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Our networks are our fundamental 
point of differentiation. 

We’ve invested and continue to invest, 
more than our competitors to give us the 

widest coverage, the capacity to handle massive 
data growth, and the latest technology. 

We believe that investing in our networks 
contributes to the creation of shareholder 

value, and Vodacom has delivered a 
TSR of 261% since listing.

WITH THE CEO& AQ

FROM A COMMERCIAL PERSPECTIVE, HOW DID 
VODACOM PERFORM THIS YEAR?

A This has been one of the toughest years we’ve ever faced. 
Major MTR cuts, a weak economic environment, exchange 

rate volatility and increased price competition all played a part. 
The first half of the year was particularly challenging, but I’m 
pleased to say that by the time we hit the fourth quarter there 
was solid evidence of forward momentum. During the year we 
increased our customer base by 7.2% to 61.6 million 
and Group revenue increased 2.1%. Excluding the 
impact of a 50% cut in MTRs in South Africa, 
Group revenue increased 4.8%. Importantly, 
Group data revenue increased 25.0%, with the 
number of Group active data customers 
increasing 15.9% to 26.5 million and M2M 
SIMs increasing 18.5% to 1.8 million. 

We’ve migrated 78% of our contract customers to integrated 
packages that include voice, data and SMSs, at a better value price 
point. For our prepaid customers we’ve firmly established the 
concept of value bundles, selling an average of 53 million voice 
bundles per month in the fourth quarter. This pricing transformation 
resulted in the average effective price per minute for voice falling 
17.7% year-on-year and our average effective price per MB of data 
reducing 24.1%. This is in addition to even larger price reductions 
last year.  

On top of the step change from pricing 
transformation, the 50% cut in MTRs 

had a huge impact taking out 
R2.0 billion in revenue and 

R1.2 billion in EBITDA. On the 
positive side, we have agreed 

a three-year glide path for 
MTRs, with the major 

impact having been 
taken this year. 

Interconnect 
revenue now 

contributes less than 
5% of service revenue 

in South Africa, so the 
impact going forward of 

further reductions in MTRs 
will be significantly less. 

Taking the price transformation 
and step change in MTRs together, 

we have in effect rebased the 
business in South Africa and now have 

a solid platform from which to grow. 
That’s borne out by the improved performance in the fourth quarter.

Looking at our International operations, we faced strong pricing 
pressure in Tanzania and the DRC, which subsequently stabilised 
in the fourth quarter. Mozambique and Lesotho delivered solid 
performances. Overall, the International customer base grew 
13.7% to 29.5 million and service revenue increased 10.0% to 
R15.3 billion. m-pesa continues to show strong growth, with the 
overall customer base increasing 34.2% to 8.0 million. The quality 
and reach of our networks gives us an important commercial 
advantage, which is why we increased capex by 18.8% to 
R4.7 billion, adding 1 265 new 2G sites and 1 022 new 3G sites.

In terms of profitability for the Group, EBITDA declined 1.5% to 
R26.9 billion. The underlying picture when stripping out the impact 
of MTRs, One-Offs1 and foreign exchange was positive with EBITDA 
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increasing 3.4%. Headline earnings per share (‘HEPS’) at 860 cents 
were down 4.0%. Again, the improving trend in the latter part of the 
year was demonstrated by the fact that the first-half HEPS decline 
of 5.5% reduced to a decline of 2.8% in the second-half.

AND OPERATIONALLY?

A  
We were handed a rough set of external factors this year 

 and I’m pleased to say that we weathered them well. 
We’ve got a number of cost control programmes running throughout 
the business and in particular, we achieved savings in publicity, 
commissions, and transmission lease costs. In South Africa, stripping 
out the impact of MTRs and One-Offs1, operating expenses as a 
percentage of service revenue was stable at 22.7% versus 22.3% 
last year. Given the significant impact of higher electricity costs, 
increased fuel costs due to electricity supply interruptions, inflation, 
rand volatility and increased site rental due to the network 
expansion, we had to work hard to achieve this. Similarly, in our 
International operations, operating expenses as a percentage of 
service revenue (excluding One-Off1 expenses) increased marginally 
from 35.7% to 36.2%, which was a positive result given the 
inflationary pressures in these markets as well. 

From a network operations perspective we had a good year, with 
no major outages in any of our operations. In South Africa, uptime 
improved to 99.4% and the dropped call incidence rate fell to 
0.7%, which is less than half that of the next best competitor. 
This is especially impressive when bearing in mind that at the  
same time we’ve been adding sites at an unprecedented rate and 
introducing new technologies such as LTE/4G and enhanced voice 
services. On top of this, we completed the RAN swap, which reduces 
operational costs and gives us added flexibility when it comes to 
adding new services in future.

GIVEN THE PRESSURES IN THE YEAR, HAVE YOU 
DELIVERED ON YOUR NETWORK INVESTMENT 
STRATEGY?

A  
Our networks are our fundamental point of differentiation. 

 We’ve invested, and continue to invest, more than our 
competitors to give us the widest coverage, the capacity to handle 
massive data growth, and the latest technology. We believe that 
investing in our networks contributes to the creation of shareholder 
value, and Vodacom has delivered a TSR of 261.0% since listing. In a 
year that was anything but plain sailing commercially, we increased 
network investment by 23.4% to R13.3 billion. This is an impressive 
number, a significant portion of which went into adding new base 
stations and to adding our own high capacity transmission. As an 
example, 2 576 new 3G sites were installed across the Group and 
we more than doubled the number of LTE/4G sites to 2 600 in 
South Africa.

While others might consider holding back on investment in this 
difficult economic environment, we have deliberately done the 
opposite. This is to make sure that we not only cater for the growth 
in data demand from existing customers, but also drive growth by 
increasing the addressable market. In South Africa we extended 
3G coverage to 96% of the population and cover 35% of the 
population with LTE/4G. In Lesotho, we’ve now got data coverage 
everywhere we have voice coverage. We’ve developed a low-cost 
base station solution in the DRC to get mobile coverage into areas 
that have quite literally been cut off until now. In each country we 
operate in, we’ve made sure our network sets us apart. And we’ll 
continue to do so. 

SPEAKING OF DATA GROWTH, HOW LONG DO YOU 
THINK IT CAN CONTINUE AT CURRENT LEVELS? 

A  
The number of smartphones active on the network in  

 South Africa increased by 28.4% to 9.3 million, which equates 
to only 30% penetration. The level of smartphone usage in our 
International operations is even lower, so there is still significant 
untapped growth potential. On top of that, the average amount of 
data used per smartphone is growing rapidly. In South Africa, 
average usage grew 37.9% to 342MB/month. This is low when 
compared to average usage of 819MB/month worldwide in 2014; 
indeed, current usage in the USA now surpasses 2GB/month. This 
isn’t set to slow down any time soon, in fact Cisco◊ predicts that 
average monthly usage worldwide will approach 4GB/month by 
2019. In short, we’re convinced that the investment we’re putting 
into our network including both new base stations and extensive 
fibre backhaul is exactly the right thing to do and lays the 
foundation for continued growth.

OTHER THAN NETWORK QUALITY AND REACH, HOW 
ELSE CAN VODACOM DIFFERENTIATE ITSELF FROM 
OTHER NETWORKS?

A  
Having the widest network coverage and fastest connections 

 attracts customers, but it’s important to back this up with 
best-in-class customer service. A simple metric that we track is the 
number of calls to our call centres, which thanks to the actions 
we’ve taken is down 15% year-on-year in South Africa. This is 
despite the increase in customers and in people using data for the 
first time. We’ve achieved this by improving the proportion of 
queries resolved by the first call to our call centre (known as first 
call resolution), and also through providing other self-service 
channels such as the My Vodacom App, which was comprehensively 
revamped during the year. Not only do these initiatives give us an 
edge when it comes to customer care, they also reduce the cost 
of dealing with queries. The key measure of customer satisfaction 
we track is the NPS, which looks at the promoters of Vodacom as 
a proportion of the total number of people surveyed. We have 
mobile network NPS leadership in South Africa, Lesotho, the DRC,  
Mozambique and joint best in Tanzania. 

Note:
◊	 	Cisco	Visual	Networking	Index:	Global	Mobile	Data	Traffic	Forecast	Update	2014	–	2019	white	paper.



Vodacom Group Limited Integrated Report for the year ended 31 March 201526

Q&A with the CEO continued

In the year ahead, we’re strengthening our focus on customer 
service and have made 40% of executive remuneration contingent 
on customer appreciation. The measures for this goal are NPS, 
brand consideration, customer-related KPIs, and market shares. 
This is a bold step that reflects how seriously we take customer 
care as a key differentiator.

YOU’VE TALKED ABOUT NEW SOURCES OF GROWTH 
OUTSIDE	OF	VOICE	AND	DATA	–	HOW	IS	THIS	GOING?

A  
I mentioned earlier that the m-pesa customer base in our 

 International operations grew 34.2% during the year. Why is 
that important? Well, in Tanzania where it has been in service the 
longest, m-pesa now accounts for 22.6% of service revenue. 
Building on this success, we launched m-pawa in Tanzania in 
May 2014, a savings and loan product based on a mobile platform. 
The	logic	behind	it	is	simple:	traditional	banks	can’t	service	a	large	
portion of the population economically, so this group is left out of 
the banking system. Vodacom, meanwhile has a trusted and 
efficient money-in, money-out mechanism and in conjunction with 
our banking partner we can help people take savings quite literally 
out from under their mattresses and put them into an account that 
can earn interest. Granting micro-loans using m-pesa transaction 
records to establish affordability is similarly straightforward. We’ve 
already got 1.8 million customers using m-pawa, resulting in an 
increase in m-pesa revenue per user.

We soft-launched m-pesa in South Africa during the year. While 
the uptake is still relatively modest with one million registered 
customers and 76 000 people actively using the service, it is 
gaining traction. Two services that have seen strong growth outside 
traditional voice and data in South Africa are insurance, with 
revenue up 36.0%, and M2M, with the number of SIMs increasing 
15.9% to 1.7 million.

Enterprise has been a strong growth pillar, with revenue 
of R11.4 billion, up 8.8% (excluding Nashua2) from last year. 
Managed services, which is a subset of this and includes cloud, 
hosting, security and connectivity solutions, grew 12.5%, 
with revenue of R2.8 billion. We’re making strong inroads both 
in South Africa and across the rest of the continent through 
Vodacom Business Africa, which has 27 points of presence servicing 
over 40 countries. In conjunction with Vodafone Global Enterprise 
we offer a seamless service to multinational clients wherever they 
do business, both across Africa and worldwide. 

