
health care and education through the 
establishment of three centres- one 
for telemedicine, teleeducation and 
a private communication network 
for Heads of State. 33 AU states have 
already signed up. 

Kigali ICT Park where compa-
nies can showcase their technol-
ogy innovations at minimal cost; 
incubation centre to help young 
businesses grow; a centre for 
high end ICT R&D 

ICT employment fund set up to 
create jobs for young graduates 
who obtain a one year job ex-
perience/training from various 
institutions and the best ones 
are then recruited by employers

country FOCUS
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In the 2000/01 – 2004/05 Makerere University Strategic 
Plan, Information and Communication Technology was 
adopted as the top strategic priority as a matter of neces-

sity because manual systems and traditional processes could no 
longer cope with the student numbers.  It was a do or die situa-
tion if the university was to achieve its vision “To be a center of 
academic excellence, providing world-class teaching, research and 
service relevant to sustainable development needs of society.”

Building brand ownership
Makerere was able to address some of the challenges of integra-
tion of ICT services and systems in all aspects of the university 
through a systematic process of internal consultation, creating 
awareness and ownership; through the development of a clear 
ICT Policy and Master Plan owned by the stakeholders, thus 
reducing a very complex undertaking to sets of consistent and 
related activities that enabled internal resources and funds from 
development partners to be directed at different parts of the 
whole.  

Managing sustainability
Sustainability was recognised as a challenge even before imple-
mentation started, and implementation went hand in hand with 
an agreed formula of cost recovery to enable services to be sus-
tained.  Organisation wide computer literacy was seen as a pre-
requisite to successful exploitation, and literacy programmes 
were designed as part of the implementation master plan.  The 
need for continuing expert support skills was similarly recog-
nised, and the Directorate for ICT support was designed and 
established principally for knowledge support, with infrastruc-
ture support as just one of the assignments. 

Capacity Building
The acute shortage of expertise necessitated the adoption of a 
procedure that enabled rapid capacity development.  This was 
task-based rather than general capacity building.  Staff assigned 
various responsibilities were sent out on attachments to other 
universities seen to have the relevant operating environments 
and expertise.  Periods ranged from one to weeks, after which 
staff would come and deal with the challenges on the evolving 
Makerere Network (Maknet).  The attachments also created 
person to person linkages, creating avenues for inquiry about 
implementation and operational challenges in Makerere.  
Makerere University, student interns continue to provide the 
opportunity for nurturing and creating new talent.

THE UNIVERSITY LIBRARY SYSTEM
Automation of library functions and conversion of 340,000 
manual records to electronic  format; 20,000 full text journal 
titles and electronic databases; largest collection of biomedical 
and health literature in Africa  availed through the African Index 
Medicus (AIM) / Uganda Health Literature Database. Named 
MakULA (Makerere University Library Access) in Luganda, 
Makula means Wonderful.

E-LEARNING
The E-Learning unit is currently 
using an Open source E-
Learning Platform (Moodle) 
known as MUELE (Makerere 
University E-learning Envi-
ronment) accessed at muele.
mak.ac.ug. This replaced the 
blackboard which was costing 
the university an estimated 
USD 10,000 annually.

ADMINISTRATIVE SYSTEMS 
In accordance with the ICT 
Master plan, the need to improve 
efficiency in service provision for 
academic, library, finance and hu-
man resource functions was recog-
nized and addressed through the provision 
of four major information systems: The Makerere 
Library Information System (MAKLIBIS); the Academic 
Records Information System (ARIS); the Finance Informa-
tion system (FINIS); and the Human Resource Information 
System (HURIS).

CREATING TECHNOLOGY-BASED ACADEMIC CENTRES OF EXCELLENCE 

Dr Nora Mulira

A case study of Makerere University, Kampala, Uganda
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STUDENT ACCESS 
Wireless hotspots (MAKAIR); fibre back bone that provides 
all central network services; several wireless hotspots in the 
environs of all student halls of residence, and computer labs; 
computer to student ratio of 1:20; realizing the student-cen-
tered learning environment, where ready and timely access 
to relevant educational resources and ease of communication 
promote the role of the student in the learning network; Work-
ing with Google to avail laptops to students at subsidized cost.
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CHALLENGES
User-skills (both ICT and Internet 
literacy) were recognized as a chal-
lenge by the University. Introducto-
ry ICT courses have been integrated 
into the 1st year curricula using the 
ICDL standard. Academic and ad-
ministrative staff must demonstrate 
the required computer competen-
cies at their various ranks in order 
to be promoted or recruited. The 
library developed information com-
petence and management courses 
to address IT and searching skills 
of researchers to maximise the 
benefits of e-resources. 

Sustainability of e-resources
The cost of maintenance, support, 
and software licenses is still high 
although student technology fees 
and other cost recovery mecha-
nisms alleviate this to some extent. 
In addition, the university has 
adopted open source software and 
development of common E-learning 
platforms and in-house systems for 
selected administrative functions.

Inadequate ICT infrastructure
Makerere University has continued 
to improve its 16 km fibre network, 
increase band width capacity and 
establish and equip student com-
puter labs. However with a com-
puter : student ratio of 1:20,  a 2/3 
bandwidth capacity deficiency, the 
infrastructure is  still inadequate. 
Facilities and services for people 
with disabilities are still limited.

Band width 
Bandwidth affordability continues 
to be a challenge for Makerere like 
most Institutions of Higher learning 
in Africa . After connecting to the 
Seacom cable, Uganda Telecom 

doubled the bandwidth subscrip-
tions for its clients at the same cost. 
This means  that Makerere Uni-
versity is now accessing  40 Mbps 
at a cost of  USD 900 per Mbps 
(excluding VAT) per month. Current 
studies  recommend a ratio of over 
5 Mbps per 1000 students, which 
would translate to over 140 Mbps 
of Internet bandwidth for Makerere 
University. This amount of band-
width would cost the University 
USD 126,000 per month which is 
still too high despite the arrival of 
the Seacom cable in Uganda. 

The demand for increased band-
width especially by libraries, has 
not matched the provision mainly 
due to high cost. The deployment of 
E-learning, I-labs (virtual labs) and 
distance education has stretched 
the inadequate bandwidth capacity 
further.

ICT procurement 
The University’s procurement 
process does not cater for on-line 
procurement, which means that the 
University relies on local suppliers 
for all computer equipment. This 
prevents the University from ben-
efiting from innovative solutions 
that are not readily available locally.

