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Implication Analysis

Evaluation on Ooredoo's Mobile Wallet Business

Prepares Customers 
for future M-Pitesan
Product Offerings

Intense competition in 
undifferentiable OTC 
would erode profit 
margin

Boosted profitability in 
Ooredoo’s primary 
Telecommunication 
business
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Impact on Stakeholder

Who? What? Impact

Customers

Agents • Heavy Recruitment • Agents' Profits

• New Mobile Payment/ 
Cash Transfer Platform

• Financial Inclusion
• Convenience

• Higher Float • Higher Interest/ 
Investment Profits
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M-Pitesan vs Wave money (2019) (Comparison)

Market Share

Accessibility

Growth Potential

M-Pitesan Wave Money

Low

Low

High Low

High

High
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Why must Ooredoo expand into the Financial Service

Traditional Telecommunication Business Mobile Financial Services with Telco

+100% penetration

New entrants Low differentiability

High Growth Potential

Reduce Churn Rate Forward Looking
Service
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Gaps in Current Situation (For M-Pitesan and Myanmar)

• Distrust of Banks/E-
commerce

• Habitual Usage of Cash
• Low Adoption Rate: 

~0.45% 
(40,000/9,000,000)

Where we are now? Where we want to be

• Higher Financial 
Inclusion/Literacy

• Trusted Mobile Wallet
• Stronger Eco-system of 

Cashless Payments
Gaps
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Alternative Decision Matrix – Financial Services

Options Mobile 
Payments

Debit Cards Savings 
Products

Credit Card Consumer 
Financing 
(Loans)

Insurance

Short Term

Mid Term

Long Term

Positive Neutral Negative

Legend:



Customer Programmes
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M-Pitesan Agents, My Friends

Agents of M-Pitesan

Modelled after “Humans of New York”

M-Pitesan FB will share Life Stories of Agents. 
Posts will be shared via Ooredoo Myanmar FB 
too.

Users will see “Human” Side of Agent, building 
Rapport

[Insert Agent’s Life Story]
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M-Pitesan Agents, My Friends

Non M-Petisan users
M-Petisan Application

Earn 500 
kyats

Use Wallet for Mobile 
Payments

5 % Cashback in Points
Visit M-Pitesan
Agent

App Download

Customer Acquisition Campaign

M-Pitesan Agent
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Impact (M-Pitesan Agents, My Friends)

• Financial Incentives
• One Step closer to 

Financial Inclusion

• Convert Ooredoo users 
into M-Pitesan users

• Build Trust with Users

• Encourage Spending
Increase revenues

• Build Rapport with 
Customers

Ooredoo M-Pitesan Agents Customers
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New in-App experience

1

2

3

Improving M-Pitesan App Interface and Aesthetics

New Features of M-Pitesan App

Expanding Partnerships with Collaborators
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UI/UX experience



Features Overview

$
Analysis Solution  1 Solution 2 Conclusion



$
Analysis Solution  1 Solution 2 Conclusion

Shop.com.mm
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Partnerships

• Partner with SMEs to accept M-Pitesan Mobile Wallet 
payment

• Partner with local Grocers and Supermarkets to accept 
QR Code Payment

• Partner with Software Company

• Partner with CB Bank
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Case Study: Alipay Story

"Most Chinese SME could not afford 
expensive POS equipment for bank card 

processing, and accepted only cash."

Opportunities Actions Takeaways
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Implementation Timeline (3 years)

2020
H1

2020
H2

2021
H1

2021
H2

2022
H1

2022
H2

M-Pitesan Agents, 
My Friends

App: UI/UX

App: New features

App: Partnerships

Future Long-Term 
Plans
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Risk & Mitigations

Risks Mitigations

Low Adoption of 
Mobile Payments

Fraud and 
Cybersecurity

Competitors' 
Reaction

Multi-Pronged Strategy 
to engage Users

Engage Credible Security 
Firms

Maintain First Mover 
Advantage & Stay 

Innovative
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Financial Analysis

