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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.


