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Abstract 

This study examined the role of technology in transferring marketing strategies at Jumia Uganda Limited, one of 

Africa's leading e-commerce platforms. The study was premised on the rapid technological transformation of 

marketing practices globally and sought to understand how Jumia Uganda harnessed technology to develop, adapt, 

and implement marketing strategies in the Ugandan market. A case study research design was adopted, combining 

qualitative and quantitative approaches. Data were collected from 95 respondents comprising marketing staff, 

technology personnel, and management at Jumia Uganda's Kampala offices. The study assessed three dimensions of 

technology-driven marketing: digital marketing technology, data analytics and customer insights, and marketing 

automation. Results revealed that digital marketing technology (r=0.689, p<0.01), data analytics (r=0.724, p<0.01), 

and marketing automation (r=0.651, p<0.01) were all significantly related to effective marketing strategy transfer. The 

regression model explained 67.3% of the variance in marketing strategy effectiveness. The study concluded that 

technology was a fundamental enabler of marketing strategy transfer and recommended that e-commerce companies 

should continuously invest in technological upgrades and staff digital competency development. 

Keywords: Technology, Marketing Strategies, E-commerce, Digital Marketing, Jumia Uganda, Marketing 
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Background to the study 

The emergence of digital technologies had fundamentally transformed the landscape of marketing theory and practice 

worldwide(Julius & Kazaara, 2025). Traditional marketing paradigms built on mass media advertising, physical 

distribution channels, and face-to-face customer interactions had progressively given way to digitally mediated 

marketing strategies that leveraged the power of the internet, mobile computing, big data analytics, and artificial 

intelligence(Seth & Ntirandekura, 2022). This technological revolution in marketing had profound implications for 

how companies developed, communicated, and implemented their marketing strategies, particularly in emerging 

market economies like Uganda where mobile phone penetration and internet connectivity were rapidly 

expanding(Services et al., 2023). 

Jumia Uganda Limited, established in 2014 as part of the Pan-African Jumia Group, represented a pioneering example 

of technology-driven commerce in Uganda(F. Christopher et al., 2022). Operating as an online marketplace connecting 

buyers and sellers of a diverse range of products, Jumia Uganda had successfully leveraged digital technologies to 

build a customer base spanning Kampala and major urban centers across the country(Abiodun Nafiu, 2012). The 

company's marketing operations were extensively technology-mediated, encompassing mobile app marketing, social 

media engagement, email campaigns, search engine optimization, and performance marketing through digital 

advertising networks(Sophie & Crispus, 2024). 



 

Received: 04.04.2026                   Accepted: 10.04.2026                      Published on: 30.04.2026  

Corresponding: Author: journals.miu.ac.ug     261 

Metropolitan Journal Of Academic Multidisciplinary Research  

ISSN: 3006-4384  

Vol. 5 Issue 4, April- 2026, Pages: 260-267 

  
 

The concept of marketing strategy transfer referred to the process by which marketing strategies developed at a 

corporate, regional, or global level were adapted and operationalized in a specific market context(Paul & Kazaara, 

2023). In the case of multinational e-commerce companies like Jumia, which operated across multiple African 

countries, the transfer of marketing strategies from group-level to country-level operations was a complex process that 

required significant technological infrastructure(Kazaara & Julius, 2025). Technology facilitated this transfer by 

enabling real-time communication of strategic directives, providing market intelligence and customer data necessary 

for local strategy adaptation, and automating the execution of standardized marketing processes(Julius & Audrey, 

2026). 

Scholars including Chaffey and Ellis-Chadwick (2019) and Ryan (2017) had extensively documented the 

transformative role of digital technology in modern marketing strategy. The development of sophisticated marketing 

technology stacks comprising customer relationship management (CRM) systems, content management systems, 

marketing automation platforms, and advanced analytics tools had enabled marketers to develop highly targeted, 

personalized, and data-driven marketing strategies(Kazaara & Julius, 2025). In the African e-commerce context, 

however, the application of these technologies had to be calibrated to local market conditions including infrastructure 

limitations, digital literacy levels, and consumer behavior patterns(Sophie & Crispus, 2024). 

Uganda's digital ecosystem had grown considerably in the preceding decade. According to the Uganda 

Communications Commission (UCC, 2022), internet penetration stood at approximately 43% of the population, with 

mobile data accounting for the largest share of internet traffic. Social media platforms, particularly Facebook, 

WhatsApp, and Instagram, had become primary channels for consumer information seeking and purchasing 

decisions(Julius & Kazaara, 2026a). This digital context provided Jumia Uganda with both opportunities for 

technology-driven marketing and challenges related to reaching digitally underserved consumer segments(K. Faridah 

et al., 2023). 