M-Pitesan Agents, My Friends

Initial 
Investment:

$375,000

New Customer 
Acquisition 

Cost:
$28.87

NPV: $696,156

IRR: 17%
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Financial Analysis

Your One-Stop App

Initial 
Investment:

$618,000

Incremental 
Fixed Cost/yr:

$288,000
NPV: $10,233,000
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Financial Position

NPV = +$10,929,000
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Conclusion

Customer Adoption 
Rate

Distrust of Banks

Poor Ecosystem of 
E-Payments

M-Pitesan Agents, 
My Friend

Your One-Step 
AppFu

tu
re

 o
f M

-P
ite

sa
n

Key Issues Recommendations

Increased Brand 
Awareness & Customer 

Incentives

Build Rapport with 
Agents, Users

Multi-functionality of 
Product Offering

Impact
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1a. Myanmar – Key Statistics

High Potential for growth in the Financial Service Sector

Opportunities
• 2nd Highest GPD Growth in SEA
• Mobile Penetration = 110.3%
• Financial Service Penetration < 20%

Upcoming Trends
• Credit Bureau
• Financial Inclusion
• QR code payment initiative



1b. PESTLE for Myanmar – Telecommunication Industry

Political
• Credit Bureau in 2019
• Financial Inclusion Initiatives

Econs
• 2nd Highest GPD per capita Growth in South East Asia
• 3rd Highest total GPD Growth in South East Asis

Social
• Population Growth
• Mobile Penetration Rate > 100%, Banking Penetration rate < 20%

Tech
• Increase usage in Mobile Payment
• QR codes being adopted by local stores

Legal
• Anti-Competition regulations by The Posts and Telecommunication Department
• Licenses to operate as Telecommunication Service Provider



1c. Key Demographics in Myanmar

Key Observations
• Managers and Professionals only make up 3% 

of the whole working population
• Most of the working adults in Myanmar are 

agricultural forestry and fishery workers – 43%

• https://myanmar.unfpa.org/sites/default/files
/pub-
pdf/UNION%202B_Occupation%20and%20Ind
ustry_EN.pdf

https://myanmar.unfpa.org/sites/default/files/pub-pdf/UNION%202B_Occupation%20and%20Industry_EN.pdf


1d. Online Retail Opportunities

Young Population 70% <40 
years old

65% smartphone 
penetration

+100% Facbook users 
(2016)

Online retail potential

GDP per capita expected 
grow 4.8% until 2023

97.9% cash on delivery

Door to door delivery



1e. Competition in the Telco Industry in Myanmar

Total Population in Myanmar : 55.4 million
Number of Mobile Users in Myanmar : 61.1 million
Mobile Market Penetration Rate : 110.3%
Myanmar Population Growth Rate : 0.9%

Market Share breakdown – Total
1. MPT : 22 million users
2. Telenor : 19 million users
3. Ooredoo : 9 million users
4. MyTel : 3.2 million users

Latest New Entrant – MyTel entered in Feb 2018
• Aims to reach 10 million users by end of 2019
• Dropped price significantly below price floor for 90 days
• Aggressive promotional tactics : easy to win lucky draw program, 

offering free SIM cards – but were stopped by regulator PTD



1f. Financial Inclusion in Myanmar

Number of people who has bank account: 30%
People have accepted a new way of transferring with agents
Wave Money currently dominates this digital remittance services

Barriers to True Financial Inclusion
1. Cash based economy with weak cultural for formal savings
2. Lack of trust in formal financial intermediation
3. Unsustainable business models in rural areas
4. Lack of financial institutions and infrastructure

Benchmarking Myanmar's Banking Sector
• Lowest domestic credit to private sector
• Lowest number of depositors with commercial banks
• Second lowest in % of firm using banks to finance investment
• Second lowest in % of firms using banks to finance working capital

https://www.undp.org/content/dam/myanmar/docs/Publications/PovRedu/UNDP_MM_Myanmar_Fin
anciaInclusion_Roadmap_Summmary.pdf

https://www.undp.org/content/dam/myanmar/docs/Publications/PovRedu/UNDP_MM_Myanmar_FinanciaInclusion_Roadmap_Summmary.pdf


1g. GDP Growth in South East Asia



1h. Case Study: Alipay Story

"Most Chinese SME could not afford 
expensive POS equipment for bank card 

processing, and accepted only cash."

