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Data affordability  
in South Africa

The issue

In South Africa, the cost of ICT services in general and data, in particular, 
remains a key interest and concern among various stakeholder groups. 
The need for data affordability is also driven by increasing regulatory 
intervention. In December 2019, the Competition Commission 
released its Data Services Market Inquiry report, outlining various 
recommended measures to promote greater economic and social 
inclusion as the country moves into the digital age. The anticipated 
release of high demand spectrum will be a key enabler.

Our response

We recognise the imperative of further lowering data prices, without 
compromising our ability to invest in network infrastructure to broaden 
and improve service provision.

Vodacom has been on a journey to transform data pricing for a few 
years now. Through this pricing transformation programme, we have 
introduced various initiatives to make data more affordable and 
accessible for all customers. These initiatives include higher data 
allocation in integrated postpaid packages, introduction of shorter 
validity period bundles at significant discounts and price reductions 
on a number of data packages. On 1 March 2019, we also lowered 
our out-of-bundle rates significantly in addition to other measures 
as we implemented the End-User Subscriber Services Charter. These 
changes, mostly in relation to out-of-bundle usage, put an estimated 
R2 billion back in to our customers’ hands.

This year, following an agreement reached with the Competition 
Commission, Vodacom committed to a range of initiatives to further 
reduce data prices and increase access to free data services, which will 
result in R2.7 billion in savings for customers. The initiatives were 
introduced on 1 April 2020 and formed part of a broader Vodacom Group 
programme to develop a Social Contract with stakeholders in order to 
collaborate and address societal challenges across all Vodacom markets. 
The agreement includes the following:

•  Accelerating data pricing transformation on 30-day bundles by 
reducing prices by up to 40%; discounts are provided on all 30-day 
bundles, with further decreases to be implemented in April 2021.

•  Consolidating all existing zero-rated data services with new essential 
services aimed at social upliftment into a single platform called 
ConnectU which also include:

 Free access to job portals, educational content and free health 
and wellness information, as well as staying connected through 
Facebook Flex, the low data alternative to Facebook.

 Zero-rated access to select government sites to assist members 
of the public in accessing government services such as Home 
Affairs, ambulance services, education sites and government 
communication services. This will assist everyone in gaining 
access to much needed government services as these are now 
moving into the digital space as well.

 Expanding our zero-rated offering to all schools, universities and 
T-Vet colleges across the country. This will ensure that learners and 
students enrolled into these institutions will be able to access 
relevant information for free via their portals.

 A full zero-rated internet search function powered by Wikipedia. 
This will allow customers access to the entire Wikipedia database 
of knowledge free of charge.

 Free access to other essential information such as local and 
international headlines, trends and the weather.

 In addition we have also identified 2 000 of South Africa’s poorest 
towns, suburbs and villages, where customers will enjoy further 
discounted bundle offers ensuring that these discounts benefit 
includes the people who need it most.

Being transparent and responsive to stakeholders’ interests is 
essential in building and maintaining trust (social capital), which is 
fundamental to our ability to create value. While there are always 
many different stakeholder interests that we have to deal with, 
we have prioritised four ‘hot issues’ that were most visible during 
this financial year that we believe have a material bearing on our 
ability to create value.

Stakeholders
• Customers
• Government
• Regulators
• Investors
• Media

Consumer  
privacy

The issue

Individual consumers are becoming increasingly connected through 
smartphones and other personal devices, spending more time on 
social media platforms and more frequently engaging in e-commerce 
transactions and digital financial services. As the ability to track and 
analyse ‘connected consumers’ becomes more sophisticated, so does 
the need to manage and protect personal information become more 
critical. Trust in big tech companies has recently been falling, with 
consumers and regulators increasingly concerned about the security 
of personal data and how it is being used.

Our response

Respecting customers’ privacy, and protecting devices, networks, data 
and apps, remains a top priority and is integral to our code of conduct. 

•  As part of the Vodafone Group, we have adopted and implemented 
the Vodafone privacy risk management approach based on 
compliance with the EU’s General Data Protection Regulation (GDPR) 
– the global ‘gold standards’ on data protection and privacy, with 
each market aligning the programme with existing in-country 
privacy legislation. 

•  In the wake of the Fourth Industrial Revolution and artificial 
intelligence and with the introduction of related products and 
services – the usage of which appears to trade off the privacy of 
users – we are cautious and vigilant in assessing products and 
services to ensure that the privacy and security of personal 
information is not compromised. Our security and privacy by design 
and assurance process has been fully implemented and rolled out 
across most of our organisations. This process allows the privacy, 
security and risk teams to assess privacy and security risks in 
respect of all products and processes – particularly in the Big Data 
analytics, business intelligence, Internet of Things, robotics and 
cloud computing environments. The overall result is that products 
and services are created with the principles of privacy and security 
being taken into account and built in at the design and 
development stage. 

•  Privileged user account management software ensures that users 
are authenticated, while end point security reduces the risk of 
malware damaging the end point device. We enforce strong security 
practices and controls to minimise security risks to critical 
Vodacom assets.