Finally, we’ve started making headway into fibre services, both 
fibre-to-the-business (‘FTTB’) and fibre-to-the-home (‘FTTH’).  
The key to this expansion is that we’ve already invested heavily in 
building our own fibre network in South Africa to connect our 
base stations. This drive towards transmission self-provision was a 
deliberate step to ensure that we have enough backhaul capacity 
for our base stations. These are carrying ever-greater data loads due 
to faster 3G and now LTE/4G technologies. A beneficial side-effect 
is that we now have a fibre network we can use to supply fixed-line 

services and during the year, we commenced the process of 
connecting homes and businesses. 

The acquisition of Neotel would allow us to accelerate this process 
considerably, and the delay in receiving regulatory approval is 
disappointing. This transaction has been with the authorities for 
approval for almost a year now. Every day of delay is a day lost in 
which we could be connecting South Africa.

DELIVERING ON STRATEGY DEPENDS ON PEOPLE.  
HOW DO YOU GO ABOUT BUILDING THE BEST TEAM?

A  
It’s hard to avoid the cliché that people are our most 

 important asset because they really are the soul of the 
company. We’ve worked hard to build diversity in our teams and also 
to reflect national demographics in the countries we operate in. 
Of our staff in South Africa, 74% are black and 44% are female. 
On our Executive Committee, 58% of the members are black and 
17% are female. Clearly there’s still work to do, but we’re making 
progress. In terms of acquiring new skills, we spent R130 million 
during the year on training, and also brought in 77 new graduates 
via our graduate recruitment programme. We also place major 
emphasis on ensuring that talented people are recognised and 
given the chance to grow. Great examples are Matimba Mbungela 
who was promoted to the role of Chief Human Resources Officer 
on our Executive Committee and Godfrey Motsa who was promoted 
to	Chief	Officer:	Consumer	Business	Unit.	Both	Matimba	and	
Godfrey have been through our International assignee programme. 
Yolanda	Cuba	took	up	the	position	of	Chief	Officer:	Strategy	and	
New Business in November 2014.

THE VODACOM FOUNDATION IS CLOSE TO YOUR 
HEART. HOW IS ITS WORK PROGRESSING?

A  
From a socioeconomic development perspective, the 

 single most important thing that Vodacom can do is get 
more people connected to reliable and affordable services.  
There’s a direct link between the availability of mobile data services 
and GDP growth. In a 2012 report∆, the GSM Association found  
that a 10% substitution from 2G to 3G penetration increases GDP 
per capita by 0.15 ppts. The same report found that a doubling 
of mobile data usage increases GDP per capita growth by 0.5 ppts. 
With GDP growth comes job creation, and with job creation we play 
a part in uplifting society. So to put it simply, the more we can do to 
roll out network coverage especially in township and rural areas, the 
more we can increase the availability of data coverage, and the 
more we can get people connected through low-cost devices and 
affordable services, the greater the benefit to society. 

Having said that, our technology uniquely lends itself to more direct 
support for people and groups in need. The specific focus of the 
Vodacom Foundation is on using technology to support education, 
health and safety initiatives. Over the past year, the Vodacom 
Foundation spent R80 million in South Africa, R46.6 million of 
which was spent on education. We’ve done amazing work in 
launching the Vodacom e-school platform to give students free 
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services, M2M and content, we’re aiming for a 5% contribution to 
Group service revenue. Finally, we aim to maintain the growth 
momentum in our International operations and are targeting a 
30% contribution to Group service revenue in three years. 

Cost management remains a critical feature of our operations 
strategy. To achieve ongoing margin expansion, we aim to achieve 
cost efficiencies and are targeting cost growth in each of our core 
mobile businesses of 0.5% lower than revenue growth over the  
next three years.

As I’ve said, we pride ourselves in the quality of our people and 
understand the importance of attracting and keeping the talented 
people we need to deliver on our strategies. We’ll continue to 
concentrate on diversifying our staff base, recruiting new skills and 
developing our people, and keeping them truly engaged. We’ve set 
out to achieve a score of 80 in our employee engagement survey 
over the next three years.

Everything we do and each interaction we have with our 
stakeholders feeds back into our reputation. Unless we’re building 
trust among the people who keep us in business, our strategic plans 
will come to nothing. We’re committed to achieving clear reputation 
leadership among our industry peers in all our markets over the 
next three years. Some of the ways we’ll get this right are to keep 
investing time and focus in proactive engagement with government 
and other stakeholders, particularly in playing our part in meeting 
each country’s broadband goals and contributing to initiatives 
which make a positive impact on the societies we serve.

I’m really proud of what we managed to achieve in the last year, in 
an exceptionally tough environment both in our industry and more 
broadly. This shows just what Vodacom is made of, so I’m excited 
about the year ahead and confident we’ll deliver on the goals we’ve 
set ourselves for the medium-term.

Shameel Aziz Joosub
Chief Executive Officer

access to online learning materials. I’m also really proud of our 
partnership with the Department of Basic Education, which has 
seen us connect an additional 20 ICT resource centres, bringing the 
total number of ICT centres we’ve equipped and connected to 61. 

Our health projects are assisting people in rural areas, particularly in 
our International operations. In Lesotho, we launched a project to 
provide access to HIV treatment to 40 000 children by 2017 using a 
text-to-treatment model. This model is being used successfully in 
Tanzania to provide almost a quarter of a million expectant mothers 
with the information they need to help ensure a successful 
pregnancy. In Mozambique, we’ve used the same model to assist 
people with HIV/aids by sending text messages to encourage them 
to take their medication and attend their appointments.

WHERE TO FROM HERE?

A  
We’ve set 10 clear goals with ambitious three-year targets to 

 drive our performance against our five strategic priorities. 

Our customers are at the heart of our strategy and we’ll continue 
to strive to deliver a truly differentiated customer experience. 
Over the next three years we are targeting clear market leadership 
in all our operations, and we’ll be looking to achieve a consistent 
five-point lead in NPS and leadership in brand measurement 
surveys. To get there we’ll focus on delivering the best value 
through our integrated packages and completing the process of 
price transformation, as well as making sure our distribution 
network is the most accessible and convenient no matter where our 
customers are and what they need from us. Our accelerated capex 
programme is aimed at entrenching our network leadership and 
making sure we give our customers the best network experience, 
and our renewed focus on customer care will challenge us to keep 
our promise of providing the best service.

Despite the macroeconomic pressures in our market, it’s really 
important that we invest effectively in each of our growth pillars to 
ensure we diversify our revenue streams. We’ll push hard to grow 
data revenue to 40% of service revenue through driving data bundle 
take-up, encouraging adoption of smartphones and data-capable 
devices, and improving network quality. We aim to grow our total 
enterprise contribution to 30% of service revenue, and to grow our 
fixed-line business in South Africa. Vodacom Business will continue 
rolling out fibre services to capture the significant opportunity we 
see in this market. If the Neotel acquisition is approved, we’ll be 
able to accelerate our enterprise strategy and also support the 
South African Government’s objective to provide broadband to all 
by 2020. From our new services, which include m-pesa, financial 

Notes:
1.  Service revenue benefitted from a One-Off adjustment of R325 million relating to a change in the accounting estimate of un-recharged vouchers reported in the first-half of the 

year and R164 million due to the consolidation of XLink in the second-half. EBITDA was impacted by a One-Off adjustment of R405 million relating to the write-off of current assets 
in the DRC.

2. In October 2014 we acquired our customer base from Nashua Mobile (‘Nashua’). 
∆	 What	is	the	impact	of	mobile	telephony	on	economic	growth?	A	report	for	the	GSM	Association.
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WHAT WE 
LIVE FOR

To empower everyone 
to be confidently 

connected

Our Purpose

Speed, simplicity  
and trust

Our Way

Best network, 
best value, 

best service

Our Vision

Why we exist 

We’ve aligned 
our purpose to Vodafone’s, 

to express that empowerment 
is at the heart of everything 

we do and touches every part 
of our business.

How we need to do it 

The Vodacom Way is the 
antidote to bureaucracy. If 

something fails this test, we find 
another solution.

Where we’re going 

We’re focusing on making our  
vision real, specifically through our 

brand promise of best network,  
best value and best service,  

and everything that goes into  
keeping our promise.

Our 
Strategies
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What we need to do 

Delivering on our strategies 
ensures we manage the 

needs of our key 
stakeholders, to create 
long-term value for our 

shareholders

We’ve set three-year goals with related targets 
for each of our five strategies. Reaching our 
goals will make us more competitive, enhance 
our ability to respond to regulatory changes 
and make us more effective in our five 
growth areas. Our capital investment 
programme, focused on clear network 
leadership, will be pivotal to 
our success.

Best service

Best value
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best practice

PEOPLE

Process simplification

Structural savings
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Deliver cost and 
process efficiency
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REPUTATION
Transform society and 
build stakeholder trust

Enhancing diversity

Developing skills
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WHAT WE’RE  
AIMING FOR

CUSTOMER

THREE-YEAR TARGETS TO 31 MARCH 2018

Grow NPS and brand leadership through 
sustained network leadership, differentiated 

customer experience and best value. 
Consistently achieve a five-point lead.

SOUTH AFRICA 2015 2014

Prepaid 64^ 46
Contract 32^ 23
Total 58^ 35
Six-point lead

TANZANIA

Total 54 49
Two-points behind the leader

DRC

Total 27 57
Nine-points behind the leader

MOZAMBIQUE

Total 52 71
Eight-point lead

LESOTHO

Total 74 36
15 point lead

#1

#2

#3

#1

#1

Clear market share leadership in all 
markets through segmented 

offerings and best distribution.

#1 position in all markets

  Service revenue market share (%)

  Customer market share (%)

53
.2

^
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43
.6

^
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43
.7

^

37
.3

^

34
.7

^

30
.8

^

43
.8

^

34
.3

^

74
.5

^

77
.4

^

WHERE WE’RE STARTING FROM AS AT 31 MARCH 2015

MARKET SHARE NET PROMOTER SCORE

in brand leadership 
in South Africa#1

BRAND LEADERSHIP

^ These items were included as part of our assurance process this year.

2015 
63%^
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GROUP

Engagement score

GROUP:

OPERATIONS PEOPLE REPUTATION

GROWTH

GROUP:

GROUP:

Drive cost efficiencies in  
each of our core mobile 

businesses to ensure  
cost growth of 0.5%  

(0.5 ppt delta) lower than 
revenue growth.

Proactive engagement  
with government and stakeholders 

to ensure achievement of each 
country’s broadband goals and 

contribute to initiatives which make 
a positive impact on societies. Clear 
reputation leadership among telcos 

in all markets.

Drive people transformation 
through diversity, acquiring  

new skills and growing talent. 
Engagement score of 80.

