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CEO’s statement

It is pleasing to have achieved a good set of financial 
results and solid growth rates across the Vodacom 
Group despite the challenging macroeconomic 
environments. This has been a particularly volatile year, 
with sustained pressure on consumer and business 
spend in South Africa and increased regulatory and 
policy pressure across our markets, compounded by 
the outbreak of the COVID-19 pandemic early in 2020. 
Our financial results reflect the continued successful 
execution of our financial and digital strategy as we 
reposition Vodacom from a traditional telco to a 
fully-fledged digital services company.

Shameel Aziz Joosub 

A year of strong performance in a tough 
environment
Despite harsh market conditions, Group revenue increased 
4.8% this year to R90.7 billion, with service revenue up 5.0% to 
R73.4 billion. It was another successful year for our International 
portfolio, with 4.0 million new customers and a 12.5% increase 
in service revenue, off the back of increased demand for data 
and sustained growth in M-Pesa. Our International operations 
now contribute 29.7% to Group service revenue, underpinning 
their faster growth rate. In South Africa, an improved second-half 
performance contributed to a 2.3% increase in service revenue, 
with our pricing transformation initiatives, new product and 
service offerings, and sustained investment in network 
infrastructure and IT systems offsetting the tough economic 
environment and the impact of reduced out-of-bundle rates and 
implementation of new regulations.   

Group EBITDA grew 11.6% to R37.6 billion, and headline 
earnings per share was up 8.9% to 945 cents per share. The final 
dividend per share was 405 cents.  

Vodacom has responded promptly to various challenging 
regulatory conditions, most notably the customer registration 
requirements in Tanzania and ongoing enforcement proceedings 
in Lesotho. We have maintained our proactive engagements with 
Government and regulators, further strengthened our governance 
and compliance processes, and accelerated our focus on 
implementing our Social Contract initiatives by democratising 
data access and providing inclusive digital and financial services. 
In South Africa we have made considerable progress on the 
regulatory front. We were very quick in responding to the 
Competition Commission’s data market inquiry, reaching a 
consent agreement that will deliver significant value to 
consumers, bringing down the cost to communicate and 
promoting digital inclusion. The assignment of available 
high-demand spectrum seems imminent, with Independent 
Communications Authority of South Africa (ICASA) indicating that 
this process will be concluded by the end of this calendar year.

Delivering on our Social Contract
The Vodacom Group has made a firm commitment to a 
Social Contract, aimed at restoring customer trust, improving 
our service offerings, and enhancing collaborations with 
government, regulators and other stakeholders to create the 
best environment for Vodacom and the telco sector more 
broadly to deliver societal value. The Social Contract, and our 
commitment to being a purpose-led organisation, is informed 
by three guiding principles: to promote a duty of care to our 
customers, ensure fairness through digital inclusion, and 
maintain a reputation for responsible leadership in driving 
transformation to a digital society.

As part of our commitment to delivering on our Social Contract, 
in April 2020 Vodacom South Africa introduced various 
initiatives that will promote greater digital inclusion, contribute 
to addressing social challenges in areas such as education 
and unemployment, and provide R2.7 billion in savings for our 
customers. We accelerated our data pricing transformation of 
30-day bundles, reducing prices by up to 40%. Our offering 
of 1GB of data valid for 30 days – often referred to as the 
‘headline price’ – has been reduced by 34% from R149 to R99 
on all channels, with discounts provided on all 30-day bundles. 
We further extended discounted bundle offers to prepaid 
customers in areas where the majority of people live beneath 
the food poverty line, benefiting more than 2 000 suburbs and 
villages. In our drive to encourage digital inclusion through 
increased access to free data services, we have consolidated 
our existing zero-rated data services with new essential services 
aimed at social upliftment into a single ‘ConnectU’ platform. 
The platform provides Vodacom customers with free access 
to various essential services including job portals, educational 
content, health and wellness information, and access to select 
government sites such as Home Affairs, ambulance services, 
education sites and government communication services. We 
also expanded our zero-rated offering to all schools, universities 
and T-Vet colleges across the country, and provided free access 
to Facebook Flex, the low-data alternative to Facebook.

I believe these commitments, as part of our Social Contract, will 
go a long way in assisting customers in these tough economic 
times and driving digital inclusion for all.
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transparency. Our Shake-Up Summer 
campaign launched in October 2019 in 
South Africa has been particularly successful, 
delivering results significantly ahead of 
targets. Vodacom ended the year leading in 
customer net promoter score (NPS) in South 
Africa, Tanzania and the DRC, second in 
Lesotho and third in Mozambique. 

Segmented propositions2
In South Africa, the increased use of Big Data 
and analytics has enabled us to develop 
a more informed understanding of our 
customer preferences, and offer personalised 
propositions across four key market segments: 
youth, mass, high value and home. Across  
our various propositions, we delivered a good 
performance in monetising mobile data and 
accelerating data growth, adding 1.9 million 
new data customers to a total of 21.9 million, 
and increasing the number of smartphone 
users by 11.8%. Only 53% of our customers  
in South Africa use data and only 43% use 
smartphones, which reflects the opportunity  
to accelerate data growth even further. In 
our international operations, the same 
opportunity to accelerate data growth exists, 
with only 52% of the customer base using 
data. The increase in the drivers of data growth 
gives us confidence that we will continue to 
see elasticity to compensate for the pricing 
transformation initiatives agreed with the 
Competition Commission and implemented 
from 1 April 2020. Enterprise service revenue 
was up 6.7% to R14.3 billion, driven by strong 
performance in roaming revenues and revenue 
growth in IoT (38.5%) and fixed-line (8.5%), 
partially offset by a decline in mobile  
customer revenue. Our IoT.nxt acquisition was 
successfully integrated within our IoT business 
by mid-year, achieving Vodafone-wide 
recognition for its leading industry-specific 
solutions. Mezzanine, an incubated IoT 
subsidiary, continued to yield solid returns, 
offering exciting growth potential across Africa 
in agriculture and healthcare solutions. We 
strengthened our partnership with Amazon 
Web Services (AWS), deepening our expertise 
and capabilities, and securing coveted AWS 
Platinum Partner status. We improved our fibre 
rollout in the second half of the year, more 
than doubling the total number of homes 
connected to 61 427, with owned fibre passing 
109 536 homes and businesses.