The rise of  Makerere Univer-
sity’s ranking,  from 15th in Africa 
(Dec2009)  to 13th (July 2010) is 
testimony to the deliberate and fo-
cused harnessing of ICT to position 
Makerere as a research led univer-
sity  and  a consistent  implementa-
tion of  our webometrics strategy  
to showcase  the academic and 
research excellence .
nora@dicts.mak.ac.ug

RESEARCH AND NETWORKING 
Makerere University is a member of the 
Research and Education network of Uganda 
(RENU) consortium, currently with 12 mem-
ber institutions. The consortium provides 
an opportunity for bulk procurement of 
bandwidth to enable research and education 
networking in the country and regionally.  
network; Working with Google to avail lap-
tops to students at subsidized cost.
RENU was granted by UCC a Private network 
license that allows for cross-border network-
ing  as a non-commercial entity
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enterprise TECHNOLOGY

THE GENESIS: FIRST MOVERS

In June 2008 Uganda Telecom de-
ployed a Third Generation network 
(3G) which would enable fast speeds, 

(15 seconds to download a 3 minute song 
while in the 2G network it takes 8 min-
utes). It was exhilarating to be able to just 
plug in that USB modem in your laptop 
and get super fast internet  until qual-
ity and performance issues set in--and 
Uganda Telecom turned a deaf ear. Back 
to business as usual and we just generally 
hopped from one Internet Service Pro-
vider  to another all the while grumbling 
amongst ourselves as to why UCC could 
not make service providers guarantee us 
a minimum service level.

BACKDROP TO THE 3G WARS
Up to late 2008 there were only four ma-
jor telecom competitors co-existing some-
what peacefully-Uganda Telecom, MTN 
and Zain until Warid Telecom (which 
had launched with great pomp in Janu-
ary 2008) decided to throw a spanner in 
the works and introduced Pakalast  in July 
2009.  The effect of Pakalast was so great 
that  the word has officially been adopted 
in Uganda’s vocabulary meaning ‘forever’. 
(I will love you pakalast.) Pakalast dis-
counted voice rates so blatantly (I person-
ally bought a Warid phone which had 30 
days of free calls) that the other telecoms 
were forced to follow- MTN with, MTN24; 
Zain with Kika; and newest entrant Orange 
with Gyekiri. The incumbent, UTL also en-
gineered some type of subsidies for its 
subscribers.

Meanwhile at the backend the picture 
was far from rosy for the telecoms. In the 
struggle to capture and or retain custom-
ers the voice price cuts had severely erod-
ed the Average Revenue Per User (ARPU), 
a figure which is extremely critical for any 
telecom’s survival. It is estimated that 
whereas ARPU in 2006 was about UGX 
500, by end of 2009 it was at an all time 
low of UGX 50. The telecoms were there-
fore coerced into finding a new frontier on 
which to compete. Some decided to go it 

the painful and narrow route and invested 
in infrastructure to increase coverage in 
the not-so profitable rural areas while oth-
er telecoms ventured into mobile money. 
The rest mastered the art of selling phones 
with torches and many garnished their 
strategies with subsidized text messaging.

SECOND MOVER ADVANTAGE
Then in March 2009 France Telecom’s Or-
ange landed. For months there was great 
speculation as to Orange’s strategy in the 
already saturated voice market. Then in 
October 2009, Orange unveiled its nest 
egg-super fast mobile data services run-
ning on its 3G platform. 

Early adopters of the Orange modem were 
quick to convert the skeptics who had 
been bitten by UTL; scarred by “we shall 
call you back” ISPs and harangued by tele-
coms that promised and could not deliver. 
Everyone who tried the Orange modem 
was left awed-and soon Orange had gained 
cult status and owned 80% of the mobile 
data market.

THE DATA WARS BEGIN

The other telecoms quickly smelt the cof-
fee and mobilized resources to offer simi-
lar services to rebuild ARPU. MTN was 
able to deliver its 3G plus (This is faster 
than 3G) network in a record 7 months 
and aggressively market it through vari-
ous public relations events and persis-
tent ads of cheap mobile data rates which 
went as low as UGX 500 for 20 MB.  The 
data wars had began and price became 
the strategy once again with all telecoms 
matching each others prices. But cracks 

are beginning to show--Orange’s service 
is sometimes slow or unavailable- a factor 
some attribute to overcapacity, while MTN 
modem tends to auto-disconnect.

THE ART OF WAR: STRATEGY

Cut-throat pricing structures will benefit 

the telecoms with the widest coverage but 
even then once the price has been equal-
ized, new value must be offered.

Partnerships with popular online content 
providers like Facebook will pull a certain 
category of mobile data users but more 
useful feature rich content will be required 
to sway the bigger spenders.

MTN is now selling 3G enabled handsets to 
increase users of its mobile data services. 
It is also extending coverage of its 3G plus 
network to unserved areas. Yet others like 
Warid and new entrant Foris Telecom ( 4G 
network) along with Orange are offering 
wireless routers that allow for a shared 
connection among many users.

THE WINNERS AND LOSERS
Businesses and individuals are the biggest 
winners in these data wars as the cost of 
internet access drops. While leased lines, 
ADSL, ISDN and wireless hotspots wont 
disappear altogether , the attraction, ease 
of setup and access of mobile internet will 
certainly erode their customer base.  

As for the telecoms, data is the new rev-
enue earner and until another spanner is 
thrown into the fray, the wars will contin-
ue in this predictable pattern. ET

BENEFITS OF 3G FOR ENTERPRISES
Videocalling/conferencing: Communicate audio-visually with global audiences, and 
shorten decision making processes • Download large files with graphical informa-
tion, manuals, guides and troubleshoot technical aspects. •Provide 24/7 help to 
customers online as connections speeds are fast and steady •  Enhance real time
e-commerce transactions which will generate more online based businesses.
•Improve delivery of e-learning and telemedicine. • Improve relief operations as 
communication between agencies in remote areas is quickly facilitated • Web based 
collaboration between office branches allowing for faster decision making

is there 
an end in 
sight?
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  The Great 
Migration
Can the city of Munich 
provide invaluable 
lessons for East African 
enterprises aspiring to 
migrate to Open Source 
software?
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Although Munich is more famous for 
its global export of the annual beer 
drinking festival- Oktoberfest, the city 
is also often cited for its ambitious 
problem prone project in migrating 
14,000 desktops- the entire public 
administration, to the Linux operating 
system after a 2003 City Council vote.

The five year, and still counting, 
deployment was a nightmare made in 
Hades itself  ranging from hardware and 
software infrastructure incompatibility 
to financial constraints, all the way to 
end-user resistance.

Has Munich been successful? Gradually, 
yes.