4.3%
Expenses 

grew

2.1%
Group revenue 

grew 

WHERE WE’RE STARTING FROM AS AT 31 MARCH 2015

Contribution from 
non-South African 
entities to service 

revenue

24.6%^

Contribution from 
new services 

to service revenue

3.9%^

Soft-launched 
our FTTx 

offering in 
major cities 

in South AfricaContribution from 
data to service 

revenue

26.7%^

Contribution  
from enterprise 

to service revenue

18.4%^

Grow contribution 
from new services 

to 5% of Group 
service  revenue.

Grow data revenue 
to 40% of Group 
service revenue.

Grow total 
enterprise 

contribution to 
30% of Group 

service revenue.

Grow fixed-line in 
South Africa 

through fibre to 
the home and fibre 

to the business 
connections.

Grow contribution 
of non-South 

African entities to 
30% of Group 

service revenue.

WHERE WE’RE STARTING FROM AS AT 31 MARCH 2015

= 2.2 ppts^ 
above service revenue growth

Socioeconomic  
impact research  

conducted.
Refer to page 58 for  

the results.

^
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We strive to provide our customers with the best experience through offering the best value, best network 
and best services. We use the NPS to measure best service based on one question: “Would you recommend 
Vodacom to your family, friends and colleagues?” 

HOW WE’VE PERFORMED AGAINST OUR STRATEGIES
STRATEGY 1

Customer pillars:

Best  
network

Best  
value

Best  
service

Clear NPS  
leadership

CUSTOMER

MEASURING OUR PERFORMANCE 
NPS
Asks	the	question:	

PERFORMANCE

“Would you recommend 
Vodacom to your family,  
friends and colleagues”?

? #1
   in two out of four 
International operations and

 in NPS in South Africa
  six-point lead on our closest 

competitor
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2

SA PRICING 
TRANSFORMATION#

78% CONTRACT 
customers on 
integrated tariffs

55% TOP UP 
customers on 
new price plans

1

GROUP
PRICE PER MINUTE

2015

23.4%23.4%

2014
Blended Prepaid

2015 2014

0.64
0.49

0.47
0.36

2015

CUSTOMER: Delivering “best value” to our customers

3

SA VOICE BUNDLES 
SOLD#

2014 2015

73%

333m
576m

We continue to transform our base to make sure that we provide “best value” to our customers. We	are	doing	this	by:	

•  Moving our contract customers from voice-centric and data-centric plans to integrated bundles. 
•  Moving Top Up customers to new uChoose packages which give them access to integrated plans with the option to access prepaid 

promotions when they choose. 
•   Moving prepaid customers from our legacy plans to our new plans and driving the use of bundles in this market.
•   In our International operations we introduced higher-value integrated prepaid bundles.

Significant progress was made in making sure that our customers are offered the “best value”. We achieved this through:

What have we done well?

  We  reduced the Group blended price per minute by 23.4% to 49 cents with a 
17.7% reduction in South Africa to 65 cents and a 23.7% reduction in International 
to 29 cents. 

  Group prepaid price per minute reduced 23.4% to 36 cents with an 18.2% 
reduction in South Africa to 45 cents and a 25.0% reduction in International 
to 27 cents thanks to the launch of micro prepaid bundles.

  Affordable data bundles have brought down the effective price per MB by  
24.1% in South Africa and 51.7% in International.

  The reduction in prices stimulated usage with outgoing voice traffic and 
data traffic growing 12.5% and 63.1% in South Africa and 42.7% and 185.9% 
in International respectively.

  In South Africa, we now have 78% of contract customers on integrated tariffs and 
55% of Top Up customers on new price plans.

  In South Africa, contract churn reduced from 11.8% to 9.2%, with stable 
underlying ARPUs. In-bundle spend increased to 69.3% of contract revenue. 

  Our customer value management system, which helps us understand  
customers’ needs, was used effectively to target prepaid customers with 
affordable offers and engage customers before they become inactive. 

  Prepaid customers continue to get discounted rates depending on network 
capacity, using dynamic price plans. 

  In South Africa, we sold approximately 53 million prepaid voice bundles per 
month in the last quarter of the 2015 financial year, with the total number of 
voice bundles sold up 73% compared to a year ago.

Where can we improve?

  Continue to transform pricing in our prepaid customer base through 
moving prepaid customers from legacy plans to new plans and driving 
bundled offers.

  We need to focus on lowering the price of smartphones and tablets 
and other smart data devices even more, to ensure better up-take of 
data services.

  The increase in usage did not fully compensate for the decline in pricing as 
customers restrict their spending given current economic conditions.

Reducing the cost to 
communicate

Driving pricing 
transformation

Stimulating bundle 
adoption

# South Africa only.
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STRATEGY 1: CUSTOMER continued

CUSTOMER: “best network” promise to our customers

A key enabler to delivering on our “best network” promise is our increased focus on network investment. Through our three-year 
accelerated capex investment programme we invested over R13.3 billion in FY2015 (R8.6 billion in South Africa and R4.7 billion in 
International), representing 17.2% of Group revenue. FY2015 was the first year of our accelerated capex investment programme.

We will continue to invest in our network to maintain superior network service quality, thereby ensuring that we continue to differentiate 
our network from that of competitors. 

Where can we improve?

  The delay in the availability of additional spectrum necessitated that 
we occasionally invest less efficiently to maintain network quality. 

  We continuously strive to improve our network coverage and quality in 
all our markets.

For more information on where we’re directing our 
capex to ensure best network, see our technology 
report on www.vodacom.com

     Widest coverage1

3G AND 4G COVERAGE# 

96% 63% 79% 87%

2%
11%

14%

Competitors 
(estimate) 

Vodacom

35%  3G 
 LTE/4G

Best for video and 
smartphones3

FASTEST SPEEDS# 

Mbps (DL)

15.5 9.2 8.5 3.9

Source:	Ookla	(March	2015).
# South Africa only.

Best performance 
and quality2

CALL DROP RATES#

0.7%1.3% 2.0% 2.3%

Source:	Atio 
(March 2015)

Our “best network” promise is underpinned by delivering a network that offers: 

What have we done well?

  In South Africa, we added 1 684 LTE/4G sites thereby expanding our LTE/4G 
network in South Africa to 2 600 sites, and increasing population coverage to 
over 35%, up from 11.6% a year ago.

  We were the first to launch LTE/4G in Lesotho and rolled out 10 sites during 
the year.

  Increased 3G data population coverage to 96% in South Africa by rolling  
out an additional 1 554 3G sites and expanded 3G footprint to over 8 800 sites.

  In our International operations, we increased our 2G and 3G footprint to over  
5 500 sites and 3 000 sites respectively.

  Maintained our mobile consumer and enterprise network NPS leadership in 
South Africa. We achieved mobile network NPS leadership in Lesotho, the DRC, 
Mozambique and joint best in Tanzania.

  Our investment in radio transmission and capacity has allowed us to connect  
81% of our sites in South Africa and 88.7% in our International markets, to 
self-provided high-speed transmission or fibre. 

  Completed a six-year radio access renewal programme in South Africa. 
This means that we have one of the most modern networks in the world. 

  In South Africa, we achieved some excellent results, which were independently 
measured:

 •  Rated number one in drive testing with the lowest call drop rates versus our 
competitors.

 •   Leading position against our main competitor in data performance in 
South Africa. 

  We launched high definition voice (‘HD Voice’) on our 3G network in South Africa.

Competitors Vodacom

Competitors Vodacom
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We strive to be best-in-class for customer service and continue 
to improve service and convenience across all channels. 

Our three-year customer transformation journey, which we 
embarked on in March 2014, aims to ensure that the customer 
experience is simple and consistent across all channels. We 
measure customer experience through NPS in the following 
touch-points:		

CUSTOMER: Delivering “best service”

RETAIL STORES

REPAIR CENTRES

What have we done well?

  All our Vodacom Repairs outlets are now accredited 
by all major handset manufacturers rendering same unit 
repair, with an aim to enhance customer experience 
providing improved turnaround time and differentiated 
service delivery. 

  Launched Track and Trace allowing Vodacom repair 
customers to log on to the www.vodacom.co.za website, 
insert their repair job number and view the status of the repair 
without having to contact the call centre or go to a 
Vodacom Repairs outlet.

  Repaired 1.2 million devices, with 85% on average fulfilled 
within the Vodacom repair centres and the remainder sent 
for high-level repairs.

What have we done well?

South Africa

  We have revamped 64% of our Vodacom-branded stores, 
moving from purely transactional to experiential to deliver 
an enhanced customer experience. Through this initiative 
we	have	achieved:

 •  Improved NPS and increased foot traffic;
 •  A 10 – 20% increase in contact connections and upgrades 

with prepaid connections up even stronger; and
 •  A reduction in the average wait time by 16 minutes.

  We launched Perfect Start Up (‘PSU’) which is a key 
element of our unmatched customer experience that 
enables the customer to walk-out-working, meaning a 
customer’s new device is set up and ready to use before 
they leave the store.

  We deployed RED Boxes in all Vodacom stores rendering 
support	to	the	Perfect	Start	Up	strategy	and	TechZone	model:

 •   90% increase in RED Box transactions with an average of 
87 000 transactions performed per month relating to 
transfer, backup and restore of customer data.

  We rolled out TechZone to provide data and basic 
technical services.

International

  We have rolled out new store formats in Tanzania, the DRC  
and Lesotho.

  In Lesotho our new format stores representing 33% of total 
stores,	are	delivering	a:

 • 20% increase in gross connections; and
 • 40% uplift in 3G smartphone sales.

  We doubled our retail footprint last year from 36 to 72 stores 
in Mozambique.

  We deployed RED Boxes and technical support in most of our 
owned stores in Mozambique and Lesotho.

  35% of our shops offer Perfect Start Up in Tanzania while 
all 59 stores in the DRC provide basic TechZone assistance 
for data capable devices, ensuring our customers 
walk-out-working.
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STRATEGY 1: CUSTOMER continued

ONLINE

What have we done well? 

South Africa

  We redesigned the My Vodacom App to include functions 
such as visualised billing, balance enquiries and airtime 
and data top-ups.

 My Vodacom App users increased 52% year-on-year.
 The app has been downloaded over 2.4 million times.
  Launched Voice Biometrics on the My Vodacom App which 

provides effortless voice login functionality. A first in 
South Africa, this function is now used by over 50 000 
customers.

  Not only has this system helped reduce fraud and time  
spent dealing with customer care, it has also improved NPS 
for the app.

  The number of My Vodacom App logins increased from  
340 000 to 1.1 million (223%), which correlates to a 10% 
reduction in calls to call centres.

 eBilling to contract customers increased from 68% to 74%.

 
 

  Re-launched our website incorporating responsive design 
principles.

  The number of unique visits to our website was up 20% to 
2.7 million.

International

  Most of our International markets use USSD self-service.
  In the DRC, we provide our customers with the following 
self	service	channels	in	six	languages:

 • Customer care IVR; and
	 •	 	USSD	channel	and	an	app	allowing	customers	to:
	 		 	 –	 Activate	bundles;
	 		 	 –	 Check	their	balance;	and
	 		 	 –	 	Manage	products	and	services	such	as	roaming,	 

airtime transfer, etc.

