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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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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