Brian Ssenoga
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enterprise DEPLOYMENT

THE MUNICH PARAMETERS
•	 1000 Staff
•	 15,000 PCs
•	 300 applications
•	 21 different Windows systems
•	 different update levels and security settings
•	 Different directories
•	 Disparate user management systems
•	 Different flavours of hardware and software

“...the  process ran smoothly in some 
departments, but failed to progress 
in others, because the technical back 
end structure hampered or even 
declined cooperation. They found 
implementation errors in basic server 
protocols and proprietary tools which 
were not compatible with any other 
software-based management solution.. 
“ Florian Schiebl, deputy head of Munich’s LiMux 

independent IT centers

21Migrating to any platform is a calculation of risk 
tolerance, and Open source is no different. This 
could be for two major reasons: critical appli-

cations which will not work satisfactorily under an Open 
Source Software (OSS) environment and the high costs of 
customization especially if they are proprietary apps. Be-
fore deciding whether to start with a migration, it is advis-
able to have an understanding of the dynamics of the OSS 
environment.

Factors to consider before you migrate:
OSS licenses: Contrary to popular belief, even OSS prod-
ucts come licensed, and you will need to ensure compliance 
with the same. 

As you will find with OSS, there may be several choices for 
a single function - you will need to understand the pros and 
cons of each product and how it  compares to your needs.  
Some distributions are backed by commercial companies 
who provide support and fixes. Some products have distinct 
characteristics, while others are very specific in style.

You must determine what level and type of support is 
required. Commercial support can be obtained from spe-
cialist companies whereas Linux User Groups and User 
Forums, can provide community support, especially if the 
source code is available. 

The migration is also an opportunity to review the base 
architecture as well as the application software. OSS is 
essentially modular; you can get what you need, and only 
that. 

MIGRATING YOUR ENTERPRISE TO OPEN SOURCE
Migration to FOSS, especially if it’s going to be exclusive, is 
like any other operating system upgrade. 
RuleN.o 1 – Back up your files, keep a copy of your drivers 
(in the most rare case that you fail), and if possible, plan to 
do it when you can gracefully suffer disruptions in the sys-
tem.  Basically, don’t plan to migrate when you have a client 
presentation to deliver the next day – unless you have done 
these installations several times and are aware of the solutions 
to all potential problems.

My own personal migration was fairly straightforward. Armed 
with my preferred choices Ubuntu 10.04, (and it came pre-in-
stalled with OpenOffice.org for Office Suite, Evolution for Out-
look, Mozilla Firefox for Internet Explorer) , and my backups, I 
successfully migrated my computer from WiN7, thanks to my 
earlier trials, and great notes from trusted Google.

So it does seem like peanuts doing a desktop migration, but what 
happens when parameters increase? Enterprise migrations are 

the ultimate test of successful Migration to OSS. There are many 
more computers to install, Servers to upgrade, and a generally 
wider IT infrastructure. Let’s take some lessons from Uganda 
Martyrs University, at the Nkozi Campus in Uganda

When Nkozi University  developed their ICT policy in May 2003, 
it emphasized optimizing  access to ICT for students and staff 
within the limited funds available and that the university would 
not support the use of pirated software on university property.
Nkozi being an academic institution took advantage of the June 
to Aug semester breaks of 2003, 2004 and 2005 to carry out the 
phased migration, first for all public access computers (library 



E
N

TE
R

P
R

IS
E
 T

E
C

H
N

O
LO

G
Y 

 I
SS

U
E
 5

 |
 2

0
1

0

42

enterprise SOLUTIONS

and labs), next for teaching staff and eventually for 
administration.

The migration was not rosy for Nkozi. Student resistance to 
seemingly “inferior” software, inability to find OSS alternatives 
for specialised softwares like Tally (Financial), Vector Works (Ar-
chitectural), and Knoppix’s lack of auto mount and un-mount fea-
ture (Later replaced by SuSE Linux 9.1 ) all blighted what should 
have been a great migration. 
Large scale migrations, like Nkozi University, require prior plan-
ning and thorough preparations. They work best with what is 

called Phased Migration.  It works great for SMEs, because a team 
of trusted and expert IT professionals (internal or hired), can do 
all the prior preparations.  The migration is done in company ap-
propriate groups to minimize the effect on daily operations. In 
some cases, should you require it, rolling hardware replacement 
of desktop PCs at the same time can be carried out. 

The converse is to carry out what has come to be known as the 
Big bang. OSS evolutionists would like us to believe that you can 
migrate your software platform on the one same day. Bang! And 
you are good to go. My first Big Bang experience failed terribly, 
for the simple reason that this method requires very expert tech-
nical skills, and a lot of man hours in preparation. This migration 
scheme is only likely to appeal to Individuals. So if your Big bang 
migration fails – it is unlikely to be because of a failure of OSS but 
a lack of fastidious preparation.

I must add, that newer Distributions are taking the trouble to 
prepackage everything you might need, but should you need to 
tweak your Desktop, there are indeed options. In-house, you can 
rely on Ubuntu’s Software Center but should you not want to re-
invent the wheel, I have used, twice now , a web resource from 
http://www.howtoforge.com/the-perfect-desktop-ubuntu-

10.04-lucid-lynx. 

So which apps should you consider moving to OSS?
Being a single user and the Administrator of my laptop, it was 
easy to make a decision - I moved everything, literary. But you 
don’t have to move everything in an enterprise setting.

Generally, computing applications and software are divided into 
2 categories – Server Based Software and Desktop Software. A 
well defined scope, one set against your needs, will likely inform 
you of what you need to change and what you need to stay with. 

For server computing, OSS is well understood and is extensively 
deployed.  Linux and the Apache web server are found in respec-
tively 30% and 66% of the Internet’s public servers, according 
to Netcraft’s 2004 survey. Server migration can, most times be 
executed, with minimum effects to users.  

Many OSS applications on the desktop will also work well on 
proprietary operating systems and so you can introduce these 
applications without having to totally change the environment at 
once.  OpenOffice.org, Mozilla and Apache will replace perfectly 
Office, Internet Explorer and IIS respectively on any Windows 
Computer. This will allow you to carry out pilots for some of the 
applications, which would be a great way to tell user reaction, 
training needs, as well as time constraints in preparation for a 
full migration.

Selecting a vendor
The best vendor for your software is you because your needs are 
best known to you, no one can select the software you need bet-
ter than you.  UNESCO has a free Software Portal , and OpenDisk  
has some of the latest updates to your regular desktop software. 
SourceForge  is a repository of thousands of open source projects 
. Ensure that your software selection is on GRAM/GRAS  (gener-

APPLICATION PROPRIETARY SOFTWARE OPEN SOURCE ALTERNATIVE

Operating system Windows 9x, 2000, XP GNU/Linux- Knoppix
Office productivity suite Microsoft Office Open Office
Mail client Microsoft Outlook Express Kmail, Mozilla Mail
Internet browser Internet Explorer Konqueror, Mozilla
Database Microsoft Access MySQL/phpMyAdmin
Programming Wordpad, Borland Builder Kate, Eclipse
Statistical analysis SPSS Open Office Calc
Web Design Microsoft FrontPage Bluefish/NVu

NKOZI UNIVERSITY OPEN SOURCE MIGRATION



David Wheeler’s IRCA  (Identify, Review, Compare and Analyze) summarizes an enterprise Open Source evaluation

How do you deal with support issues?
There is a large and active global community around FOSS.  Our 
very own Ugandan Linux User Community – the LUG (http://
www.linux.or.ug ) has extended its reach to Jinja and Mbarara.  
Larger enterprises might be better supported by Commercial 
Providers such as IBM and Sun Microsystems (who even offer 
Lifetime Support), Red Hat – through their support subscrip-
tions - and MySQL.There are also local firms and/or independent 
contractors who can help with migration issues.