Problem Statement 

Despite the increasing adoption of digital technologies in Uganda's commercial sector, the specific mechanisms 

through which technology facilitated the transfer and implementation of marketing strategies remained poorly 

understood in the academic literature, particularly in the African e-commerce context(Kazaara & Nelson, 2024). While 

Jumia Uganda had grown its customer base and market presence, the company also faced challenges including 

customer acquisition costs, brand awareness limitations outside Kampala, and competitive pressures from emerging 

local e-commerce platforms(Ahumuza et al., 2025). Understanding how technology could be more effectively 

leveraged to transfer and adapt marketing strategies was therefore a pertinent research question with both academic 

and practical significance for Jumia Uganda and the broader e-commerce sector(Sophie & Crispus, 2024). 

Main Objective 

The main objective of this study was to examine the role of technology in transferring marketing strategies at Jumia 

Uganda Limited. The specific objectives were: (i) to assess the role of digital marketing technology in transferring 
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marketing strategies; (ii) to examine the influence of data analytics and customer insights on marketing strategy 

transfer; and (iii) to determine the effect of marketing automation on the effectiveness of marketing strategy transfer 

at Jumia Uganda. 

Methodology 

A case study research design was adopted for this study, which was appropriate for in-depth investigation of 

contemporary phenomena within a specific organizational context(Olanrewaju et al., 2021). Both qualitative and 

quantitative data collection methods were employed. The target population consisted of 95 employees at Jumia 

Uganda's Kampala offices, specifically those involved in marketing, technology, and management functions. A census 

approach was used given the manageable size of the target population. Data were collected using structured 

questionnaires supplemented by semi-structured interviews with eight key informants including the Country 

Marketing Manager and the Head of Technology. Quantitative data were analyzed using SPSS version 25, while 

qualitative data were subjected to thematic analysis(Nelson et al., 2022). The reliability of the questionnaire was 

confirmed with Cronbach's alpha values of 0.81, 0.78, and 0.83 for digital marketing technology, data analytics, and 

marketing automation constructs respectively. 

Results 

Respondent Characteristics 

Table 1: Respondent Characteristics (n=95) 

Variable Category Frequency Percentage (%) 

Department Marketing 38 40.0 

 Technology/IT 27 28.4 

 Management 15 15.8 

 Operations 15 15.8 

Experience at Jumia Less than 1 year 14 14.7 

 1–3 years 43 45.3 

 4–6 years 28 29.5 

 Above 6 years 10 10.5 

Education Diploma 18 18.9 

 Bachelor's Degree 52 54.7 

 Master's Degree 21 22.1 

 Other 4 4.2 

Source: Primary Data, 2025 

The respondent characteristics in Table 1 showed that the marketing department contributed the largest proportion of 

respondents (40.0%), which was appropriate given the marketing focus of the study. Technology and IT staff 
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constituted 28.4% of the sample, reflecting the significant role of technical personnel in Jumia's marketing 

operations(Julius & Kazaara, 2026b). The experience distribution indicated that the majority of respondents (45.3%) 

had worked at Jumia Uganda for between one and three years, suggesting a relatively youthful workforce with limited 

institutional tenure but considerable exposure to digital marketing environments(Julius & Nancy, 2026). The 

educational profile was generally high, with 54.7% holding bachelor's degrees and 22.1% having completed 

postgraduate education, reflecting the knowledge-intensive nature of technology-driven marketing work(Kazaara & 

Julius, 2025). These characteristics suggested a well-educated, digitally literate respondent pool whose views on 

technology and marketing strategy were likely to be informed by both academic training and practical 

experience(Ntirandekura et al., 2022). 

Technology Adoption and Usage 

Table 2: Technology Adoption Levels at Jumia Uganda 

Technology Tool/Platform Usage Rate (%) Effectiveness Rating 

(Mean) 

Satisfaction Level 

Social Media Marketing Tools 98.9 4.21 High 

Email Marketing Automation 94.7 3.89 High 

Google Analytics / Data Tools 97.9 4.35 Very High 

CRM System 89.5 3.74 Moderate 

Programmatic Advertising 84.2 3.98 High 

SEO Tools 91.6 4.02 High 

Push Notification Systems 96.8 4.18 High 

AI-based Personalization 72.6 3.61 Moderate 

Source: Primary Data, 2025 

Table 2 revealed that Jumia Uganda had achieved high adoption rates across most major marketing technology 

platforms(Oscar et al., 2023). Social media marketing tools recorded a near-universal adoption rate of 98.9%, 

reflecting the centrality of social media engagement in Jumia's marketing strategy in the Ugandan market where 

platforms like Facebook and Instagram had large user bases(T. Christopher & Nelson, 2024). Google Analytics and 

data tools were not only widely used (97.9%) but also rated highest in effectiveness (mean=4.35), underscoring the 

critical role of data-driven insights in guiding Jumia's marketing decisions(N. Faridah et al., 2023). Push notification 

systems showed high adoption (96.8%) and effectiveness ratings (mean=4.18), consistent with the mobile-first nature 

of Jumia's customer engagement strategy in Uganda's predominantly smartphone-based internet environment(Ansebo 

