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Ooredoo is a Qatar-headquartered telecommunications and digital-infrastructure group whose current
operating footprint is concentrated in the Middle East, North Africa, and Southeast Asia rather than
the United Kingdom. In 2025, the group reported QAR 24.6 billion in revenue, approximately 147
million customers including its Indonesian joint venture, and operations across nine markets. Its
strategic direction increasingly emphasizes high-value connectivity, cloud services, artificial-
intelligence infrastructure, data centres, and digital platforms rather than simple geographic
expansion for its own sake (Ooredoo Group, 2026a, 2026b). A United Kingdom entry should therefore
be treated as a hypothetical strategic case: the relevant question is not whether Ooredoo could enter
a large telecom market, but whether it could create an advantage sufficient to justify spectrum,
infrastructure, regulation, customer-acquisition cost, and competition against established operators.

The UK remains attractive because connectivity demand is high and network technology continues to
advance. Ofcom reported that by 2025 overall 5G coverage outside premises from at least one mobile
network operator reached approximately 94–97 percent, while standalone 5G had become available
across 83 percent of areas outside premises at its high-confidence measure. Monthly mobile-data
traffic increased by 18 percent in a year, and full-fibre deployment also continued to expand (Ofcom,
2025). Yet high demand does not imply easy entry. The market already contains deeply established
fixed and mobile networks, strong low-cost brands, converged broadband/mobile bundles, extensive
retail channels, and increasing network investment following the Vodafone–Three merger. A credible
plan must therefore begin with entry mode and positioning rather than assume that Ooredoo should
replicate its Qatar model in Britain.

The UK Opportunity Is Attractive but Structurally
Difficult
Several features make the UK relevant to Ooredoo. It has a large digital economy, high smartphone
penetration, significant enterprise demand for cloud and managed connectivity, extensive fibre
investment, and growing use of 5G. These conditions fit Ooredoo’s current strategic emphasis on
digital infrastructure and business services. The group’s 2025 annual report shows that its Qatar
operation has increasingly combined mobile and fixed connectivity with cloud, AI, cybersecurity,
smart-industry solutions, and data-centre capabilities. A UK proposition built around enterprise and
wholesale services would therefore be more consistent with the company’s present capabilities than a
simple consumer-mobile launch.

Competition is the main constraint. The previous version of this marketing plan identified Vodafone,
Virgin, and TalkTalk as the principal competitors, but the structure has changed. Vodafone UK and
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Three UK completed their merger in May 2025, creating VodafoneThree; Vodafone then completed
the buyout of the remaining CK Hutchison interest in July 2026. The merged business operates
alongside EE and Virgin Media O2 as major infrastructure-based competitors and has committed
substantial capital to network expansion (Competition and Markets Authority, 2026; Vodafone Group,
2026). Ooredoo would therefore enter a market in which incumbent operators possess nationwide
spectrum, radio networks, retail brands, customer bases, roaming relationships, fixed-mobile bundles,
and regulatory experience.

Regulation also changes the economics of entry. A full mobile-network operator needs spectrum
access, network deployment, interconnection, security compliance, emergency-service obligations,
lawful-intercept capability, consumer protection, and sustained capital investment. Entering as a
mobile virtual network operator (MVNO) would avoid much of the infrastructure burden but would
make Ooredoo dependent on a host network and reduce control over economics and network
differentiation. A third alternative is a B2B-focused partnership or acquisition involving managed
connectivity, cloud, data-centre, or international enterprise services. That route may fit Ooredoo’s
capabilities more closely because the group already operates international fibre, subsea, data-centre,
and enterprise businesses.

Entry route Main
advantage

Main weakness Strategic fit

Build a full UK mobile
network

Maximum
control of
spectrum,
quality,
pricing, and
product

Extremely high capital cost and
long regulatory/network-
development cycle

Low unless
supported by
acquisition or major
infrastructure
opportunity

Launch as an MVNO Faster
consumer
entry with
lower fixed
investment

Dependence on host-network
economics; difficult differentiation

Moderate for niche
segments, weak for
mass-market
competition

Acquire or partner
with a specialist
provider

Existing
customers,
licences, staff,
systems, and
local market
knowledge

Integration and valuation risk Moderate to high if
the target
strengthens
enterprise/digital
infrastructure
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B2B digital-
infrastructure entry

Uses
Ooredoo’s
cloud, AI,
subsea, data-
centre, and
enterprise
strengths

Less immediate consumer-brand
visibility

High relative to a
nationwide
consumer launch

A PESTE analysis reinforces this conclusion. Politically and legally, the UK is a mature regulated
market, but telecom operators face strict expectations around competition, consumer rights, privacy,
network security, resilience, and spectrum. Economically, the market has substantial purchasing
power but also intense price competition and high infrastructure costs. Socially, consumers expect
reliable data access, simple digital service, transparent pricing, and increasingly converged
connectivity. Technologically, the market is already moving toward standalone 5G and full fibre, which
means an entrant cannot rely on older-generation infrastructure as a competitive advantage.
Environmentally, network energy use, equipment lifecycle, data-centre efficiency, and climate
resilience increasingly influence investment and procurement decisions.

Positioning Should Exploit Ooredoo’s Current
Strengths Rather Than Imitate Incumbents
The weakest strategy would be to enter the UK with a broad claim of “fast internet at competitive
prices.” Every established operator can make some version of that promise. Ooredoo needs a
narrower position. Its current group strategy provides several possibilities: cross-border enterprise
connectivity between Europe, the Middle East, North Africa, and Asia; managed cloud and AI
infrastructure; premium connectivity for multinational firms with operations in Ooredoo markets;
international roaming and IoT services; and secure digital infrastructure for organizations that value
integrated regional reach.