Customers	are	given	the	ability	to	use	self-service	via	four	channels:	 
USSD, online, the My Vodacom App and IVR. 

CUSTOMER CARE

CUSTOMER: Delivering “best service” (continued)

What have we done well?

South Africa

   Our real-time online chat service provides an overall 
improved	and	more	efficient	resolution	and	query	experience:

 •  Improved First Call Resolution (‘FCR’) to 79%; and 
 •  Interactive Voice Response (‘IVR’) call deflection at an 

all-time high of 46%.
  Consolidated customer care NPS for call centre interactions 

increased 44% to 66%.
  We have seen encouraging behaviour in the number of 

customers engaging in self-service, with a 15% reduction in 
calls to the call centre.

International

  In Tanzania, we achieved an average call handling time 
reduction of 13%, improved our FCR to 57.1% and 
maintained a strong lead in customer care NPS of 8.5.

  In Mozambique, our call centre achieved a FCR rate of 86%.
  In the DRC we implemented a few initiatives to improve FCR 

by empowering our front line agents with more functionalities 
to resolve queries at their level, resulting in a decrease of  
72% in the number of faults escalated to customer care.
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Customer  
3D

Single view of the customer

Cross channel experience

Customer data quality and security

 Faster time to market

 Future proof systems

“We’ll be faster, more innovative – 
and importantly, we will know much 

more about our customers”

Shameel Aziz Joosub

What are the 
benefits of 

Customer 3D?

We invested  
approximately 

R1 billion 
to replace our 20-year old  

billing and customer  
relationship management  

(‘CRM’) systems. 

In addition to using NPS as a measure of a customer’s experience of 
best network, best value and best service, we will be extending the 
measurement to include customer and service revenue market 
share together with brand leadership in all our markets. We aim to 
be #1 in all these metrics.

LOOKING FORWARD
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Growth pillars:

HOW WE’VE PERFORMED AGAINST OUR STRATEGIES
STRATEGY 2

Grow new 
services

Grow  
enterprise

Grow 
International

Diversify revenue  
to deliver  

growth

Grow data

GROWTH

With mobile voice declining 4.6% and the impact of MTRs shaving R2 billion off our revenue line 
and R1.2 billion off our EBITDA line this year, we have had to think of ways to support growth as our 
home market matures, with estimated mobile SIM penetration rates of some 150% in South Africa. 
To build resilient revenue streams and secure future growth opportunities, we’re investing in 
diversifying our business in a number of focused ways.

Almost 51% of Group service revenue is now generated from our growth pillars, up from 44% a year ago. Going forward, we 
will continue to focus on bringing about service innovation in non-traditional areas with new areas such as financial  
services, insurance, M2M and content being identified as key growth pillars.  We have set key three-year Group goals for 
each of our growth pillars to focus our organisation on delivering growth. In addition, we have also added fixed-line as a new 
growth pillar.



39

Our business Strategic review Performance review Governance review Administration

SOUTH AFRICA GROWTH: Data strategy supporting the data boom 

We delivered on our strategy to grow data through:

Enabling access to 
better devices1

ACTIVE SMART DEVICES

8.9m1

32%2

11.6m1

43%2

2014 2015

1.   Number of smart devices on our network.
2. % active smart devices.

Offering increased 3G 
  and LTE/4G coverage2

ARPU UPLIFT#

+10.8% 2G to 3G

+12.6%3G to LTE/4G

Stimulating bundle 
adoption3

NUMBER OF 
BUNDLES SOLD#

2014 2015

139%
82m 196m

What have we done well?

  Data revenue grew 23.4% to R13.5 billion, supported by more affordable 
devices, increased bundles sold and greater coverage. 

  Data contribution	to	service	revenue	grew	to	28.8%	(2014:	22.7%).
  The number of active smart data devices on the network increased by 29.7% 

to 11.6 million, of which 9.3 million are smartphones, 1.1 million are tablets and 
1.2 million are modems, supported by offering handset financing and more 
affordable devices as part of our strategy to drive the use of data-capable devices. 

  43% of our active devices on the network are smart devices (smartphones, 
tablets and modems). 

  We’ve sold more than three million low-cost smart devices, including 
Vodacom-branded Smart Kicka and Smart Tab, which sold over one million 
since launching in the third quarter.

  We introduced a tablet at a very low price point (R59 on a 24-month contract or 
R999 on prepaid), which is bundled with free educational content. 

  The average amount of data used per smartphone increased 37.9% to 342MB per 
month and for tablets increased 12.3% to 829MB. 

  Our 3G and LTE/4G coverage of the South African population now stands at 96% 
and 35% respectively. ARPU increases when customers migrate from 3G to 
LTE/4G and from 2G to 3G in both the prepaid and contract segments.

  We launched affordable daily and hourly “bite size” data bundles (for example  
R3 for 50MB and R10 for 100MB), which has driven data adoption and helped 
shift prepaid customers to bundle usage.

  The number of data bundles sold increased 139%, selling an average 20 million 
data bundles in the fourth quarter.

  Data traffic grew 63.1%. 

Where can we improve?

  Increase active data users by further decreasing the cost of smart devices.
  Add more 3G and LTE/4G sites, subject to spectrum availability.
  Deliver more content services to drive data usage.
  Improve monetisation of data traffic growth.

Factors impacting our performance during the year

  We were limited in our roll out to extend LTE/4G further across South Africa due 
to the unavailability of spectrum.

  The weaker rand affected margin on data devices.

# South Africa only.
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How we’re positioned for 
growth in data

• We’re the market leader in all countries we operate in.

•  We lead in terms of coverage, capacity and quality, with 
the best 3G coverage and an LTE-ready network.

•  Our relationship with Vodafone means that we’re able to 
negotiate with device manufacturers to manufacture 
ultra-low-cost Vodacom-branded data devices, which 
addresses affordability in our markets.

•  We’ve introduced micro data bundles to make data more 
affordable, and our device financing plans make top-end 
smartphones more affordable too.

STRATEGY 2: GROWTH continued

SOUTH AFRICA GROWTH: New services

Vodacom continues to bring about service innovation in non-traditional areas. New areas such as financial 
services, insurance, M2M and content have been identified as growth pillars.

INSURANCE
We have developed a number of new short-term insurance and 
long-term assurance solutions to provide our customers with a 
worry-free experience. We currently provide life and funeral 
insurance, as well as device insurance offerings to both contract 
and prepaid customers in South Africa, with different offerings 
targeting specific segments of the market.

SOUTH AFRICA GROWTH: Data strategy supporting the data boom (continued)

Opportunity: South Africa 

  At less than one million Asymmetric Digital Subscriber Line 
(‘ADSL’) connections, the limited reach of fixed-line infrastructure 
in South Africa means that many people will first experience 
data on their mobile and go on to use mobile as their primary 
data connection.

  As only 51.7% of our active customers are using data, there is 
still great opportunity to grow the number of data customers.

LOOKING FORWARD

  Of our 16.6^ million data customers, five million still use feature 
phones. By converting these customers to smart data devices 
(smartphones, tablets and modems) we can grow data usage.

  Converting customers from 2G to 3G as well as from 3G to 
LTE/4G enabled devices, increases data usage and lifts ARPU.

  Only 43% of active devices on our network are smart data devices 
(smartphones, tablets and modems), providing future data 
growth opportunities.

What have we done well?

  Our insurance portfolio has been growing steadily; it is 
already a significant business area generating revenue of 
approximately R441 million and growing at 36% a year.

  On average the device insurance business processes 
approximately R1 million in claims per working day.

  The number of policies in our long-term assurance business 
grew more than 100% off a small but fast-growing base.

^ These items were included as part of our assurance process this year.
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LOOKING FORWARD

Opportunity
The total insurance market in South Africa is worth approximately 
R61 billion. Our focus has mainly been on device insurance but we 
intend to scale up our funeral and life insurance business. Only 7% 
of our contract customers currently have device insurance, which 
leaves significant room for growth in this offering. 

Contract customers with Vodacom
device insurance (%)

7% Insured
by Vodacom

93% Opportunity
at hand

How we’re positioned for 
growth in insurance

•  Our strong brand and good relationships with our 
customers makes us their preferred service provider.

•  The re-launch of m-pesa and airtime wallets increases  
the number of customers we can market insurance 
products to. 

•   We will continue to use our customer value management 
(‘CVM’) system to market insurance products to our  
existing customer base. 

•  Customer demand for life and device insurance is growing.

MOBILE FINANCIAL SERVICES 

What have we done well?

We soft-launched m-pesa in South Africa in August 2014 
and revamped our old m-pesa to cater for the South African 
market. We are optimistic about our proposition as we have 
resolved a number of issues that inhibited take-up previously.

  Simplified registration and FICA process with self-
registration for the basic services and easy registration for 
Visa card.

	 	8	800	points	of	presence	–	10	times	more	than	when	we	
first launched m-pesa.

  Integrated m-pesa into the banking system and retail points 
of sale. Customers can make online transfers to m-pesa 
from any bank and also have the option to obtain a Visa 
card linked to their m-pesa account.

  Designed a m-pesa voucher similar to a airtime voucher, 
which customers can buy from stores and load onto their 
accounts.

  Increased loyalty offers such as bonus airtime to incentivise 
behaviour. 

  Our proposition of “free to get, free to keep and free 
to load” resonates well with our customers. 

We are also partnering with other businesses that dispense 
cash to create an efficient ecosystem, for example, Eduloan 
who has started using m-pesa to disburse loans to students.

Where can we improve?

   Progress has been slower than we’d like, with one  
million registered m-pesa customers signing up since launch 
and 76 000 actively using the service. However, we will 
continue to increase our distribution and create an 
ecosystem, which will ensure customers can transact within 
the m-pesa system.

How we’re positioned for growth 
in mobile financial services

•  We have access to over 32 million customers in South Africa.

• We can leverage our existing distribution infrastructure.

•  Ability to partner with various players to create an 
ecosystem within which customers can transact.

• Ability to incentivise use of m-pesa.
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STRATEGY 2: GROWTH continued

UNBANKED POPULATION E-COMMERCE OTHER FINANCIAL SERVICES

13 million 
people are 
unbanked

Lending 
and savings 

solutions

Ecosystem through 
partnership

1/3 population 
receive wages 

in cash
9 million 

receive cash 
transfers Ability to 

transact without 
a credit card

Direct channel for airtime 
purchases

Social grants 
paid in cash

Integrate our 
insurance 

proposition

Contactless 
payments via 

NFC

Life is better
Achieve more with the widest 
agent network in the country.

