
Managing our brand and reputation 
We build a brand with purpose, developing and 
maintaining a reputation as a company that is ‘connecting 
for a better future’, and that shows leadership in 
promoting broad-based societal transformation. We 
communicate our service offerings and maintain our 
brand presence through our marketing and brand 
strategy. External Reputation surveys show that the 
Vodacom brand is consistently one of the most 
recognised and trusted 
brands across our 
footprint.

Connecting for a better

future

Procurement activities 
To manage our significant supplier landscape, we leverage off the 
global purchasing power and responsible procurement practices of 
the Vodafone Procurement Company, enabling the purchase of 
responsibly manufactured network equipment, handsets and other 

services on favourable terms. We balance the 
benefits of global purchasing with our 
commitment to promoting economic 
opportunities in our host countries and driving  
BEE in South Africa.

Customer service 
Providing the best customer experience is a strategic 
priority and an important source of market differentiation. 
We are constantly deepening our understanding of 
customers and their needs to provide targeted 
product and service offerings. Our ambition is 
to provide exceptional customer service 
through a seamless, personalised, one-channel, 
digital customer experience.

Spectrum, network and IT infrastructure 
Most of our communication services depend on accessing spectrum, 
which we strive to secure at a competitive price though proactive 
engagement with government and regulators. As part of our 2020 
vision, we are building on our substantial investment in network 
infrastructure by expanding into fixed broadband assets (cable and 
fibre), and investing in IT services, Big Data and analytics, 
digital services, financial services, customer relationship 
capability, billing, and online resources. We leverage our 
IT infrastructure to become agile and smarter in 
deploying products and services, and to ensure 
customer care. Sales and distribution 

We use various sales and distribution channels including 
wholesale distributors, retailers, franchise stores, direct 
sales partners, street vendors, informal resellers and 
online channels. Our aftersales value chain of Vodacom 

repair centres and regional repair hubs has 
positioned us as market leaders in the 
aftersales community. Through container 
shops and informal traders, we provide 
important opportunities for small-scale 
entrepreneurial businesses.

Our business model

Our value chain activities

 We have a leading network and strong brand presence in each of our markets. 
  Each market has a young, growing population offering significant opportunity for further 

digital adoption, in both the Consumer and Enterprise segments.
  We have a demonstrated reputation for strong management execution and capital 

allocation, delivering best-in-class return on capital employed (ROCE).
  We have a strong balance sheet and good cash flow generation to support further 

investment. 
  The global shift to digital is presenting significant market opportunities for telcos. 
  We are globally recognised for our leadership in providing mobile financial services and 

innovative digital services in an emerging market context.
  We have a demonstrated capacity to embrace Big Data and machine learning to drive 

revenue growth.

Despite the current strong drive to reduce 
the price of voice and data services, we 
continue to see significant opportunity for 
sustained revenue growth – by protecting 
and growing our traditional service of voice, 
data and messaging across our core 
markets, and by driving new digitally-based 
verticals including financial services, 
entertainment and fibre, building on our 
existing well-established differentiators.

What we do 
We secure access to spectrum, invest in mobile and fixed networks and information 
technology (IT), develop and distribute products and services tailored to our market 
segments, and run a strong customer care and brand programme. 

These activities enable us to ensure revenue growth and high levels of cash generation, which is used to reinvest in the resources 
and relationships we rely on to do business, and to deliver on our core purpose: connecting for a better future. 

Our investment case

Product and service development 
We are constantly developing new products, services and pricing 
models, informed by our segmented customer approach that caters 
for each customer’s needs, wants and behaviours in both the 
Consumer and Enterprise markets. We place a strong emphasis on 
protecting customer privacy, and mitigating the risk of data theft or 
loss. We are implementing the ‘agile’ methodology across 
various departments to ensure we respond faster in a 
constantly changing environment. We harness the power  
of Big Data to deliver personalised offers to our customers.
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Our business

Our profit formula
We generate profit by  
efficiently utilising mobile  
and fixed line assets to provide  
our Consumer and Enterprise 
customers with voice, data, 
messaging and related services. 

Our competitive differentiation 
lies in the quality of our network 
premised on strong investment, 
our strong distribution channels 
in each market, the nature of 
our products and services, the 
extent of our regional 
footprint, the quality  
of the relationships we have  
with key stakeholders,   
our proven ability to 
manage our cost base 
and the strength of 
our brand.

How we 
create value Our revenue 

Most of our revenue comes from selling mobile data, voice, financial services and 
messaging services to individual consumers, with the balance coming from the sale of 
these mobile services, coupled with connectivity and network provision services to our 
Enterprise customers. The decline in mobile voice revenue has been more than offset by 
significant growth in data revenue, fuelled by the increased uptake of smart devices, 
improved network coverage, more affordable data bundles and enhanced digital content. 

Our Vision 2020 strategy aims to diversify these revenue streams even further in key 
verticals such as financial services, IoT, digital services and Enterprise.

Key revenue differentiators

  Consistent investment in infrastructure 
resulting in being rated first in network 
quality in three of our five countries of 
operation. 

  Industry-leading customer value 
management systems, people and 
processes. 

  A diverse and widespread distribution 
network across all our operations. 

  Effective use of Big Data for personalised 
offers to customers to better suit their 
needs and behaviours. 

  Competitive and compelling product 
offerings targeted by segment. 

  Ability to offer vertically integrated 
solutions. 

  M-Pesa, Africa’s largest mobile payment 
platform. 

  Leveraging off global enterprise 
relationships for pan-African service 
delivery. 

  Best-in-class customer service support 
systems. 

  Ability to leverage off our relationship with 
Vodafone, driving global best practice in 
performance.

Our costs 
We have a strong track record of optimising expenses and converting revenue into cash 
flow. We have achieved significant results in limiting cost growth through our ‘Fit for 
growth’ programme, driving efficiencies in staff expenses, publicity spend and other 
operating expenses through a strong culture of cost containment across the business.  
We are embracing new technologies and in many ways are pioneering the use of Robotic 
Process Automation (RPA), Big Data, and Artificial Intelligence (AI) to optimise costs.  
Our resulting strong cash flow helps us to maintain a high level of capital reinvestment  
to maintain a leading position in network coverage, call quality and data speed in our 
markets. In addition to investing in the future of the business, cash generated from our 
activities allows us to maintain our shareholder returns, with our dividend policy of at  
least 90% of adjusted headline earnings.

Key cost differentiators

  Leveraging global best practice on cost 
optimisation through our ‘Fit for growth’ 
programme where we benefit from and 
share best practice with Vodafone.  

  Leading in use of RPA, Big Data and AI  
to optimise costs. 

  Benefiting from the purchasing power of 
Vodafone Procurement Company.  

  Consistent investment in network, 
delivering continuous improvement in 
operating costs through more efficient 
technologies and network innovation.  

  Robust governance processes for 
approving investments and reviewing 
product, cost and investment decisions.

  ■ 2019  ■ 2018
1 Consumer service
 revenue 77% 77%
2 Enterprise service
 revenue 23% 23%

2

1

Group service revenue composition

+5.0%
increase
in service
revenue

  2019  2018
■ Direct expenses 62% 63%
■ Other opex 24% 23%
■ Staff expenses 11% 10%
■ Publicity expenses 3% 4%

Group total expenses composition

+5.2%
increase
in total

expenses
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