Opportunities Actions Takeaways

China was a cash only 
country

Big e-Commerce potential

First-mover advantage

Partnered with commercial 
bank of China

Partner with software 
company



1i. M-Pitesan Porter's Five Forces

Competitive Rivarly

Threats of
New Entry

Buyer 
Power

Supplier
Power

Threat of 
Substitution

Low
• High Entry Barrier of the Market
• M-Pitesan, WaveMoney, MPT dominate it.
Customer Base need long time to build High 
Government regulations barriers

Relative Low
• Purchasing power relatively low. 

Myanmar expected to be fasted growing 
economy in terms of GDP

• The country has not yet adopted the 
change from Cash to Mobile.Relatively High

• Cash payment is very popular.
• Not many substitutes. Very low presence 

from bank

Low
• Other than cash the 

other payment method 
are very weak.

• Growth potential is very 
high

Relatively High
• Other mobile payment method are 

processing faster than M-Pitesan
• Switching cost is low



SWOT ANALYSIS



2a. SWOT (M-Pitesan/Ooredoo)

S
strength

W
Weakness

O
Opportunity

T
Threaten

1. Potential Customers
Existing in Ooredoo

2. Network
Connected with
Ooredoo Telecom 
subscribers.

3. Convenience
Handy uses by App

1. Entry Barrier
Requires a lot
(SIM card, more 
education)

2. Low Market Share
In telecom, market 
share is not that big

3. Competitor
Less limitation of 
competitors may get 
other enterers.

1. Membership
Give extra benefits.

2. More functions
Add other services

3. Upgrade UX/UI
Providing better 
experience.

1. Customer Trust
Need to give trust to use 
M-Pitesan

2. Increasing
Competitor
Need of
differentiation

3. Effect by Ooredoo's 
Business
If Ooredoo do not do 
well, M-Petisan fails.



2b. M-Pitesan (2019) App Features



2c. M-Pitesan vs Wave Money Product Comparison (2019)

M-Pitesan WaveMoney

Mobile Wallet

Tax Payments

Merchants

OTC



2d. M-pitesan vs Wave money (2019) 

M-Pitesan Wave Money

Service Type Mobile wallet
(also do OTC, but only to registered)

OTC
(also do some mobile wallet)

Agents More than 10,000 More than 45,000

Revenue 75,120.7 mil (MMK) 1,106,630.8 mil (MMK)
- transfer fee 40-4500 kyat

Advantages
Connected with membership-trust
Autonomy to control the transfer

Mobile based-all in hand

No need of SIMs
Able to make account

Proximity

Drawbacks Need to have Ooredoo SIM
Unconnectable to account

Possibility of mistake
Credibility of agents



2e. App User Interface Comparison



2f. Facebook Ooredoo Myanmar

6,803,587 likes
6,846,408 followers



2f. Facebook M-Pitesan

163,428 likes
165,101 followers



2g. OTC vs Mobile Wallet

Mobile Wallet OTC

Synergy with Telcom Services -
Airtime

High Synergy – Ease of topping up, increase use in 
airtime services & ARPU

Low synergy – mobile plan is not required

Bridging to Financial Services Direct experiences gain trust Reach to bigger mass, a channel to educate, but 
migration issues

Market Penetration Slow Fast

Agents' Requirements Agents play facilitation roles Agent Intensive

Profit Margins Transfer fee of $0.05 and withdrawing fee of $0.70 
less $0.225 agent commission fee

