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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

CASE STUDIESThis report provides case studies of digital sub-brands1 that have 

been launched by telecoms operators in the Middle East and 

North Africa (MENA) since 2019. The report also provides 

recommendations for older brands and for operators that are 

aspiring to launch their own digital sub-brands to capture 

subscriber acquisition opportunities.

The case studies are based on several sources: 

▪ Analysys Mason’s internal research and desk research

▪ Discussions with telecoms operators that have launched 

digital sub-brands in MENA since 2019.
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About this report

This document is for Analysys Mason’s subscription service customers only. Usage is subject to the terms and conditions in our 

copyright notice. 1 Unlike legacy sub-brands, digital sub-brands adopt a mobile-first approach to delivering key functions such as 

billing, marketing and customer support. 

▪ Which market segments do the selected sub-brands serve?

▪ How do operators launch and promote their sub-brands?

▪ Which features characterise the sub-brands’ offerings?

▪ How do sub-brand operators differentiate their propositions from the 

competition?

▪ To what extent have sub-brands had an impact on their parent 

operators’ performance metrics?

▪ Organisations that are considering launching sub-brands in MENA or 

improving their current propositions. 

▪ MNO strategy teams that need to make decisions about their 

response to new entrants such as MVNOs.

▪ MVNO/brand candidates that are considering entering the market in 

MENA. 

▪ ANA, Ooredoo (Kuwait)

▪ New Shababiah, Ooredoo (Oman)

▪ Yooz, Ooredoo (Algeria)

▪ Yooz, Ooredoo (Iraq)

▪ Yoxo, Orange (Morocco)

▪ oodi, Zain (Iraq)

▪ Yaqoot, Zain (Saudi Arabia)
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Several operators in MENA have introduced new digital sub-

brands since 2019, primarily to grow their market shares in the 

underperforming youth prepaid segment.

The concept of telecoms sub-branding is not new in MENA.1

However, operators have shown a revived interest in this model in 

order to grow their subscriber market shares, increase customer 

satisfaction and experiment with new business models and digital 

platforms.

These sub-brands have been offering discounted data rates and 

the ability to customise their plans in order to appeal to the tech-

savvy youth segment. Among the recent brands, oodi and Yooz 

are the most innovative: they have incorporated elements of 

loyalty, gifting and gaming. They also aim to become a single 

interface for entertainment, lifestyle and everyday services.

Figure 1: Development of selected telecoms sub-brands, MENA, 

June 20222
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Executive summary

1 The first digital sub-brands were launched by stc (Jawwy) in 2016, and EITC (Virgin Mobile) and Etisalat (Swype) in 2017.
2 Sub-brands in bold are included in this report.

Source: Analysys Mason

KEY RECOMMENDATIONS

▪ Operators should consider launching sub-brands that target other 

demographics than the youth segment.

▪ Operators should consider developing niche sub-brands that exploit 

the performance and capacity of 5G.

▪ Operators should make use of their learnings from the digital sub-

brand model to launch other ventures.

• Virgin Mobile (UAE)

• Swyp (UAE)

• ANA (Kuwait)

• New Shababiah 

(Oman)

• Yooz (Iraq)

• Jood (Jordan)

• Yoxo (Morocco)

• Yaqoot (Saudi 

Arabia)

• oodi (Iraq)

• Yooz (Algeria)

• Jawwy (Saudi 

Arabia)

Keep the sub-
brand small and 

focused on 
telecoms services

Scale up the sub-
brand to serve 

adjacent services
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Zain’s oodi offers zero-rated TikTok access, non-expiring credit 

and partnerships with lifestyle companies in Iraq.

Zain launched oodi to engage with the youth segment and 

capture growth opportunities in the 4G market. It established an 

independent business unit to design oodi’s service and app, and 

deployed separate IT infrastructure to enable the mobile-first 

experience. oodi’s footprint increased from 1 major city in Iraq to 

12 within 1 year.

Zain has reported that the adoption of oodi has been strong and 

that the brand has already contributed to an uplift in Zain’s 

revenue. The number of oodi subscribers grew from 20 000 in 

December 2021 to 70 000 in March 2022. Zain also claims that 

oodi’s ARPU was three times higher than Zain Iraq’s average 

(around USD4) in 1Q 2022.

oodi’s plans are distinct from Zain’s existing prepaid plans in Iraq 

(and from those of other brands featured in this report) in that 

unused phone credit does not expire. Customers are also 

rewarded for their usage,1 and points from a third-party loyalty 

programme (for example, from car-hailing service, Careem) can be 

converted into oodi credit (for example, to renew or buy add-ons). 

Zain has developed a marketplace in which oodi credit can be 

used to purchase goods from retailers and vouchers to access 

entertainment services. This is a good example of how a brand 

can scale up to exploit new revenue opportunities.

Figure 11: Key data
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oodi: strategy overview and analysis

1 For example, customers that spend at least IQR15 000 get a digital reward card that can be used as credit in a mobile game. 

Customers that spend at least IQR20 000 get complimentary zero-rated access to TikTok.

Parent operator Zain

Launch date May 2021

Country Iraq

Plans

Zain does not provide pre-configured tariffs, so 

customers need to build their own plans by 

choosing between more than 30 combinations of 

voice, SMS and data allowances

Add-ons

Voice, data and roaming boosters in addition to 

zero-rated access to TikTok, Facebook and 

Instagram

Platform partner MATRIXX Software

Distinctive features

▪ Free zero-rated TikTok is bundled with some 

plans

▪ Integrated loyalty programme with offers that 

can be redeemed from partners

▪ Data allowance transfer on the same network

▪ Free SIM delivery

Google Play rating 4.0

Apple App Store 

rating
4.5

Zain

Source: Analysys Mason
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Global leaders in TMT management consulting

Analysys Mason is the world’s leading management 

consultancy focused on TMT, a critical enabler of 

economic, environmental and social transformation.

We bring together unparalleled commercial and 

technical understanding to deliver bespoke consultancy 

on strategy, transaction support, transformation, 

regulation and policy, further strengthened by globally 

respected research.

Our clients value our advice which combines deep 

domain knowledge with global reach and local insight 

into markets to help them achieve meaningful business 

results.

We are committed to our clients, employees and 

communities – contributing to a world where technology 

delivers for all.

analysysmason.com/what-we-do
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Our areas of expertise
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