If all else fails most applications have active mailing lists where 
users can post a question or plea for help will be answered by 
someone with an interest in the application. The presence of an 
active mailing list and user community is often one of the criteria 
in the selection of software components in the first place. 

Staff Training
One of the sticky issues for OSS Migration is training. Getting Us-
ers to get the best out of any application is going to require

 investment in both formal and informal learning.  

•	 Formal training workshops for all staff, especially non-tech-
nical, who will be using the software you have put in place.  

•	 Informal peer learning through networks like LUG – where 
iron will indeed sharpen iron.  Most people learn best from 
experienced colleagues, so consider ways that users can 
help each other outside of the classroom setting.

•	 Consider also, “cheat sheets”. They provide basic informa-
tion about how the software works and can be useful for 
generic lessons. 

•	 Provide users with a list of links for web-based support re-
sources that relate to the software you have put in place. Us-
ers can use free time to patch up on their knowledge . 

Read up more case studies on http://wiki.services.openoffice.
org/wiki/Major_OpenOffice.org_Deployments
b.ssennoga@gmail.com
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FACTOR TO CONSIDER PROPRIETARY OPEN SOURCE

License cost The proprietary software implies to buy a 
right to use the software. This cost is multi-
plied for each machine running proprietary 
software

Open Source Software 
Non-existent license cost (in some cases, 
anyway, only the basic distribution of the 
software is free. The enterprise edition some-
times requires to pay a license). 

Hardware cost It can arise when a software is upgraded, 
updated or improved (e.g. Windows Vista)

 It offers efficient server-client architecture. 
Almost in every case, it is possible to improve 
the software upgrading only one machine (the 
server). GNU/Linux was born to fully exploit 
low equipment computers.

Help-desk and maintenance cost It continuously requires certified assistance Usually, a GNU/Linux system, when well 
configured, doesn’t give any kind of problem. 
Furthermore, there is the freedom to choose 
any IT company or IT assistance (without be-
ing bound to a certified company). 

Security cost Anti-virus license costs During the past few years, GNU/Linux has 
been unaffected by viruses. 

Costs related to the format of the 
documents  and the interaction 
inside the administration

A document produced with MS Office 2007 
cannot be opened by MS Office 2003  It can 
force the whole organization to update the 
Office Suite 

A document produced with any version of 
Open Office can be opened with any version 
of Open Office

Time Cost The instability of the proprietary               
software has a considerable time cost. 

GNU/Linux is a stable system that allows sav-
ing time. It guarantees the best uptime in the 
Software Market.

enterprise SOLUTIONS
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Data center infrastructure management (DCIM) is the inte-
gration of information technology (IT) and facility manage-
ment to centralize monitoring, management and intelligent 
capacity planning of a data center’s critical systems. This 
is achieved through the implementation of specialized 
software, hardware and sensors, and it enables a common, 
real-time monitoring and management platform for all in-
terdependent systems across IT and facility infrastructures.

Data Center managed/hosted services involve fully man-
aged infrastructure services, offering complete end-to-end 
management of your mission-critical IT environment. It 
also covers provision and servicing of hardware; taking 
care of data back-up and recovery; ensuring complete 
security; and fully managing the operating system, web, and 
database application infrastructures. Please note that this 
is different from Data Center Co-location services, which 
involves only providing rack space, power, cooling and 
physical security.

REASONS FOR A HOSTED AND/OR MANAGED DATA 
CENTER 
Tolerance for downtime: If data centre management is not 
your core business you might want to seriously consider 
having a hosted data centre. For instance; what Recovery 
Point Objective (RPO) (How much data can you lose) and 
Recovery Time Objective (RTO) 

(Cost per minute of downtime) is acceptable? Unless you 
have redundant power and bandwidth, hosted or managed 
may be the most ideal way to ensure your uptime. Managed 
services will give you a 24/7 staff at a fraction of the cost. 

Core value add— support and maintenance cannot be a 
core value for a company whose core business is not col-
lecting data. Market leaders are now adopting the simple 
model of keeping only their core business in-house. And 
this means very soon data center business is going to be 
big business in the ICT arena, providing services ranging 
from simple web-hosting to Software as a service and cloud 
computing.

Business type: Then the type and size of your business 
also matters a lot here.  For certain types of businesses, 
like financial institutions, down time may prove to be very 
expensive, and the question to answer here should be if you 
are ready to finance the staff availability alongside other 
pertinent costs of the entire data center set up.

Costs involved: For smaller businesses it simply doesn’t 
make economic sense to invest in a data center consider-
ing the cost involved and employ IT staff until you need a 

DATA CENTRE 
OUTSOURCE OR 
IN-HOUSE?
Data centres are becoming  a necessity rath-
er than a luxury for most enterprises . But 
how do you decide whether to build your 
own in-house our to outsource it and have it 
managed offsite by another company?

Nicholas Ddumba Katumba

All business transactions in any organization are depen-
dent on the data they own and keep.  This can be in form 
of intellectual property, customer databases, processes 

information, collaboration information like e-mails, billing infor-
mation, product information and any other information that may 
be in possession of the organization. The most critical question 
to ask here is: HOW DO YOU STORE, MANAGE, PROTECT AND 
RETRIEVE THIS INFORMATION WHEN AND HOW YOU NEED 
IT? The answer is in having a data center Data Centers provide 
infrastructure and platform for storing, managing, protecting and 
being able to retrieve data and/or information when you need it, 
the way you need it.
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team of at least three. If you decide you 
need one person, you actually need two 
so that you have cover for holidays, sick-
ness and training. It also means that you 
cannot be “held at ransom” because only 
one person knows your systems and 
you have the benefits of two people’s 
knowledge that can be applied to your 
data center environment.

Scalability: A startup company can rent 
one or two servers on a monthly basis, 
and can add servers and storage continu-
ally as they grow, or temporarily during 
busy periods of the year. For companies 
that are looking to sell their products 
online and need constant network 
connectivity and redundant power, but 
do not have the capital to invest in the 
infrastructure, especially when they ex-
perience tremendous growth quickly, in 
this case a hosted or managed solution 
works well for them. 