Vodacom
Power to you

SOUTH AFRICA GROWTH: New services (continued)

LOOKING FORWARD

Opportunity: South Africa
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How we’re positioned for growth 
in M2M

•  Leverage Vodafone’s position as the global market leader 
in M2M and its resources in Africa, including its dedicated 
M2M platform, its automotive capabilities and its remote 
monitoring and control services platform.

•   Leverage the Vodacom Enterprise Business Unit to deliver 
M2M solutions to its customers, including efficiency, 
productivity and regulatory-related solutions. We can also 
leverage our sales channels, build segment and industry-
specific solutions and combine M2M with our core 
business managed services.

•   Leverage XLink’s expert capabilities, scalable connectivity 
and customised solutions in point-of-sale communication 
in 12 countries in Africa.

What have we done well?

  M2M connections grew 15.9% to 1.7 million. 
  26.1% M2M revenue growth achieved (normalised for XLink) 

in South Africa. 
  The Vodafone M2M platform provides us with a unique 

differentiator. The platform has been valuable to us in 
several highly competitive bids for large-scale M2M 
connectivity rollouts. 

  During the year, we consolidated XLink, a trusted technology 
leader in M2M, enabling point-of-sale communication in 
12 countries in Africa. This gives us the capacity to focus 
beyond retail and payments to tackle the opportunity in 
fast-growing M2M verticals such as energy and water 
solutions, asset management and security solutions.

MACHINE-TO-MACHINE (‘M2M’)

LOOKING FORWARD

The focus so far has been on connectivity. We are expanding our 
ability to offer full converged solutions across verticals that include 
hardware and software to further drive ARPU.

What have we done well?

  In South Africa, we launched Deezer, a music streaming 
service with access to 35 million tracks, for R59 per month. 

  Our vouchercloud offers in South Africa are being accessed 
by over 2.7 million customers and have facilitated the sale 
of more than R170 million in goods.

  Launched the Vodacom rugby app with 1.3 million active 
sessions,	winning	the	following	two	awards:	

	 	•	 Discovery	Sports	Award:	Best	use	of	digital.
   •  Gold at the New Generation Social and Digital 

Media Awards.

CONTENT

LOOKING FORWARD

We see great opportunity in content. Greater use of content over 
our	network	will	drive	data	revenue:

  The distribution of content provides the opportunity to grow 
service revenue such as billing content and in-app purchases to 
a user’s account, and provides infrastructure to service providers 
to distribute their services.

  Our relationship with Vodafone creates the opportunity to  
bring international content to local markets.
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STRATEGY 2: GROWTH continued

SOUTH AFRICA GROWTH: Enterprise

Vodacom Business has made great progress in 2015, particularly in the SMEs segment, and in our converged product strategy.  
Vodacom Business now contributes 18.4% (including Nashua) of Group service revenue.  

What have we done well?

  Reduced enterprise churn by 1.3 ppts to 7.8%.
  Increased our customer base by 9.7% (excluding Nashua).
   Completed our programme to transform our business support 

systems (‘BSS’) and operational support systems (‘OSS’) to 
serve our SME customers better. This gives us the ability to 
seamlessly deliver converged services to the SME segment at 
scale. We grew SME revenue by 11.1%.

  Our strategy to partner with IT value-added resellers as 
channels to market, started to pay off through the traction we 
gained in delivering converged propositions to the 
SME segment.

  Continued to invest in online and digital channels to ensure 
greater accessibility of our products and services to the 
SME segment.

  Progressed our converged product strategy, giving customers 
the benefits of integrated services and economies of scale. This 
is based on moving voice call control from premises-based PBX 
systems to hosted multi-tenanted PBX platforms, and moving 
IT infrastructure from premises-based servers to large-scale 
hosted and cloud-based platforms. 

  Saw good momentum in large enterprise segments with a 
number of customers awarding use over 80 site VPN networks, 
showing confidence in our ability to deliver to their 
sophisticated requirements.

  Our innovative hosted call centre and hosted PBX propositions 
continued to motivate customers to choose Vodacom Business 
as their provider.

  To underpin our cloud and hosting strategy, we expanded 
our capacity by launching another 2 000 m2 data centre in 
Midrand. 

  Won major contracts for hosted ERP systems, including 
SAP HANA.

  Continued to invest in network security, data security and 
mobile device security capabilities to ensure that our 
customers’ infrastructure and services are secure.

  Improved our delivery capability significantly due to increased 
network capillarity, which has resulted from our investment in 
self-provided transmission for our radio network.

  South African multinationals expanding outside the country, 
continued to select us as their preferred pan-African ICT 
services provider thanks to our continent-wide MPLS network 
and Vodafone global enterprise footprint.

  Our M2M acceleration strategy continued to deliver results, 
with 26.1% (excluding XLink) growth in revenue and 15.9% 
growth in the number of managed connected devices. 
For more information on M2M refer to page 43. 

  Vodafone’s Global Service Development Platform (‘GSDP’) 
continues to be a big differentiator for us. This platform  
enables us to deliver device insights and connectivity 
seamlessly across geographic boundaries and across  
networks. 

  We took a significant share of the growth in the automobile 
connectivity market, and won major contracts in smart 
metering and point-of-sale devices.

Where can we improve?

  Accelerate the fulfilment of customer orders in 
fixed-line services.

  Focusing on improving our turnaround times for quotations 
and service proposals to reduce the time it takes customers 
to reach a decision.

  Continuing to simplify our contract management framework 
to improve the overall customer experience.
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How we’re positioned for 
growth

We’ve continued to strengthen our proposition as a total 
communications provider in the Enterprise market by:

•   Deepening our understanding of the business 
requirements of our customers.

•   Investing in our underlying capabilities, including systems, 
processes, account management and customer service.

•  Developing relevant and innovative products and services.
•  Strengthening our capability to deliver rich services to 

multinationals and global enterprises.
•  Connecting over 80% of our BTS sites to our self-

provisioned transmission network, which has given us the 
necessary network footprint and capability to win in the 
market for fixed services.

LOOKING FORWARD

Some of our main focus areas aimed at improving the overall 
customer experience will be to:

 Improve our customer engagement across all touchpoints.
  Make ongoing improvements to our processes and service 

models.
  Significantly improve our turnaround times to fulfil customer 

orders and restore services.

Other opportunities for growth in our Enterprise business 
includes:

  The SME market for total communications, which continues to 
present a big opportunity for Vodacom. With fixed-line services 
at under 7% penetration, most SMEs remain under-served in 
terms of high-speed broadband. We have launched a suite of 
smart broadband access products for this market, which includes 
broadband connectivity through LTE/4G, wireless and fibre. 
Combined with our enhanced indirect channel capability, these 
products will accelerate our converged services penetration in 
the SME market. 

•  Developing new propositions to address the specific needs of 
the SME segment. To date we have launched managed time 
and attendance solutions for the construction sector and a 
hospitality solution for guest houses and smaller hotels. 

•  Continuing to strengthen our converged services offering in 
the large enterprises segment by investing in a specialist 
solutions team that supports our account managers. We have 
also developed our cloud and hosting capabilities to give us 

a strategic advantage in the market. Stortech (in which we 
have a 51% stake) is a Cisco Gold partner that specialises in 
the management of private data centres and will augment 
our capabilities in this regard.

•  We have invested in an enterprise mobility management 
platform to enable us to host applications for enterprise 
customers in a scalable and secure environment.  
Enterprise mobility management and security services will  
be a significant contributor to growth in mobile data and  
in value-added services. 

•  Grow our M2M offering in specific areas such as building 
information management, and industrialise the platform  
to gain scale in the usage-based insurance market. Extending 
the trading network to include the informal sector, within a 
sound economic model, will be another focus of our M2M 
growth strategy. 

We will continue to drive growth in our enterprise business 
through focusing on the following growth areas:

SME

 

 

Converged

Cloud, hosting, IT

African  
expansion

FTTB and 
Enterprise 

connectivity

GROWTH 
AREAS

M2M

Underpinned by our:

Extensive IP and LTE/4G network, brand, customer experience, 
innovation and security offering.
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STRATEGY 2: GROWTH continued

GROWTH: International

Our International operations continue to grow and increase their contribution to the Group. Almost half of our active customers are now 
coming from our operations outside South Africa. International service revenue contributes 24.6% to Group service revenue, up from 22.4% 
a year ago. Data revenue contributes 19.9% to International service revenue, up from 16.5% a year ago.

Expanding coverage2

SITES

FY2015 yoy growth

50.5%

3G

29.4%

2G

Increasing data 
penetration1

DATA CUSTOMERS

7.7m 9.9m
2014 2015

28.7%

Growth in our International operations was driven through:

What have we done well?

 #1 in headline NPS in Mozambique and Lesotho.
  We achieved mobile network NPS leadership in Lesotho, the DRC, Mozambique 

and joint best in Tanzania.
  Active data customers grew 28.7% to 9.9 million representing 33.4% of our 

International active customer base. We also introduced low-cost smart devices 
including the Vodacom-branded Kicka, which was well received in our markets.

	 	Data	contributed	19.9%	of	service	revenue	(2014:	16.5%).	Excluding	m-pesa,	
mobile data revenue grew 37.7%.

  Growth in our International operations was supported by network investment; we 
spent 29.6% of revenue across our markets amounting to R4.7 billion (up 18.8%) 
as we continued to strengthen our network and service differentiation.

  In our International operations we increased our 2G and 3G footprint to over 
5 500 sites and 3 000 sites respectively.

  50% growth in 3G underpinned strong growth in data traffic of 185.9%, 
which supported strong growth in data revenue of 32.9%.

  We were the first to launch LTE/4G in Lesotho with great success, adding 
10 LTE/4G sites.

  m-pesa continues to gain momentum in all our markets, with active customers 
up 34.2% to 8.0 million. In Tanzania, we partnered with Commercial Bank of 
Africa to introduce m-pawa, the country’s first savings and loans product. We also 
launched International Money Transfer (‘IMT’) services. We now have 1.8 million 
customers actively using m-pawa services since launch in September 2014.

  Uptake of m-pesa in the DRC improved, where the system has been running for 
the longest period outside Tanzania. In Mozambique, we are building a wider 
agent network and we are showing good traction in the number of customers 
signing up monthly.

  During the year, we increased our stake in Vodacom Tanzania from 65% 
to 82.2%.

Increasing m-pesa 
penetration3

m-pesa CUSTOMERS

34.2.%

6m 8m
2014 2015

Developing Enterprise4
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What factors impacted our performance during 
the year 

  Slowdown in underlying service revenue and EBITDA growth 
in Tanzania and the DRC due to pricing pressures.

  The write-off of current assets in the DRC negatively 
impacted EBITDA by R405 million.

  Network outages in the DRC together with delayed network 
roll-out affected performance.

  Flooding in Mozambique impacted service and caused 
some damage to network infrastructure.

Where can we improve?