Transaction fee of $0.75 less $0.225 agent fee



Implication Analysis – Going for Mobile Wallet or OTC

Ooredoo's Decision to Launch Mobile Wallet
• Avoided competition
• Good Synergy
• Growth Potential

If Ooredoo had competed in the OTC segment
• Downward pressure on transaction fee (customers)
• Upward pressure on commission fee (agents)
• Erodes Profit Margin & Market Share



Number of Users: M-Pitesan

40,000 users

Fitch Solution: Myanmar 
Telecommunications Market 
Overview



2h. Perceptual Mapping

Criteria Analysis

Accessibility: How easily can customers 
enter the service?
(number of agents, requirements)

Multi-functional: How much benefits 
customers can get?
(number of services, realizable in daily)



2i. New Entrant: Mytel – 4th mobile market in Myanmar



3a. Case Study: GoJek's Sucess Story

Started out as a Motocycle-taxi booking operation with 
just 20 riders in 2010.

Single handedly revolutionized the mobile payment 
industry in Indonesia – opened up new opportunities

Its biggest breakthrough was its e-wallet & Go-pay 
that drives cashless payments

Its App offers a variety of more than 18 services

By mid-2015, Go-jek became one of Indonesia's most 
downloaded apps - 100 million transactions in first year

Achieved a market value of USD 2.5 billion by 2017



3b. QR Code Payment in Myanmar



3c. M-Pitesan impacts on Stakeholders - Customers

For Customers

Easy way to transfer money

Cheaper Process

Recharge Airtime

Agent's accessibility

Money Trust Issue

Before M-Pitesan

Unregulated, $0.49 fee + 0.15%

Physical store Online

Low (2,000) High (10,000)

Partnership with CB Bank

Need

$0.75 fee on any amount

Through the App

After



3d. M-Pitesan impacts on Stakeholders - Collaborators

For Agents

Increase in # users/agent 
ratio

Before M-PitesanNeed After

0.2 users per 1 agent 40 users per 1 agent
(19,900% increase)

For CB Bank

13% ROI on Agent's new float $0 + $2.34 M



M-Pitesan impact





3e. Why 500 Kyat? (Solution 1)



3f. M-Pitesan Agent, My Friend

2-Pronged Approach

1) Agents of M-Pitesan Campaign

2) Short-Term Marketing Campaign
• Non M-Pitesan Users have to go to Agents to top up Airtime
• Agents will help them to install M-Pitesan App (if they wish) 
• Users will get + 500Kyat, Agent will earn 500Kyeat
• Top Up Value will be added to Wallet to incentivise further spending
• Users will get 5% Cashback in points for $$ spent via Mobile Payment (Not 

transfers)

Mitigations
• Tiered Structure for Points Redemption
• Back-end Validation to ensure Non M-Pitesan Account Users have no former 

Account



3g. Alternative Decision Matrix

Options Mobile 
Payments

Debit Cards Current 
Account/Savings 
Products

Credit Card Consumer 
Financing 
(Loans)

Insurance

Profitability
Medium Low Medium High High Low

Ooredoo's 
Competency

Success history 
with mobile 

wallet

Existing 
partnership with 

CB Bank

Lack of technical 
knowledge

Existing partners
hip with CB Bank

Existing partners
hip with CB Bank

Lack of technical 
knowledge

Myanmar 
Readiness

Receptive to 
mobile 

payments

Unresolved trust 
issues with 

Banks

Lack of a saving 
culture and 

financial literacy

Unresolved 
trust issues 

between banks 
and borrowers

Lack of financial 
literacy

1.4% projected 
insurance 

penetration rate 
by 2030

Financial Risks
High security 

risks

Financial risks 
absorbed by 

partner banks

Controlled/ 
Calculated Risks

Financial 
risks absorbed 

by partner banks

Financial 
risks absorbed 

by partner banks
Calculated Risks

Synergy with 
Core Business

High synergy 
with airtime 

business
Medium Synergy Low Synergy Medium Synergy Low Synergy Low Synergy



3h. Recommendation: Ooredoo's Savings & Small Business Loan

Key Stakeholders in building financial inclusion in farming sector
1. Myanmar Agricultural Development Bank
2. Agriculture workers and business owners
3. Financial Service Providers/ Agents
4. Ministry of Agriculture, Ministry of Finance & Revenue