Seasonal business: Companies which 
run online shopping sites, for instance, 
see their traffic increase dramatically 
during festive season like Christmas, 
Easter Eid, Year End seasons, and they 
need more computing power at that 
time. It’s easy to add servers quickly 
with a managed and/or hosting type of 
setup and scale back when the season 
ends.

IT environment complexity: Consider 
the complexity of your IT environment. 
Here you have to consider both the 
geographical distribution of staff and the 
number of applications and systems you 
run. The greater the complexity the more 
staff you are likely to need unless you are 
able to find people with a wide range of 
in-depth skills. These lovable geeks can 
be found at reasonable salary levels but 

they are few and far between.  A service 
provider is likely to have a wide range of 
skills within the business and can then 
partner with others to fill gaps.

Total cost of ownership – if you decide 
to maintain the data center operations in 
house, you will put yourself behind your 
competitors, as your company will incur 
an additional cost/risk associated with 

maintenance of a data centre. 

Data centres are one of those IT imple-
mentations where the maintenance cost 
to capital ratio is very high. For example, 
if you compare this to the auto busi-
ness, you buy a car for about US$30,000, 
and you spend about US$3,000/Year on 
maintenance - gas, oil changes, brake 
pads and others to keep the car running.

 If you buy data center equipment (on-
premise install) for about US$30,000, it 
will cost you about US$10,000 or more 
to keep that running and mind you, 30% 
maintenance fees are very typical and 
minimum considering the different cost 
items – electricity, cooling, servicing, 
space and personnel. In fact in many 
cases the operational costs actually sur-
pass the capital expenditure via costs.

Quicker ROI — from an initial ROI 
perspective, hosted solutions shorten 
time-to-value by eliminating initial 
capital investment and implementation 
costs. You can focus on refining your 
products and processes, and defining 
your business goals without worrying 
about what technology you will deploy 
and how many people you will require to 
manage the data centre.

Vendor selection
If you finally decide which way to go, 
then you will have a few more facts to 

check out.  For example if your deci-
sion is to have your data center services 
hosted or managed you have to look out 
for the service providers available and 
vet them. In Uganda there are quite a few 
including RAPS Uganda Ltd, Computer 
Point and Uganda Telecom. Of course 
with the coming in play of the differ-
ent optic fibre cables, we are going to 
see more players coming up through 

the commissioning of the EAC Customs 
Union, and with the super fast internet 
linkages to the global arena more players 
from other parts of the world – India, 
Europe, Americas – will be coming in for 
the kill.

After a shortlist of service providers 
has been determined (likely during the 
RFP process), your IT team or consul-
tant must take the next steps to ensure 
that all due diligence has been covered. 
Ensure that vendor claims are valid, and 
that facilities and surrounding areas are 
adequate for the organization’s data cen-
ter needs by conducting an evaluation 
of the site before, during, and after the 
site visits. The site visit and evaluation 
checklist covers areas such as:

•	 Environmental site location risk
•       Physical security of the site
•	 Facility upkeep and maintenance

In conclusion, I would advise that the 
hosted and/or managed model is better 
especially for non-ICT organizations.  

Hosting gives you time to concentrate on 
your core business and it is cost effective 
both in the short and long run when you 
critically consider the investment cost 
and the total cost of ownership.
nicholas@rapsafrica.com

In fact in many cases the operational costs actually 
surpass the capital expenditure costs.
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The truth is, Facebook, 
Twitter, and other social 
media ilk started off as a 
teenage play-thing. Who 
else had time to update 
their status (what are you 
thinking?) and chat all day 
about trivial happenings 
and celebrities that 
seemed nonplussed about 
all the numb chatter and 
mini clouds that avid fans 
placed them in? 

Social mEDia
facEBooK, TWiTTEr, 

liNKEDiN
WayS To maKE20

your BuSiNESS 
STaND ouT
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Businesses ignored them. Blogs were taken somewhat 
more seriously since it was assumed that a blogger did 
have something worthwhile to say and anyone on Linke-

dIn was a true professional. Somewhere though, along the way, 
things changed. Facebook and Twitter have become the defacto 
webfronts for  many companies and social media strategies now 
have a chapter in business books of repute.

It’s not just an incremental turnaround-it’s a fundamental 
change that’s causing all sorts of companies to wake up to the 
reality of ‘there’s great benefit’ in using online social media.
Consider the following. O’Reilly Media noted that between late 
2008 and early 2009: Facebook users aged 45-54 were the fast-
est growing demographic, followed by users aged 26-34 years 
old and 50% of the 140 million people on Facebook are college 
graduates.

The interpretation here is that ‘serious people and serious com-
panies’ are beginning to take a second look and have ultimately 
discovered the value of these online social media networks. 

Who is on Facebook?
It’s impossible to get a complete list of all the heavyweights of 
companies on Facebook but the top 10 brands list includes: 
Coca Cola, Starbucks, Disney, Victoria’s Secrets, McDonald’s, 
H&M and Red Bull all with several millions of fans.

In Uganda we have companies like Nalubaale rafting, De.finition 
T-shirts, Clear Media, Uganda Basketball Players Association, 
Twakoowa-social causes, Uganda Cancer Research Foundation, 
SMS Media, Afri Talent, Air Uganda, Orange Uganda, Uganda 
Wildlife Authority, Standard Chartered bank, 

In Kenya- NTV Kenya, Captial FM, Kenya Sevens Rugby Team, Sa-
faricom, Kenya Data Networks, Huawei Android, many of whom 
have several tens of thousands of followers.

Tanzanian focus on political topical issues, and organizations 
like Save Orphans of Tanzania, Tanzania travel, Miss Tanzania 
India, Camps International are the more popular while Rwanda 
focuses on issues to do with genocide and development, for 
example- Project Rwanda, Rwanda Government, Hotel Rwanda, 
Team Rwanda and Stories of Reconciliation.

Who’s being followed on twitter?
Twitter can be thought of as a brief update site. Within 160 
characters you get the opportunity to write updates to what 
you’re doing, links to interesting resources and opinions. Based 
on your updates you get followers--much like fans.
The list of celebrities present on twitter includes U.S. President 
Barack Obama with 3.9 million followers and African Ameri-
can media mogul Oprah Winfrey with 3.5 million followers. 
Companies include Dell, Ford, Samsung, Kodak, Kenya Airways, 
KaribuniSafaris and AcholiBeads.

20 WAYS TO USE SOCIAL MEDIA PLATFORMS

1. In Facebook’s , What’s on your mind- ask your customers 
questions about new and existing products. This feedback 
is great for helping you improve your product features and 
services.  You will be surprised how many people love to give 
opinions.

2. Answer queries about your products and services 
quickly. Def.i.ni.tion , a Ugandan based unique t-shirt com-
pany immediately posted their phone number as soon as they 
realized that there were getting numerous queries about their 
customized shirts. They also promptly reply to sales inquiries 
via Facebook. You don’t have to spend money on social media, 
just log in and reply in real time. Some businesses even provide 
the name of the person on duty, taking personalized customer 
service a notch up.