  Improve our NPS score in Tanzania and the DRC to  
achieve #1 position with a clear lead.

  Expanding network coverage.
  Increase active data users in our International markets 

through increased sales of low-cost smart devices.

How we’re positioned for 
growth

• We are the market leader in all countries we operate in.
•  Focused on sustaining our network investment to 

maintain leadership in coverage and quality.
•   We have got the formula of running m-pesa successfully in 

Tanzania right and have the ability to implement those 
lessons in other countries and leverage existing distribution, 
while expanding m-pesa distribution to within 300 metres 
from customers.

• Excellent management teams with experience in Africa.
•  Our International operations have access to Vodacom and 

Vodafone expertise and resources.
•  Suitable acquisitive growth opportunities in sub-Saharan 

Africa are limited; however, we believe there is opportunity 
for in-market consolidation.

•  We continue to actively look for opportunities in sub-
Saharan Africa.

LOOKING FORWARD

Opportunity 
We	will	continue	to	drive	growth	through:	
	 	Increased	data	usage:	

 •  Data penetration is currently very low in the countries we 
operate in; and 

 • Only 33.4% of our customers are using data.
  Expanding coverage; 2G and 3G coverage are relatively low in our 

operating countries. Our three-year accelerated capex 
programme will support expansion in our network over the 
medium-term.

	 	Increase	m-pesa	penetration:
 •  The ability to market m-pesa to our existing customer base of 

29.5 million. Only 27.1% of customers are currently using 
m-pesa;

 •  In Tanzania, we will continue to add more sophisticated 
financial services products as we have now achieved scale in 
the number of m-pesa users. m-pawa and IMT services are still 
in their infancy and we will focus on growing these services, 
which have been well received; 

 •  In other countries, we will continue to focus on adding more 
transaction partners, which will assist in driving activity and 
acceptance of the payment method; and 

 •  There is significant opportunity to further drive Enterprise in 
our International operations. 

Thanks to Vodacom 
m-pesa, getting money 
from my son is so much 
easier
I turned on m-pesa power and now get 
money in no time on my m-pesa Visa card.

Puleng Maboya
Sharpville

I know how hard my son works to support our 
family. So you can only imagine how bad I felt 
every time I had to remind him to send us money. 
But since we got Vodacom m-pesa he can easily 
send money through his phone and I can access it 
immediately through my m-pesa Visa card, which 
I use like any other debit card.

Step 1:  Buy an m-pesa Visa card at any 
Vodacom Shop or anywhere 
you see an m-pesa sign for 
R9.99

Step 3: Link your m-pesa Visa card 
by dialling *111#, selecting 
“m-pesa”, entering your pin 
and selecting the “Manage 
account” option

Step 2: Bring your ID book so you can 
upgrade your account

Step 4: Receive money on your Vodacom 
m-pesa wallet. Withdraw it in-store 
or use your m-pesa visa card to 
withdraw at any ATM or swipe for the 
things you want.

Get started with your m-pesa visa card
in 4 easy steps:
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STRATEGY 2: GROWTH continued

GROWTH: International (continued)

We service multinational corporations and global enterprises across 
the African continent, delivering services to enterprises in over 
40 countries through Vodacom-owned and partner network points 
of presence (‘POPs’). In the countries in which we have mobile 
network operations (Tanzania, Mozambique, the DRC and Lesotho), 
as well as in Nigeria and Zambia, we provide end-to-end services to 
private and public sector customers.

We have adopted a demand led pan-African MPLS network 
expansion strategy, using partner POPs until in-country demand for 
services reaches a threshold that justifies investing in our own POPs.

Vodacom Business 

AFRICA

Vodacom’s pan-African  
MPLS network locations

Reachable through  
VSAT and Partners

Vodacom’s pan-African MPLS network

  MPLS POPs deployed in 27 countries

23 
COUNTRIES  
IN AFRICA

2 
IN EUROPE  
(UK and France)

2 
IN ASIA 
(Malaysia and Singapore)

  VSAT hubs

2 
INTERNATIONAL 
HUBS  
(UK and SA)

Regional hubs in 
•  Cameroon
•  Ghana
•  Kenya
•  Nigeria
•  Mozambique

  Diverse infrastructure and cable systems used for sub-sea 
and cross-border connectivity.
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What have we done well?

  We widened our pan-African MPLS network and increased 
our POPs to 27.

  We harmonised and aligned our IP-VPN network to 
Vodafone’s, which extended the global IP-VPN to the African 
continent. The benefits of this investment are increased 
network resilience and an enhanced value proposition for our 
multinational and global customers.

  We have made progress in building products and services to 
meet the demands of the Enterprise market, in our mobile 
network operators.

  In Nigeria, we launched hosting and cloud services, through 
our Ikeji data centre. 

  In Zambia, we successfully completed our network 
modernisation programme to be able to deliver a better 
quality of service to our Enterprise customers.

  To improve customer experience, we improved our 
engagement model with a dedicated team focused on 
serving our multinational and global Enterprise customers. 
This has simplified the process of managing global 
communications and cost control by having a single global 
service level agreement (‘SLA’). 

  We expanded our global Enterprise team in key markets in 
Africa, enabling us to engage with our customers in more of 
the markets they operate in.

Factors that impacted our performance  
during the year 

  A number of external factors, including the Ebola outbreak, 
ongoing regional unrest and war, impacted revenue 
particularly in West Africa.

  The significant reduction in the price of oil that normally 
contributes significantly (50% to 70%) to the economies in 
the region also impacted performance of those economies.

  Downward pressure in the price of access and core network 
services remained. This was also compounded by the 
increasing number of competitors and the growing service 
proposition across the continent.

  West African currencies also weakened materially to the 
USD, which depressed USD-based results.

Where can we improve?

  We need to continue reviewing and improving the 
architecture of our MPLS network and partner network 
providers to ensure optimal intra-Africa connectivity.

  We need to review all third-party network access 
infrastructures to ensure we remain the best value for 
money ICT provider on the continent.

LOOKING FORWARD

  We will build out capability to accelerate M2M in Tanzania, the 
DRC, Mozambique, Lesotho, Nigeria and Zambia leveraging the 
Vodafone Global Data Service Platform (‘GDSP’).

  Public sector business remains our major success story. We will 
focus on driving mobility in government services and partnering 
with the state information technology agency to help 
government gain greater agility through the use of technology.

How we’re positioned for 
growth in the International 
enterprise space

•  We own capacity on East and West Coast cabling systems 
and are invested in redundant cabling systems such as, 
EASSy, WACS, SAT3, SAFE and SEACOM.

•  On the ground resources in 16 countries.
•  Strong, local expertise in providing fully managed 

MPLS-based services.
•  Ability to self-provision last-mile access in multiple 

countries and the ability to provide end-to-end SLAs.
•  Centralised Account Management, Service Management 

and Network Management through the Vodacom 
Customer Service Operations Centre (‘CSOC’).

•  QoS-enabled network-wide.
•  Access to extended billing capabilities, including local 

billing in eight markets and options for centralised billing 
in the United Kingdom and South Africa.

•  Experienced, dedicated project implementation teams.
•  Dedicated 24/7 Customer Service Operations Centre in 

South Africa.
•  International product expertise and best practice 

operational methodologies.
•  Best-in-class marketing organisation, providing sales 

teams with tools for success and building the Vodacom 
brand in Africa.
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The challenging economic, regulatory and competitive environment we faced this year placed pressure on our 
revenue growth. Inflationary pressure as well as the depreciation in the rand put upward pressure on our cost 
base. Our continued network expansion to support growing data and voice traffic means higher operating costs 
in the form of property rentals, electricity and maintenance agreements. Against this background, we must 
continue to find ways to improve operating efficiency and simplify and standardise processes for customers.

HOW WE’VE PERFORMED AGAINST OUR STRATEGIES
STRATEGY 3

Operations pillars:

Process 
simplification

Structural 
savings

Multi-year 
initiatives

Deliver cost and 
process  

efficiency 

OPERATIONS

OPERATIONS: together driving operational excellence

What have we done well?

 Group opex to service revenue was stable at 25.7% (excluding MTR impact, One-Offs, foreign exchange and at a constant currency).

  Substantially reduced the volume of calls to our call centres by an additional 15%.

  Increased our procurement through the Vodafone Procurement Company to 37.3% up from 35.0% a year ago.

 Completed our single RAN swap in South Africa.

  Reduced transmission costs through self-providing with 81% of our sites in South Africa self-provided and 88.7% in our 
International markets.

  Rollout of ultra-low-cost base stations in the DRC at almost half the cost of a normal base station.
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Effective and efficient  
  systems and processes1

REDUCED CALL 
VOLUMES BY

15%

FIRST CALL 
RESOLUTION

79%1ST

Reducing environmental 
impact2

CARBON DISCLOSURE
PROJECT:

96%
SCORE RATING
RETAINING LEAD IN 
TELECOMS SECTOR

Return on capital
employed4

AVERAGE  
OVER THE  
PAST FIVE YEARS

58%
Managing opex as a % of

service revenue3

GROUP

25.7%1

25.2%12014

2015

Operational excellence was delivered through focusing on:

1.  Excluding MTR impact, One-Offs 
foreign exchange and at a constant 
currency (using current year as base).

What factors impacted our performance during the year?

  The rand devalued further against key currencies. This affected both the 
translation of our International operations and impacted the non-rand 
denominated expenses in South Africa.

  Network operating expenses increased after achieving flat opex over the 
past three years due to our accelerated capex programme.

  Wage inflation and a slight increase in staff headcount due to hiring into our 
business growth areas resulted in higher payroll expenses.

Where can we improve?

  Further drive self-care and online adoption in our customer base.
  Simplify more customer experience journeys.
  Simplification of our tariffs and improved end-to-end order processing times from 

the launch of Customer 3D, our new billing system.
  Increased savings from procurement through new closed-loop procurement focus.
  Further reduce non-customer facing costs through our “1000 small things” 

multi-year programme.
  Optimising distribution further and renegotiate distribution contracts to be 

performance-based.

What have we done well? continued

  Reduced net acquisition and retention costs.
  Introduced initiatives such as “1000 small things” and “closed loop” to simplify 

our business processes and reduce costs.
  Rationalised our property portfolio in South Africa.
  Achieved a 96% score in the Carbon Disclosure Project, retaining our lead in 

the telecoms sector.
  Achieved best performer in the JSE’s Socially Responsible Investment Index 

three times in four years.
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Since we started our supplier performance programme, we have 
seen real improvements in the service we’ve had from global 
suppliers managed by VPC. In South Africa, 44 of our key suppliers 
have migrated to VPC. We continue to consolidate and optimise our 
supplier base across the Vodacom companies in the markets in 
which we operate.