•  A Vodacom cyber-defence team is in place to reduce the risks 
of cyberattacks, underpinned by specialised investigations and 
analytics consistent with global baselines for security monitoring.

•  All legally entitled requests from security and enforcement agencies 
for customer information are managed in accordance with law 
enforcement policies and procedures, and with applicable local laws 
and regulations. These policies are aligned to the Vodafone global 
policies. We contribute annually to Vodafone’s industry-leading law 
enforcement disclosure report, which provides a detailed insight into 
demands from law enforcement agencies in 28 countries.

•  In response to COVID-19, our approach is to assist in combating and 
managing the spread of the pandemic by providing aggregated and 
anonymised movement data (based on our network usage patterns) 
to authorised government entities, thus enabling government to 
better understand movement patterns and respond accordingly. 

Stakeholders
• Customers
• Government
• Regulators
• Media

Responding to stakeholder ‘hot topics’
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Network  
quality 
and 
coverage 

The issue

To maintain an extensive network 
coverage, quality, and performance is 
both an essential source of 
competitive differentiation, as well as 
a legislated expectation in terms of 
‘quality of service’ regulations. 
Unplanned disruptions in network 
performance, and any resulting 
shortfalls in network quality and 
availability, negatively impact 
consumer sentiment, which can be 
shared rapidly on social media. In 
South Africa, we have faced network 
challenges in some areas following 
extended load shedding by the 
national energy utility (Eskom), 
placing pressure on back-up diesel 
generators and batteries.

Our response

•  To meet the growing demand for 
data across our markets, we have 
invested R13.2 billion to widen our 
3G and 4G data coverage, improve 
voice quality, and increase data 
speeds. 

•  In South Africa, our 3G coverage 
increased to 99.7% of the 
population and 4G coverage to 
95.4%. High-speed transmission 
extended to 96.1% of our sites.

•  To mitigate the risks associated 
with extended load-shedding, we 
have invested in additional 
batteries and generators across 
our South African network.

•  Our International mobile 
operations now have 8 032 2G 
sites, 6 175 3G sites, 2 672 4G 
sites, and two 5G sites.

•  We launched 5G services in 
South Africa on 5 May 2020 making 
use of the temporary spectrum 
assigned to us during the 
COVID-19 crisis. We have however 
secured spectrum for 5G through 
our agreement with Liquid 
Telecom.

•  We continue to engage actively 
with regulatory authorities on 
accessing spectrum. This remains 
a critical factor in further 
improving network quality 
and coverage and reducing 
data costs.

Bulls and bears:  
our investors’ perceptions
The bulls – seeing the upside 

  A strong management team with a good track record of execution;

   A strong balance sheet capacity and cash flow generation to 
support dividends, future mergers and acquisitions, and adjusted 
impacts from COVID-19; 

  A diversifying portfolio with faster growth potential in 
international operations and a positive earnings contribution 
from Safaricom;  

  Excitement about new growth opportunities in digital services, 
including fintech, enterprise and IoT innovations; and

  Anticipated progress on spectrum allocation in South Africa.

The bears – identifying areas of concern
  Perceived regulatory and competitive issues placing further 

pressure on data pricing; 

  Slowdown in service revenue growth in South Africa, with 
out-of-bundle data regulation and the Competition Commission 
enquiry into data pricing putting further pressure on revenue in 
the short term;

  Continuing macroeconomic pressure negatively impacting 
consumer spend; and

   International markets further impacted by COVID-19.

Promoting  
transformation  
in South Africa

The issue

 Vodacom has a long-standing record of commitment to 
promoting broad-based black economic empowerment 
(BBBEE) in South Africa, reflected in our consistent leadership 
position in terms of our independently assessed BBBEE status 
and scoring. Our Vision 2025 strategy includes clear 
commitments to removing barriers to digital access and 
delivering societal benefits by playing a transformative role in 
providing inclusive financial services, and supporting municipal 
services, education, healthcare, agriculture and SMEs. 

Our response

Our largest market, South Africa, has among the highest 
levels of inequality, unemployment and poverty globally. To 
address historical imbalances and to promote greater 
economic inclusion in the country, the government is 
committed to driving ‘radical economic transformation’. For 
the ICT sector, this reflects in key provisions of the National 
Integrated ICT Policy White Paper and the Electronic 
Communications Amendment Bill. In our International 
markets, there are similar pressures from governments and 
consumers to broaden access to digital services and drive 
localisation.

•  We pledged in 2018 to invest R50 billion over the next five 
years towards deploying 4G, 5G and fibre technologies in 
South Africa, with significant positive implications in terms 
of the enhanced economic opportunities associated with 
digital inclusion. Since 2018 we have invested R28.3 billion 
(R9.9 billion in FY2020), representing 57% of the total 
pledged.

•  This year we invested R243 million in enterprise 
development and preferential procurement, and spent 
R275 million on skills development.

•  We implemented a retail transformation strategy that 
encourages black ownership in our franchise channel.

•  We are driving greater diversity (in terms of race, gender 
and disability) across employees and management. 

Stakeholders
• Customers
• Government
• Regulators
• Media

Stakeholders
• Customers
• Government
• Regulators
• Suppliers