3. Update fans about new products and services. This is 
faster, cheaper and more effective especially because people 
help you spread the word through viral marketing. On Twitter 
for example if you post some information which people like, 
they will ‘Retweet’ it – spread the message to others, while on 
Facebook if someone ‘Likes’ your post their friends are going to 
go and view it and will in many cases ‘Like’ it too- thus by tap of 
the mouse button, your brand and products/services become 
known. Governments and other institutions can use it to post 
public interest notices for example if there is a disease outbreak, 
an immunisation campaign, a public seminar and other general 
interest topics.

4. Keep the public and other stakeholders in the loop. Did 
you recently acquire a new company? Did you get a huge cash 
injection, are you offering shares for sale? Have you got a new 
member on the management team? Are you going to host an 
acclaimed speaker? Use LinkedIn as it has a professional net-
working bias unlike other social media which tend to be a mix of 
personal and professional. 

5. Hold polls to provide you insights. For example on Face-
book, you could ask your fan base-which retail outlet did you 
buy our beauty product from? Or where do you prefer to do 
your banking? These polls can help you better tailor services for 
your customers and ensure you get new customers along the 
way.

6. Competitor monitoring. By reading what competitors are 
posting on social media, you can get a good idea of their strate-
gies, product releases, deals, partners and be able to position 
yourself as well as see what else you can emulate to improve 
your own business.

7. Brand visibility. Use social media to make your small busi-
ness known for example Def.i.ni.tion t-shirts may not have the 
great marketing muscle of well established companies, and I 
have not seen any TV or print ads but they definitely caught 
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the eye of the Enterprise Technology team and all the other 
hundreds of fans who are purchasing their t-shirts in record 
numbers after finding them on Facebook.

8. Obtain financing for your business. LinkedIn is a great way 
to network with professionals in your field and this potentially 
opens you to financing opportunities as there are always plenty 
of angel investors and venture capitalists interested in giving 
help to sectors that they are passionate about.

9. Initiate discussions with fans and followers. Avoid using 
social media to only push your products and services; you could 
start a discussion for example: “what is the most annoying 
excuse a service provider has ever given you?” Indirectly you 
are probing the fan’s mind as well as positioning yourself as a 
company which sympathizes with its customers/fans’ problems.

10. Reach different market segments. You don’t have to cre-
ate the same message for everyone. Companies like Dell have 
different Twitter accounts for different segments. You can create 
a CompanyXSuppliers, Com-
panyXRetailers, CompanyX-
Investors, separate twitter 
accounts to address their 
different needs. 

11. Position yourself as 
an expert consultant. Give 
people expert information for 
example tax tips, travel tips, 
technology information, accounting procedures, media buying, 
legal advice or dress code for different events. People appreci-
ate learning new information and if you give them really useful 
information they begin to trust you as an expert and choose to 
buy from your company. On LinkedIn many users post videos, 
pdf books, slideshows and articles with useful information. Ulti-
mately these people are the ones who have the biggest networks 
because people see the value of being connected to them.

12. Cheap, fast recruitment. If you want to get the message 
out fast about a recruitment drive-Twitter is a great place to 
start. Short position titles sent in real time can help you get 
some of the best people since it is generally assumed that online 
audiences tend to be more savvy and innovative than those who 
don’t care to be online. 

13. Drive traffic to your website and blog. Use social media to 
drive traffic to your other information rich web media like your 
blog and website by pasting the links in Facebook or on Twit-
ter. You can also provide linkages on LinkedIn to your website 
so that your connections can read more in-depth information 
about your company. Additionally, by linking to your blog you 
gain more ‘professional points’ as connections can read your 

opinions and your understanding of technical issues in your line 
of work.

14. monitor trends. Sometimes the best way to know the 
public perception of your company is to stop doing and start lis-
tening. Many of the social media sites have search tools that you 
can use to search for references to your product or company; 
Twitter has search.twitter.com and on Facebook you can use the 
analytics tool to see statistics about your page visitors and what 
they do when they visit and other useful information.  

15. Grow your professional network. You would never know 
how many telecom or networking professionals are out there, 
or how many people are in the events business until you get on 
networks like LinkedIn or Facebook and suddenly you’re mak-
ing connections with professionals in your field. This is invalu-
able as you can share experiences, knowledge, get to know more 
people and of course get business.

16. Generate momentum for social causes. It’s not all about 
profit. Use social media to create 
visibility for causes you believe 
in—road safety, disadvantaged 
children, keeping cities clean, 
promoting rural education and so 
forth.

17. Bolster the CEO. Have you 
ever noticed how CEOs often get 
cult status and consequently their 

companies too. Let the CEO tweet, blog of Facebook about their 
personal experiences, hobbies, dress choices, wine preferences, 
music and other interests within the company thus giving the 
company a human face. Celebrities use this option frequently 
and as a result can grow their fan bases quickly in a few days. 

18. Events blasting. If you’re a company that regular holds 
events, you might want to let your fans know about them in 
time. Use social media to spread the word fast and efficiently, 
make changes to time and venue as well as update the atten-
dants list.

19. Intranetworking among employees Twitter is very useful 
here because mobile employees or those in the field  can give 
timely updates about the status of their work, findings, queries 
allowing for a more efficient workforce. Obviously these tweets 
would be set to private and not public viewing.

20. Live coverage of events. At the recently concluded East 
Africa Internet Governance Forum, minute by minute tweets 
provided ‘live coverage’ of the event to interested stakeholders 
who were not able to be physically present at the event.  Use 
this ‘instant minute recording’ tool to allow for e-attendance. 
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People with more than 20 LinkedIn 
connections are 34 times more 

likely to be approached with a job 
opportunity than people with less 

than five- Guy Kawasaki
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Global social companies ranking
The study done by www.netprospex.com based its rankings 
on a variety of social networks like Facebook, Linkedin, Twit-
ter, MySpace, Friendster, Flickr, LiveJournal, hi5 and Flixster. 
It monitored the level of activity by company employees, 
postings, followers, fans and tweets.

1. Microsoft
2.eBay
3. amazon
4. Walt Disney
5. Google
6. electronic arts
7. intuit
8. raytheon
9. Best Buy
10. apple
11. advanced Micro Devices
12. analog Devices
13. Sun Microsystems
14. Dell
15. Qualcomm

How to use LinkedIn more effectively
Although many companies have LinkedIn accounts, very 
few are using the professional network effectively. It’s not 
a directory where you simply list your company and forget 
about it--to generate business you need to grow your net-
work. To grow your network people need to have a reason 
to connect with you because you give them value.

•	 Regularly ask questions and participate in discussions. 
This positions you as an authority in your field.