& Gaywala, 2022). AI-based personalization tools had the lowest adoption rate (72.6%) and satisfaction level 

(mean=3.61), suggesting that while Jumia was experimenting with artificial intelligence for marketing personalization, 

the full potential of these tools had not yet been realized in the Ugandan context. 
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Regression Analysis 

Table 3: Regression Results – Technology Dimensions and Marketing Strategy Transfer Effectiveness 

Predictor B Std. Error Beta t-value p-value 

(Constant) 0.389 0.312  1.247 0.215 

Digital Marketing Technology 0.342 0.081 0.358 4.222 0.000 

Data Analytics & Customer Insights 0.381 0.079 0.391 4.823 0.000 

Marketing Automation 0.298 0.088 0.302 3.386 0.001 

R = 0.820, R² = 0.673, Adjusted R² = 0.663, F(3,91) = 62.51, p < 0.001 

Source: Primary Data, 2025 

The regression analysis in Table 3 demonstrated that the three technology dimensions collectively explained 67.3% 

of the variance in marketing strategy transfer effectiveness (R²=0.673), with the adjusted R² of 0.663 confirming the 

model's robustness(Nelson et al., 2023). Data analytics and customer insights emerged as the strongest predictor 

(β=0.391, t=4.823, p<0.001), affirming that the capacity to generate, interpret, and act on customer data was the most 

powerful technology-based driver of effective marketing strategy transfer(N. Faridah et al., 2023). Digital marketing 

technology was the second most influential dimension (β=0.358, p<0.001), reflecting the importance of platform 

capabilities in executing marketing strategies. Marketing automation, while still a significant predictor (β=0.302, 

p=0.001), contributed relatively less to strategy transfer effectiveness, possibly because Jumia Uganda's automation 

capabilities were still maturing compared to its more established digital marketing and analytics functions(Frank et 

al., 2023). 

DISCUSSION OF RESULTS 

The findings of this study provided robust empirical evidence for the proposition that technology played a fundamental 

enabling role in marketing strategy transfer at Jumia Uganda(Julius & Kazaara, 2025). The dominant role of data 

analytics (β=0.391) in predicting marketing strategy effectiveness was consistent with the theoretical framework of 

data-driven marketing advanced by Davenport and Harris (2007), who argued that analytical capabilities constituted 

a core source of competitive advantage in digital markets. In the context of Jumia Uganda, the ability to harness vast 

volumes of customer transaction data, browsing behavior data, and demographic data to inform marketing decisions 

represented a critical strategic capability that enabled the company to adapt global marketing frameworks to local 

Ugandan market conditions(Sophie & Crispus, 2024). 

The significant contribution of digital marketing technology (β=0.358) to strategy transfer aligned with findings from 

Chaffey and Ellis-Chadwick (2019), who demonstrated that companies with superior digital marketing technology 

infrastructure were better positioned to execute complex, multi-channel marketing strategies with greater precision 

and agility(Kazaara & Julius, 2025). Jumia Uganda's high adoption rates of social media marketing tools, SEO 
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platforms, and programmatic advertising networks enabled it to reach diverse consumer segments with targeted 

messaging, thereby enhancing the effectiveness of its marketing strategy implementation. 

CONCLUSIONS 

The study concluded that technology was a fundamental and multidimensional enabler of marketing strategy transfer 

at Jumia Uganda Limited. Data analytics and customer insights, digital marketing technology, and marketing 

automation each contributed significantly and positively to the effectiveness of marketing strategy transfer. The 

relatively strong overall performance of Jumia Uganda in technology adoption, particularly in data analytics and social 

media marketing, suggested that the company had developed meaningful technological capabilities that underpinned 

its market growth. The study affirmed the growing importance of technology-mediated marketing strategy in the 

African e-commerce context and provided empirical grounding for continued technology investments in marketing 

functions. 

RECOMMENDATIONS 

Jumia Uganda should continue to invest in expanding its data analytics capabilities, including advanced customer 

segmentation tools, predictive modeling systems, and real-time marketing intelligence dashboards. The relatively low 

adoption and satisfaction levels for AI-based personalization (72.6%, mean=3.61) indicated significant room for 

improvement in leveraging artificial intelligence for personalized marketing experiences. Staff digital competency 

development programs should be prioritized to ensure that marketing and technology personnel could effectively 

harness the full capabilities of available marketing technology platforms. Jumia Uganda should also explore 

opportunities to deepen its customer reach outside Kampala by developing technology solutions tailored to lower-

bandwidth environments and feature-phone users in peri-urban and rural areas. Collaboration with Uganda 

telecommunications companies for data partnerships could enhance customer insights and enable more effective 

marketing strategy transfer to underserved markets. 
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