Key Process
• Uses agents as middleman to educate savers to deposit and 

encourage small local businesses to take up loan
• Build a system of trust within the community
• Facilitate growth in the farming sector through the 

investment in technologies and flow of money

AgentsAgents



Long Term Recommendation

1) Issue loans to Small Businesses (Case-by-Case basis)

2) Loan Quantum between $100 - $5000

3) Loan Duration: 6 months / 12 months

4) Interest Rate: ~20% (Much more friendly than usual MFI interest rates which 
could lie between 25% & 60%)



3i. Impact of Long Term Recommendation

• Show that Ooredoo/M-Pitesan cares about the local community
• Build Trust
• Interest Income

• Risk: Financial Leverage
• Mitigation: Partnerships/ Long-term solution

• Alternative: Debit/Credit Card (If Ecosystem is developed)



Why now

China (2002) Myanmar (2018)

Population

Internet 
Users

GDP

Transactions

1,280,000,000.00

59,000,000.00
4.61%

$1,471,000,000,000.00

$150,000,000.00
0.0102%

55,400,000.00

22,160,000.00
40.00%

$69,320,000,000.00

$6,000,000.00
0.0087%

Alipay (2004)

"Most Chinese SME could 
not afford expensive POS 
equipment for bank card 
processing, and accepted 

only cash."



Financials (Assumptions)

• Myanmar Inflation Rate: 6%
• Myanmar Telecom WACC: 10%
• Churn rate: 85%



4a. Base Case Part 1 (Financials)

As given in Case



Base Case Part 2 (Financials)



Actual Case Part 1

Extrapolated based on 40,000 in Year 1 
(Sep 2018)



Actual Case Part 2

Extrapolated based on 40,000 in Year 1 (Sep 
2018)



Recommendation 1 Assumptions/Calculations

• Revenue per Mobile Payment Transaction (Per Research on Mobile Payment 
Fintechs): 3%

• Cashback to Customer: 5%
• New Acquisition(/all Ooredoo Mobile Users): 5%

• Revenue Per Active Customer (from Base Case):

• Revenue Attribution: 40% from Transactions, 60% from Withdrawals
• Cashback Redemption Rate: 70%
• Year 1 Churn Rate: 30%
• Subsequent Churn Rate : 15%



Recommendation 1 Financial Model



Sensitivity Analysis (Recommendation 1)

50% 60% 70% 80% 90%

3% +1,003,958 +552,336 +100,715 -350,906 -802,527

4% +1,591,826 +992,579 +393,333 -205,913 -805,159

5% +2,186,982 +1,441,569 +696,156 -49,257 -794,670

6% +2,789,429 +1,899,306 +1,009,184 +119,061 -771,060

7% +3,399,164 +2,365,790 +1,332,417 +299,043 -734,330

Cashback Redemption Rate

Customer 
Acquisition 
Rate 
(/Ooredoo)



Recommendation 2 Assumptions/Calculations

Fixed Costs:
Non-Variable Payroll to hire UI/UX Desginer + Partnership Team: 20% of 
existing Payroll/year
App Development: 50% of initial App Development Costs in year 0
Additional App Maintenance: 50% of Annual App Maintenance

Variable Costs:
Customer Service: 50% of Base Case
Payments for Transactions: (To Scale with growth in spending)*0.75

Growth Rate of Spending:

Original Revenue: 

Number of Customers: 



Recommendation 2 Financial Model



Sensitivity Analysis (Recommendation 2)

15% 17.5% 20% 22.5% 25%

+7,745,000 +8,989,000 +10,233,000 +11,476,000 +12,720,000

Year 1 Revenue Growth