•	 Connect to relevant professionals. Connecting random-
ly to people is bound to result in a polite ‘no’. 

•	 Keep in touch with your network of friends otherwise 
having 3000 connections who you know nothing about 
amounts to network spam. Read their profile to learn 
more about them and how you can give them value.

•	 Give recommendations to friends and colleagues you 
have worked closely with. The important thing is to 
keep it real not superfluous.

•	 Use a good picture. When you go networking physi-
cally do you go with a hood on your head or your best 
face forward?

KENYA BASED COMPANIES WITH 
THE MOST FACEBOOK FANS

1.   nTV Kenya
2.   Capital FM Kenya
3.   KTn Kenya
4.   Kenya Government
5.   Kenya Sevens rugby Team
6.   Kenya airways
7.   Kenya Wildlife Service
8.   Kenyan heart

Top ranked blogs in Kenya

1. Career point Kenya
2. a nairobian’s perspective
3. White african
4. a Kenyan Urban narrative
5. al Kags
6. african Christian outreach
7. Sukuma Kenya 
8. even angels Fall
7. Ushujaa.com

 

Source: Networkedblogs.
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UGANDA’S TOP ONLINE POWER PROFESSIONAL COMPANIES
The results of this survey were based on the  following criteria: Listing on LinkedIn as a company; headquarters 
listed as Uganda; with 5 or more followers as of August 31st 2010.  Companies rankings are based on the num-
ber of followers they were able to attract  as this is a good measure that they are an invaluable and powerful 
online brand.

RANKING COMPANY FOLLOWERS

1 Makerere University 209

2 Bank of Uganda 45

2 Orange Uganda 45

4 Zain Uganda 28

5 National Social Security Fund 24

6 Socket Works 23

7 Makerere University Business School 22

7 Ministry of Finance, Planning and Economic Development 22

9 Vision Group 21

10 Comtel Integrators 18

11 Appfrica Labs 15

12 National Water and Sewerage Corporation 14

13 AH Consulting 12

14 Mukwano Industries 12

14 Daily Monitor 11

16 Uganda National Roads Authority 10

17 Crown Beverages 9

18 NFT Consult 8

19 Air Uganda 7

19 Mountbatten 7

19 ReNaissance Capital 7

19 Roke Telkom 7

23 Service and Computer Industries 6

23 Midcom Eazy Charge 6

23 Global Trust Bank 6

26 Broadband Company 5

Key observations
•	 Government agencies/parastatals had the biggest number of followers which is a good indication that government values 

online audiences
•	 Companies are not using LinkedIn to promote their brands, it’s used as a directory where they list their services and products 

and contact details.
•	 Although the  mean average number of followers was 22, of the 285 companies listed with headquarters in Uganda, over 50% 

had less than 5 followers.
•	 Most companies were represented by middle managers or junior level employees--C-level executives mostly had personal pro-

files separate from the company page.
•	 Most companies did not bother to update their profiles, contacts, employee listing or products and services.
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enterprise SOLUTIONS

ET: Let’s first clear up all the terrible 
stuff-the bad press about you guys 
spamming us all the time. Why aren’t 
you responding to it on forums like 
I-Network?

SMS Media: Before we go any further 
he says—“first come and read this 
email”. (Simon shows me an email on 
his laptop) It’s from one of directors of 
another SMS company. 

(I quickly scan the email—a warning to 
all other SMS companies to be very careful 
about who they send text messages to, the 
nature of the texts and when they send 
them. Apparently one of these companies 
has had its license suspended because of 
spamming.)

We are very much aware of the whole 
spam problem and amongst ourselves 
in the industry we are striving to ad-
dress it. Our job is not to spam you. 
It’s a few bad service providers that 
are spoiling the name of the whole 
industry.

ET: How do you get our numbers? Are 
they sold to you by the telecoms?

SMS Media: Speaking for SMS Media, 
no. We do not buy numbers from 
telecoms. We provide a service we 
call a pull service where we basically 
encourage people to request for in-
formation. Once they request that in-
formation, we store the numbers and 
record what type of information they 
requested. This shows what a person’s 
interests are, for example, humour. We 
profile the trends of each number and 
say we notice that someone is inter-
ested in the lighter side of life, when a 
show or service comes up in line with 
their interests, we will then send them 
a text message informing them of this.  
But if for example we observe that 

someone requests for gospel messages 
then we will assume they are probably 
more interested in Christian related 
activities and so we won’t send them 
entertainment related messages. 

People will often visit places and leave 
their business cards in a box or basket 
or exchange them with someone and 
they totally forget about it. These 
numbers are stored in a database by 

different companies and organizations 
or even from wedding meetings. These 
companies will then come to us when 
they have a function with their lists of 
numbers. We then send messages on 
their behalf. However as a policy we do 
not keep their lists; that’s the property 
of those companies—so we do not 
spam anybody. We give these compa-
nies a guarantee that we will not use 
their lists for any other purposes.

We also do not buy lists because we do 
not know where they have got these 
lists from. Supposing I buy a list and 
I send an inappropriate message to 
a high ranking political figure. We do 

not want to be blacklisted. 

ET: Do you actually monitor the trends 
or as soon as someone sends a request 
for information you automatically as-
sume that they are interested?

SMS Media: We do actually monitor the 
trends. We have been in the business 
for 9 years. At first it was very hard 
because there were no trends to moni-
tor. But now we have a wide range of 
services, so many different users and 
different usage patterns and we are 
putting in a lot more care now. We 
are aware that people share phones 
for example someone might use his 
father’s phone to check soccer results 
and we do a lot more targeted profil-
ing to make sure we decrease on the 
irritability factor.

Sometimes though it is not entirely 
our fault. We did have a priest based 
upcountry who came bitterly com-
plaining to us about receiving mes-
sages to find lovers. We went through 
our database and found that this 
priest had been requesting informa-
tion regarding sengas and we told him. 
The priest was very shocked. He asked 
us: “You mean you can see my num-
ber?” We said, “Yes”. He hang up and 
we never heard from him again.

We also receive complaints about mes-
sages that are not from us. Remember 
there are other service providers but 
people only think about SMS Media be-
cause we are one of the most common 
names in the business.

ET: Why would I receive ‘Get a lover’ 
messages or ‘Oldies night at Ange 
Noir’ when I’ve never requested this 
information? 