This position would turn Ooredoo’s geographic concentration from a limitation into a market asset. A
UK-based bank, airline, energy company, retailer, logistics provider, or professional-services company
operating across Qatar, Kuwait, Iraq, Algeria, Tunisia, Oman, the Maldives, and Indonesia may value
one provider able to coordinate connectivity and digital infrastructure across those markets. Such a
proposition is more difficult for a purely domestic UK operator to copy because it depends on
operating assets and relationships outside Britain.

A consumer proposition could still be tested, but it should be deliberately segmented. International
students, expatriate communities, travelers, and customers with frequent communication needs
across Ooredoo’s home markets might respond to roaming-inclusive plans or cross-border digital
services. A niche MVNO could therefore function as a market-learning platform rather than as the
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central investment case. Its purpose would be to test acquisition cost, brand awareness, service
demand, and retention before committing to broader expansion.

The original plan assumed Ooredoo should place stores on major streets and rely heavily on television
and print advertising. That approach is unnecessarily expensive for an unfamiliar entrant. UK telecom
acquisition increasingly occurs online through comparison sites, operator websites, app-based
account management, device financing, targeted digital campaigns, and retail partnerships. Physical
stores could be useful selectively, but a digital-first entry would reduce fixed cost and permit
geographic expansion without a national retail estate.

Pricing should likewise avoid a race to the bottom. Low prices can attract customers but often create
high churn and weak margins. Ooredoo’s 2025 strategy explicitly emphasizes value creation,
customer experience, and digital infrastructure. UK pricing should therefore be linked to a distinct
bundle—international connectivity, enterprise support, cross-border roaming, cloud integration, or
premium service—rather than simply undercut incumbents.

Marketing Objectives Should Measure Market
Learning, Not Only Sales
A hypothetical first phase should run as a controlled entry rather than a national rollout. The company
could begin with enterprise sales and selected wholesale or MVNO partnerships, then establish clear
thresholds for further investment. The marketing objective is not merely “increase sales by the end of
the year.” A more useful plan would ask whether Ooredoo can acquire and retain customers at an
economically sustainable cost while delivering a service that incumbents cannot easily reproduce.

For consumer testing, useful indicators include customer-acquisition cost, conversion rate, 90-day and
12-month retention, average revenue per user, roaming usage, digital-support satisfaction, complaint
rate, and net promoter or equivalent customer-experience measures. For enterprise services, the
company should track contract value, sales-cycle duration, gross margin, cross-border service
adoption, renewal, implementation time, and the number of clients using more than one Ooredoo
capability.

Promotion should be tied to those target segments. Enterprise marketing would rely on account-
based selling, technology partnerships, industry events, case studies, technical content, and direct
engagement with multinational customers. Consumer acquisition could use search, comparison
platforms, social media, student partnerships, travel channels, community-specific communication,
and referral incentives. Sponsorship can support brand recognition, but it should follow a clear
customer-acquisition or reputation objective rather than serve as an expensive substitute for
positioning.

Product decisions should also reflect the regulatory and competitive environment. A UK entrant
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should offer eSIM activation, app-based account management, transparent roaming, strong fraud
controls, data security, accessible customer service, and simple contract terms as baseline features.
These are no longer optional innovations. Differentiation must come from the combination of
capabilities around them.

A Staged Entry Is More Defensible Than a Direct
Attack on the Mass Market
Ooredoo has the financial scale to investigate the UK, but financial capacity should not be confused
with strategic necessity. The company’s current portfolio is concentrated in regions where it holds
strong market positions; its 2025 strategy states that it was first or second in seven of nine operating
markets and that it serves close to 150 million customers across MENASA and Southeast Asia
(Ooredoo Group, 2025). Entering the UK consumer market from zero would require accepting a
weaker position and competing against operators already investing heavily in 5G, fibre, convergence,
and multi-brand segmentation.

A more disciplined plan would proceed in stages. First, Ooredoo should test UK enterprise demand for
connectivity, cloud, AI infrastructure, data-centre, IoT, and cross-border services. Second, it could
evaluate partnerships or acquisition targets that provide local capabilities without requiring
construction of a new national radio network. Third, a niche MVNO could test consumer segments with
a genuine international-service advantage. Only after these stages demonstrate attractive economics
should the company consider wider consumer expansion.

This approach changes the role of the marketing plan. Marketing is not simply a promotional activity
conducted after deciding to enter. Market research, segmentation, positioning, product design,
channel selection, regulatory analysis, and financial thresholds are part of the decision about whether
entry should occur at all. The UK offers advanced infrastructure and strong demand, but it is also a
mature and heavily contested telecom market. Ooredoo’s strongest strategy would therefore be to
enter only where its international digital-infrastructure assets create a measurable advantage rather
than attempt to become another general-purpose UK mobile brand.

References
Competition and Markets Authority. (2026). Vodafone / CK Hutchison JV Merger Inquiry.

Ofcom. (2025). Connected Nations 2025: UK Report.

Ofcom. (2026). Connected Nations Update: Spring 2026.

Ooredoo Group. (2025). Capital Markets Day and Strategy Update.



Copyright © 2026 Academic Master. | 6

Ooredoo Group. (2026a). Annual Report 2025.

Ooredoo Group. (2026b). FY 2025 Financial Results.

Vodafone Group. (2026). Vodafone Takes Full Ownership of VodafoneThree.