Enhancing structural efficiencies

Our network is the backbone to our business, 
allowing us to connect customers across the globe. 
As we accelerate our network investment to 
improve coverage in all our Operations, we need to 
find ways to do this smarter to ensure we retain our 
best network advantage.
Our substantial network investment not only brings greater benefits 
to our customers but it also focuses on applying new technology to 
improve efficiency. Although our total number of sites across our 
footprint increased by 13.4% to 16 242, we looked at ways to bring 
down average site costs.

  We have been at the forefront of single RAN technology that 
enables the combination of 2G, 3G and LTE/4G technologies 
into the same radio equipment. Our SA network is now 100% 
complete, and International is 89.4% complete. This has a 
number of cost benefits, including reduced floor space 
requirements on-site, which reduces our site rentals, and 
efficient power technology provides savings on our energy bill. 

  We now have 81% of our sites in SA and 88.7% in International 
on our own transmission, which reduces our network running 
costs, allowing us to carry data at a far lower cost than leasing it, 
with the added benefit of being able to expand our data network 
for very little incremental cost.

  Where possible we passively share our network sites, or utilise 
the sites of other parties, to reduce operating expenses, to 
reduce the impact on the environment and to ease the pressure 
on planning authorities. Network sharing is pursued in all our 
markets. In South Africa, more than half of the sites occupied by 
Vodacom are shared sites. Furthermore, in South Africa and 
Tanzania, we participate in national roaming agreements. 

We continue to invest in subsidising phones 
for our customers to allow them cheaper access 
to our network, as well as investing in our 
wide distribution. 
During the year in South Africa, we spent some R7.5 billion or about 
16.0% of our service revenue in acquiring and retaining our 
customers as well as remunerating our channels. But as our 
customers want more expensive high-tier devices, we have needed 

Simplifying processes

Simplifying our processes especially around 
customer interactions is important to achieve 
the best turnaround times and to make it easier 
to do business with us.

  We	try	to	measure	everything	that	really	matters:	how	long	it	
takes to answer a call, to repair a phone or deliver one. We set 
targets to improve in all these areas, knowing we can always do 
better. We continuously focus on how we can simplify and speed 
up the way we do things, as this will ultimately benefit our 
customers and reduce our costs.

  During the year, we managed to improve our first call resolution 
to 79% and reduce calls to the call centres by an additional 15%. 
This not only means happier customers but reduced overall 
costs as well.

  We’ve identified the online channel as a strategic opportunity to 
drive operational excellence both in improving our customers’ 
interactions with us and fulfilling their needs. The number of 
unique visits to our website increased 20% to 2.7 million.

PG 36 for more information on how we have improved 
processes for our customers.

Systems and processes are an important tool in 
running our business and we are always looking for 
ways to streamline, simplify and integrate these.
Another huge benefit of being part of Vodafone is the access it 
gives us to their global procurement programme. Vodafone has 
strategic agreements with some of the world’s leading companies 
to deliver innovative products and services. Handsets, network and 
IT equipment are for the most part negotiated and bought centrally 
through the Vodafone Procurement Company (‘VPC’). We make use 
of these centralised benefits wherever we can but with due 
consideration of local procurement requirements and targets, such 
as those included under BBBEE in South Africa.

Besides the pricing benefits that come with Vodafone’s scale, other 
benefits	of	VPC	include:

  Access to world-class methods and standards that help us 
improve our processes;

  Less administration as some of our global suppliers are managed 
directly by VPC; and 

  A stronger focus on working with our suppliers as strategic 
partners.

STRATEGY 3: OPERATIONS continued
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to maintain a discipline on the handset subsidies we pay as well as 
look to shift some of our commissions to better align to our value 
objectives. This year, we have improved our overall commercial 
efficiencies	through	various	initiatives	such	as:

  Purchasing our customer base back from Nashua, allowing 
us to directly service our customers and reduced the ongoing 
commissions.

  Increased the selling price of prepaid SIM cards in the market 
and reducing the production cost of SIM cards.

  Renegotiating some of the channel incentives to better align to 
our targets. 

  Improving our commercial investment returns on devices by 
steering subsidy to those with better ARPUs. 

Multi-year initiatives

We continually look for opportunities to reduce non-customer 
facing costs through our initiatives like “1000 small things”, a 
project that encourages employees to develop cost saving 
initiatives, identify wastage and use resources more efficiently.

During the year, publicity expenses decreased 4.2% through further 
optimisation of our sponsorship properties and retail publicity 
spend. We have realised some savings from the rationalisation of 
our corporate offices property portfolio and have also reduced 
the delivery cost per device through savings on packaging and 
enhanced logistics management.

We are working closely with our stakeholders to find ways to lessen 
our total carbon footprint, which often allows us to also operate 
more efficiently.

Managing our environmental impact

  We have installed a heating, ventilation and air conditioning 
(‘HVAC’) plant that is powered using excess energy from the 
photovoltaic array at our offices in Century City. This project  
aims to reduce electricity consumption by about 52 166 kWh 
per month with an annual cost saving of approximately 
R890 000.

  Our hybrid power systems, which combine diesel generators 
with batteries for greater fuel efficiency, use smart controls to 
cut diesel use by up to 70% at sites that depend on diesel 
generators for primary or back-up power in areas with limited 
access to reliable grid electricity.

  Our network team is planning to implement free cooling at 
approximately 1 000 sites, which substantially reduces the 
energy consumed by air conditioners.

  The number of solar sites in Lesotho stands at 
53	–	approximately	21%	of	the	total	network.	These	sites 
are in remote locations with no access to grid power.

LOOKING FORWARD

We aim to keep cost growth below revenue growth by continually 
looking for opportunities to simplify our process, partner with 
Vodafone and make structural changes to achieve savings across 
all expense lines, no matter how small.
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Our people are a key determinant of our success. We remain focused on growing and developing the talent, 
skills and diversity we need, and on ensuring our people feel engaged, well-managed and included. 

HOW WE’VE PERFORMED AGAINST OUR STRATEGIES
STRATEGY 4

People pillars:

Developing
skills

Enhancing 
diversity

Growing
talent

Best talent 
best practice

PEOPLE

Why is this so important to us? 
Our people need to perform at their best to deliver on our 
strategic priorities. To deliver the best experience to our 
customers we need technical skills (best network), product 
development and financial expertise (best value) and great 
customer-facing employees (best service). To capacitate the new 
services pillar of our growth strategy, we often look outside our 
industry to find diverse skills that bring new ways of thinking to 
our business.

To ensure all our people are aligned when it comes to delivering 
on our strategy, during the year, our CEO visited all our regions in 
South Africa as part of the annual roadshow, and engaged with 

employees to help them understand our strategy and what is 
expected of them in terms of the three-year goals we have set 
for each of our five strategic focus areas.

80Achieve an  
engagement  

score	of:
TARGET
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Enhancing diversity

Driving diversity gives us the benefit of different life experiences, 
perspectives and ideas that help us serve our customers better.

The representation of women remains a challenge for our business 
and for the broader telecommunications industry. Less than 50% 
of our employees are women, and this difference becomes more 
pronounced at higher management levels. We are committed to 
increasing the representation of women at all levels in our business. 
At a senior level, key appointments in the year contributed in some 
way to addressing this challenge. Yolanda Cuba moved from our 
Board	to	our	executive	team	as	Chief	Officer:	Strategy	and	
Development, Murielle Lorilloux was appointed as the first woman 
Managing Director of our DRC operation and Lilian Barnard was 
appointed	as	Chief	Sales	Officer:	Enterprise	Business	Unit	in	
South Africa. 

We have grown black representation at senior management 
level to 53% and increased the representation of women in 
senior management to 32%. We continue to work on improving 
our diversity. In the Group 74% of our employees are black and 
44% are female. At an Executive Committee level 58% of our 
members are black and 17% are female, making this Executive 
Committee the most transformed Executive Committee Vodacom 
has ever had.

Refer to our human capital report for our targets and how 
we are progressing, and our transformation report for 
more on employment equity.

Our Female Leaders in Waiting programme is a key initiative to 
help achieve our target of 45.2% women representation at senior 
management level. Run in partnership with the Gordon Institute of 
Business Science, this one-year programme supports high-potential 
black women outside of Vodacom to build a talent pipeline. This 
year the programme was extended to women employees within 
Vodacom. Participants are offered unique access to our executives 
through quarterly engagement sessions, mentorship as well as 
business insights. Seven of the 12 participants in the 2014 
programme were placed in various roles in Vodacom.

Developing skills

The telecommunications industry is evolving fast and so are the 
skills we need. One of our strategic focus areas is on providing new 
services, which means we need to attract skills from outside our 
traditional business areas to ensure that we have the right talent to 
take our business into the future. 

Graduates form an important pipeline to meet future core needs. 
This year, we appointed a dedicated resource to enhance the 
effectiveness of our two-year Graduate programme. For the 2015 
intake, 77 high-calibre and diverse graduates were selected. Of the 
35 graduates from our 2013 programme, 12 were placed in 
permanent positions this year.

We had no fatalities among our 
employees in any of our markets during 

the year. However, we had two 
fatalities in our supplier network 
and the necessary steps were taken 

against the suppliers. Our suppliers 
are contractually obliged to adhere to 

our absolute rules on safety.

Road accidents remain our biggest safety issue with 80% 
of all incidents being road-related. During the year, we 
revised our occupational driving standard and its 
application has been extended to all suppliers. The 
standard focuses on daily pre-trip inspections, mandatory 
driver training, live vehicle tracking and monitoring, and 
fit-for-purpose vehicles (including closed bakkies for 
transporting people). We also launched a programme in 
which all Executive Committee members regularly call a 
random sample of our contractors and staff reminding 
them about safety.

The W8_2send (wait to send) campaign was launched in 
all our operating companies during the year. The aim of 
the campaign is to raise awareness on  
the dangers of texting and driving.

HEALTH  
AND  
SAFETY

Growing talent

One of the ways we invest in people is through our talent 
programmes. One such programme is our International Assignee 
programme through which we second employees to other 
Vodafone operations and bring Vodafone employees to our 
Operations. This helps develop global thinking and gives our 
people broader perspectives. 

We manage talent through our Performance Dialogue programme, 
which involves monitoring performance against yearly goals and 
setting training and development objectives. The programme also 
forms the basis for nurturing high-potential employees and 
identifying candidates for succession.

Through the Succession and International Assignee programme, 
Matimba Mbungela was promoted to Chief Human Resources 
Officer	and	Godfrey	Motsa	was	promoted	to	Chief	Officer:	 
Consumer Business Unit, succeeding Phil Patel.

For more information on our talent development 
programmes refer to our human capital report online.

W8_2SEND
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STRATEGY 4: PEOPLE continued

Our annual People Survey, conducted by 
independent consultants, tracks how engaged, 
well-managed and included our employees feel. 
Our scores are compared to a high-performing 
peer group and to other Vodafone Group 
companies. We use the Engagement Index 
measure from the survey to check if, overall, 
we’re creating the right environment for our 
people to excel and grow.