SMS Media: I want to distinguish be-

HOW DO SMS COMPANIES GET YOUR NUMBER (AND WHY YOUR 
BUSINESS NEEDS THEM) Simon Kaheru, SMS Media, respondsQ & A

Simon Kaheru, SMS Media
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tween spam and messages. It’s a very 
thin line; not every unsolicited mes-
sage can be called spam. If you receive 
a message from a relative or acquain-
tance—it’s unsolicited. They may be 
sending you information you have not 
requested, but that might be impor-
tant to you. Is that spam? Here is how 
we decide what messages we send: 

Just last week a musician approached 
us and he wanted people to vote for 
him in some international competi-
tion. He wanted us to tell 1,000 people. 
We defined the profile and went on 
the hunt to see who in our database 
fit the profile. Unfortunately, we found 
only 86 people who fit that profile 
and we informed him about it. He 
said: “Cant you just send the message 
arbitrarily to 1,000 people in your da-
tabase?” We told him: “No we cannot 
do that. That is potentially rousing the 
anger of 900 people who do not want 
to be spammed. That would be war.”

ET: So you are actually ethical?

SMS Media: Yes we are very ethi-
cal in what we do. We also have four 
different policies circulated to staff 
to ensure people do not overstep the 
boundaries. We are very strict about 
that—in fact in SMS Media there are 
only four people authorized to send 
texts. In one incident one of our IT 
guys got involved with the wrong 
crowd and received some backhand 
payments to send out some unauthor-
ized politically sensitive messages. It 
took us only six minutes to trace it all 
back to him even though he tried to 
cover his steps. Fortunately we man-
aged to shut down the system imme-
diately and stop the messages from 
circulating and reported the issue to 
the police. 

ET: How can businesses use your 
services? 
SMS Media: We have business appli-
cations like the Customer Care Line 

where customers can send in text 
messages about products and services 
to our 8198 line, request informa-
tion and you, the business, will have a 
web-based interface where you see all 
these text messages coming in and be 
able to respond to them in real time. 
We also archive the messages so you 
can retrieve them at a later stage.

ET: But how do you address privacy is-
sues? Do you view company data with 
this type of service?

SMS Media: We do have disclaimers 
and we do let companies know that we 
can view their data. So we do not do 
anything that could potentially blow 
up in our faces. 

ET: What other services are available?

Most people come to us: “I want to 
send messages to 5,000 people”. We 
ask them to relax, have a cup of tea 
and allow us to analyse and discuss 
their needs with us. We ask them for 
example, do you want people to buy, 
to request more information, or to tell 
others? We then ask them about their 
target audience. Then we help them 
profile their audience in addition to 
the message composition because 
remember, we only have room for 
160 characters. We then build an SMS 
campaign that can enable them to first 
build relationships with their custom-
ers so that by the time they send out 
their messages the brand is already 
out, they have an identity and custom-
ers are more receptive to the market-
ing messages. 

That’s why we refer to our services 
as value added services because we 
add value to your company marketing 
goals. Some people want personalized 
services. We are already providing 
these services for government, NGOs, 
individuals and the corporate sector—
anything you can do with SMS we can 
do for you.

ET: What do I do if I do not want to 
receive text messages of any sort?

SMS Media: Call your network-MTN, 
Zain, or UTL - and tell customer ser-
vice you do not want to receive mes-
sages. The network will then notify 
the SMS service provider (We receive 
about 700 of these everyday) to stop 
sending messages. As soon as we 
receive a stop alert we go to our data-
base to check if their number is there 
and then we automatically delete it.
You can also request not to receive 
messages from SMS service providers 
by sending the word ‘STOP’. 

And perhaps this is where we as 
service providers are failing on the 
consumer education part. Someone 
will subscribe for say: “Arsenal, Liver-
pool, and Man U”. The messages may 
not come instantly—they may come an 
hour later and of course their airtime 
will be deducted for each of those 
subscriptions. 

ET: Do you have an industry associa-
tion?

SMS Media: There is one we are trying 
to set up, called WASPA-U (Wireless 
Application Service Providers Associa-
tion Uganda) which has so far come up 
with a code of conduct. We encourage 
service providers to join it; the prob-
lem is not everyone has adopted it. We 
have about five active members – SMS 
Media, Yo Uganda, D-Mark Mobile, 
True African, SMS One, and Blue Cube, 
these are the ones that have partici-
pated more frequently. It’s not easy 
but we are trying.

ET: Who regulates your industry? 

SMS Media: Uganda Communications 
Commission is our regulator. If you 
have a complaint that you think has 
not been addressed, go to UCC. which 
can suspend licenses. All this informa-
tion is available on our website www.
smsmedia.info  ET
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enterprise SOLUTIONS

THE FORMULA FOR THE CONNECTED EXECUTIVE
The apple iPad: More than just hype

Vibrant 9.7 inch backlit display reader friendly bright screenClear audio output and microphone

7am: read newspapers 8am: Check email 8.30 am: reply email

4pm: review ad concepts

highly responsive touch screen Split screens for multiple page view Life-size easy to use virtual keyboard

10pm: Finish robert Ludlum12pm: View business podcast
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iPad Features: 10 Hours battery life , Bluetooth & Wifi Connectivity, 9.7 inch LED-backlit Multi Touch screen, high speed 1Ghz 
A4 Processor, languages including English, French, German, Japanese, speaker, microphone, accelerometer, ambient light sen-
sor and digital compass, memory capacities 16 , 32 & 64Gb
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SPECIALIZATION CASE STUDY CONSULTANT CONTACT DETAILS

Web Based Application 
Development

Developed web-based timesheet 
and invoicing solution to automate 
timesheet submission for 50 agency
contractors, covering work done on dif-
ferent projects for different clients. The 
generation and tracking of
invoices and payments by project and 
client reduced monthly processing ef-
fort by 80% from 50 hours and
error rates by 80%

Stephen S. Musoke Mobile: +256 712-553260
Phone:   +256 414-345166
Email: smark@infoma.com

Data Centre Solutions Build data centres right from planning 
to commissioning, support and mainte-
nance, and also specialize in Managed 
and Co-location Data Center services; 
Sample clients include URA, Min. of 
Finance, NFA, Tigo Rwanda 

Nicholas D. Katumba Mobile: +256 756 212109
Phone:  +256 414 233700
Email: nicholas.dkatumba@gmail.com

Software Development Small applications running on stand-
alone setups to enterprise integrated 
systems running on a Wide Area Net-
work (WAN)

Mwaniki Fredrick Mobile: +256 772 503 726
Phone:  +256 312 113 459
Email:  fmwaniki@planetjumbo.com

:: FEATURED TECHNOLOGY CONSULTANTS
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campaiGN?

We’ll m
anage it fo

r you

Web based campaigns can be an effective tool for connecting with 
a new demographic-web loving audiences...

TWITTER: Real time updates about your products and services
FACEBOOK: Build your personal brand; Events & press releases 
LINKEDIN: Enhance your corporate profile

If you haven’t got the time...

ICT CREATIVES. WEB CAMPAIGN MANAGEMENT
INQUIRIES | GET A QUOTE | 

www.ictcreatives.com |sales@ictcreatives.com 

 
t: +256-414 266 423
       
m:+256-773 092 290 (mtn)
       
m:+256-701 100 516 (warid)