The survey gives us an opportunity to listen 
to what our people are saying about our 
organisation and our managers. Not only that, 
it gives us an opportunity to do something 
about things that are frustrating and get in 
the way of doing our best. By listening to this 
feedback and taking action we have the 
opportunity to make a real difference to the 
engagement and ultimately, the profitability 
and brand of our organisation.

Vodacom has an employee-elected Consultative 
Committee, which serves as a platform to 

MEASURING 
PERFORMANCE

% 2015 2014 % change

Engagement  
Index 76^ 75~ 1point

How we’ve done on employee engagement

^ This item was included as part of the assurance process this year. 
~ Restated due to the change in the methodology in how the scores are calculated.

interact, share information and manage 
employee concerns proactively.

The results of the People Survey have shown a 
significant	gain	in	the	employee	NPS	–	a	key	
measure in our people’s confidence in our 
products and services. What our people think 
of our products and services is a critical 
determinant of customer experience. We are 
working to improve our overall scores across all 
markets in the year ahead, and are well on track 
to achieve our goal of an overall Engagement 
Index score of 80 by the end of  
the 2018 financial year.
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What we do changes people’s lives. We can deepen the contribution our business makes to society by 
partnering with our stakeholders across the continent, and by working for the common good. Our reputation 
as a proactive and trustworthy corporate citizen is so much more than social investment – it’s fundamental 
to our sustainability.

HOW WE’VE PERFORMED AGAINST OUR STRATEGIES
STRATEGY 5

Reputation pillars:

Positive 
impact

Maintaining 
leadership

Transform society and 
build stakeholder  

trust

During	the	year	Vodacom	won	a	number	of	key	external	awards,	thereby	underpinning	our	focus	on	building	stakeholder	trust:

REPUTATION

MAINTAINING LEADERSHIP

  Vodacom won a Frost and Sullivan Award for 
South African e-Education Technology Innovation 
Leadership.

  We are recognised as a best performer on the JSE’s SRI 
Index. This is the sixth year we’ve been included and 
our third as a best performer.

  We were ranked first in the telecoms sector and third 
overall in the 2014 Top Companies Reputation Index 
published by Plus 94 Research.

  We were awarded first place in both the consumer and 
business telecoms categories in the Sunday Times Top 
Brands 2014.

 We have retained our Level 2 BBBEE rating.
  In the annual Carbon Disclosure Project (‘CDP’) we 

retained our lead in the telecoms sector in South Africa 
with a score of 96%.

  We were ranked as the Coolest Telecoms Provider in the 
Sunday Times Annual Generation Next Survey.
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STRATEGY 5: REPUTATION continued

TO FIND  
OUT MORE

Refer to our Public Finances 
report online.

For details on our targets 
refer to our Transformation 
report online.

For more on YeboYethu and 
trading in these shares visit 
www.yeboyethu.co.za

REPUTATION SURVEY 
Over the last four years we have used our annual Reputation 
Survey, conducted across key internal and external stakeholders, 
to track our progress in managing our reputation and 
benchmarking our performance against our competitors and 
other leading brands. 

Conducting this survey has given us insight into the key drivers 
of our reputation. Our Operations are focusing on improving 
performance in the drivers of reputation where there are gaps.

For the current financial year, our research focus was on 
measuring the significant socioeconomic contribution Vodacom 
makes to the societies within which it operates. We will conduct 
the Reputation Survey in FY2016.

MANAGING REPUTATION
Maintaining our good reputation among stakeholders is a key 
business asset that requires regular assessment and proactive 

Driving economic growth
There is a direct correlation between the provision of ICT services 
and	economic	growth:	

  For every 10% increase in mobile penetration there is an 
approximately 1% uplift in GDP1. 

  Governments are prioritising the rollout of broadband services 
to all. To deliver on this objective we need access to spectrum, 
and we are working closely with governments in all 
our markets in this regard. 

Making a positive impact to transform society

management. To this end, since August 2014, we have worked 
with our Operations to establish Reputation Steering Committees 
to oversee the design and execution of reputation strategies.

SOCIOECONOMIC IMPACT
In the year, we extended our research to measure the 
socioeconomic impact of our Operations over the past three 
years. The intention was to retrospectively measure Vodacom’s 
impact and contribution to society as an operator supporting 
economic development, a contributor as a taxpayer and a 
corporate citizen.

Contributing to public finances
We contribute to public finances both directly and indirectly 
through taxes and other fees. We also make a significant 
contribution through the taxes paid by our employees and suppliers, 
as well as through taxes collected on behalf of governments such 
as VAT and excise duties. 

Our tax strategy is to integrate tax efficiencies into all business 
processes and decisions, thus maximising shareholder value, while 
our moral tax obligation remains to pay the fair amount of tax 
legally due in any territory, in accordance with rules set by those 
governments. 

We have retained a Level 2 BBBEE contributor status. We view  
BBBEE as a strategic imperative given the pressing need to address 
the unequal distribution of wealth and access to opportunity in 
South Africa’s economy. It is for this reason that BBBEE forms an 
integral part of how we do business, beyond compliance. The 
Department of Trade and Industry has extended the ICT sector code 
to 31 October 2015 to allow for harmonisation with the revised 
codes. We are unable to determine the effect of the changes until 
we have the draft revised ICT sector code.1.	 World	Bank	–	Economic	Impact	of	Broadband	2009.

The	table	below	summarises	the	results	of	the	socioeconomic	impact	assessment	for	the	three	year	period	2012	–	2015.

South Africa Tanzania DRC Mozambique Lesotho

Contribution to the economy (R billion) 164 12.5 8 5.7 1.8

Jobs created (direct and indirect) (’000) 119 22 11 7.5 1.4

Taxes paid (R billion) 38 5.9 4.3 0.6 0.5

Total spent on Corporate Social Investment (‘CSI’) (R million) 243 22 10.4 8.9 0.9

For details of the results of the socioeconomic impact 
assessment refer to our stakeholder report online.

We aim to proactively engage with government 
and other stakeholders to further the broadband 
goals of the countries in which we operate in, 
and contribute to initiatives, which positively 
impact society.
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We continue to support education initiatives in our International 
operations: 

  In the DRC we donated 1 500 desks to schools, and our ICT 
centres at the universities of Kinshasa and Lubumbashi have 
delivered over 100 computers with free internet access. 

  In Lesotho, we have invested in the iSchool project, which 
encourages more effective teaching through integrating  
tablets in classrooms. 

  In Tanzania, we launched the Samsung Smart School project, 
which aims to enhance teaching and learning at each school  
by supplying computers and training teachers.

TO FIND  
OUT MORE

Visit our learning portal  
http://myeducation.secure.vodacom.co.za/ 
vodaschool/default.aspx

For more on our education initiatives 
refer to our Communities report online.

The Vodacom Foundation continues to focus on education, health 
and safety. We partner with governments and NGOs in delivering key 
projects utilising our technology and expertise.

Education
Together with the Department of Basic Education (‘DBE’) we 
launched Vodacom e-school, which gives all grade 8 to 12 learners 
in South Africa access to classroom content. Vodacom e-school 
is zero rated for all Vodacom customers on a mobile device. 
The interactive portal supports the DBE in broadening access 
to study material and assessment tools. 

In partnership with the DBE, Microsoft and Cisco, we provide 
teachers throughout South Africa with better access to quality 
instruction resources and IT. During the year we connected an 
additional 20 ICT resource centres, bringing the total number of 
centres to 61 across all nine provinces. This has enabled us to train 
over 20 000 teachers on how to use ICT to improve their teaching 
in maths and science and integrate ICT in the classroom. We’ve also 
trained ISO centre managers and 45 e-learning specialists on 
ICT integration.

Vodacom Foundation

We established the Innovator Trust 
in 2014 with a loan facility of 

R750 million over five years at a 
lower than prime interest rate. 

This funding is used to equip 
black entrepreneurs in the ICT 

sector with the necessary business 
skills to work with the corporate sector.
  
The Trust’s mandate is two-fold: 

  Acquire YeboYethu shares and use the dividend yield to 
empower black-owned and black women-owned SMEs 
in the ICT sector.

  Provide business training to these SMEs. 

As at 31 March 2015, the Innovator Trust had acquired 
more than 540 000 YeboYethu shares and  
successfully incubated 18 SMEs as part of  
a two-year business training programme.

INNOVATOR 
TRUST
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Health
Using ICT technology we work together with our partners to drive 
better health outcomes. 

  Our mobile application solution to manage the availability of 
chronic disease medication is now in its second year and being 
piloted by over 1 900 clinics. Health workers have been trained 
to use mobile phones to manage stock levels of chronic 
medication and avoid shortages at clinics.

  Our partnership with the Smile Foundation enables the 
organisation to provide cleft palate and facial reanimation 
surgeries. In total, 27 children benefitted from this project in 
the past year.

  In Lesotho, we’re working on a project to get more HIV-positive 
children onto care and treatment programmes. In addition, 
we are working with pregnant HIV-positive women to 
prevent mother-to-child transmission. The project uses a 
text-to-treatment model to facilitate initiation of and 
adherence to antiretroviral therapy and uses m-pesa to 
facilitate transport for patients. We have undertaken similar 
projects in Tanzania and Mozambique by utilising the SMS 
platform to send reminders to patients about their 
appointments and when to take their medication.

  This year has been a ground-breaking year for the fitsula 
campaign in Tanzania. We introduced a text-to-treatment 
programme that has seen a significant increase in the number 
of fitsula patients being referred for surgery. To date, 713 women 
have received surgery and are now rebuilding their lives.

Safety
The national gender-based violence command centre in 
South Africa was awarded the Best Technology Innovation Award 
by the Contact Centre Management Group. The centre provides 
support and counselling to victims of gender-based violence. 
The Vodacom Foundation funded the development of the 
technology used by the command centre. The resulting integrated 
solution was developed in collaboration with our subsidiaries 
Afrigis and Mezzanine.

We are supporting the Memeza Shout crime prevention initiative 
to manufacture and pilot low-cost alarms in the Diepsloot township. 
The project, a partnership between Vodacom, Diepsloot Police 
Station, the Centre for Public Service Innovation and the 
Innovation Hub was launched in February 2015 and will involve 
the installation of 600 low-cost alarm systems in homes across 
the township. Developed by Memeza Shout with the support of 
the Innovation Hub, the alarm system includes sensors and 
panic buttons to alert the police, medical personnel and the fire 
department to emergencies.

TO FIND  
OUT MORE

For more on our health initiatives refer to our 
Communities report online. 

For more on our safety initiatives refer to our 
Communities report online.
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Empowerment 
is at the heart 

of everything we do 
and touches 

every part 
of our business.