Financial services3
As part of our strategy to build diverse and 
sustainable revenue streams, our efforts to 
introduce ‘one more service’ to customers 
continued to gain momentum, with the most 
significant growth coming from our financial 
services offerings. We now offer financial 

services to 53 million customers generating 
revenue in excess of R18 billion, including 
Safaricom. In South Africa, revenue from 
financial services was up 21.5% to 
R2.0 billion, with 13.6 million customers now 
using a financial services product, reflecting 
the success of Airtime Advance, insurance 
and VodaPay services. Within the payment 
space, we launched our VodaPay application, 
offering direct airtime purchases and 
electricity payments, with more to follow 
soon. We have also expanded our lending 
services to the first phase for SME lending, 
added new offerings in insurance products, 
and our own POS and payment gateway. In 
our International markets, M-Pesa continues 
to deliver significant societal and financial 
value. This year, M-Pesa revenue from 
Vodacom International markets grew 
29.8% to R4.0 billion, representing 18.3% of 
international service revenue, while customer 
growth was 9.2% to 14.7 million active 
customers. Safaricom M-Pesa customer 
numbers in Kenya were up 10% to 24.9 million 
and M-Pesa revenue went up 12.6% to 
R12.2 billion, representing 33.6% of service 
revenue. A significant development was the 
successful incorporation of our M-Pesa joint 
venture with Safaricom that positions us to 
accelerate investment in M-Pesa, enabling 
a range of mobile financial services and 
payments use-cases for consumers, agents 
and merchants. This will include the rollout 
of our nano-lending platform, used by over 
17 million customers in Kenya and Tanzania. 
This year we added new services across all 
markets, including expanding our lending 
products and widening our international 
remittance partner network.

Digital content platforms4
In South Africa, our digital services business 
produced robust growth, contributing 
R1.5 billion in revenue on the back of 
increasing purchases of content through 
our charge to bill service, our video on 
demand offering and our music, gaming, 
sport and other content services. In the last 
six months, we have focused on growing our 
customer base for digital consumer services 
in our International markets, developing 
various new digital offerings in video, music, 
gaming, sport and charge to bill offerings. 
Relative to our peers, we have performed 
particularly well in our digital content 
offerings, and we have some exciting growth 
potential off the back of some imminent new 
partnerships. While we anticipate increased 
competition in our markets from some of the 
large global content providers, we believe we 
have a very strong differentiated proposition. 
An uncertainty in the year ahead will be the 
impact of COVID-19 on discretionary spend 
on digital content.

Delivering on our strategic ambitions
Our pleasing performance this year reflects 
the effective execution of our strategy, 
building on our systems of advantage across 
each of our seven strategic focus areas.

Best customer experience1
We made valuable progress in enhancing the 
customer experience, underpinned by our 
data pricing transformation activities in 
South Africa, and increased digitisation of 
customer engagement across our markets. 
In South Africa, we implemented various 
initiatives to reduce data prices and increase 
access to free data services, which will result 
in R2.7 billion in savings for customers. Our 
significant reduction in prices of 30-day 
bundles and out-of-bundle data rate by more 
than 50%, announced in the first quarter, led 
to a 66.0% increase in data traffic over the 
year and significantly improved customer 
experience. While it is still early days, we 
anticipate that the trend of increased data 
usage will continue following the reduction 
in 30-day data bundle tariffs of up to 40% 
from 1 April 2020. There were pleasing 
developments this year in digitising the 
customer experience: the number of active 
monthly users on the MyVodacom App 
increased by 45%, with a 102% increase in 
data bundle purchases; we deployed our 
customer service chat-bot (TOBi) in the SMS, 
web, app and WhatsApp channels in South 
Africa; and as a first for telcos in South Africa, 
we provided customers with a detailed 
breakdown of their data usage increasing 
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R90.7 billion 
Group revenue
	4.8% 

R73.4 billion 
Group service revenue
	5.0% 
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Best technology5
We invested R13.2 billion in infrastructure this 
year, improving the overall customer 
experience across our markets with network 
modernisation and capacity upgrade 
initiatives. Major investment programmes 
include expanding our 2G, 3G and 4G network 
coverage across all our markets, and 
expanding 5G services in Lesotho. A 
significant milestone this year was the 
accelerated rollout of 4G in all our markets 
and the continued progress in enhancing 
connectivity in many previously unconnected 
rural communities. In South Africa, our 
network population coverage now extends to 
over 99.7% for 3G users, approximately 99% 
for urban coverage 4G users, and 82.9% for 
rural coverage 4G users. After being the first 
network to launch commercially in Africa last 
year through Vodacom Lesotho, 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. 
Unfortunately, national load-shedding and 
tower vandalism in South Africa remained a 
challenge during the year, negatively 
impacting network availability. We are 
mitigating the impact by investing in new 
batteries and standby power solutions, as well 
as implementing high- security shelters to 
reduce battery theft and damage. We 
delivered substantial cost savings through 
our Technology Efficiency Programme, 
including through digital technologies for 
smart planning, smart deployment and smart 
operations. Our IT investment focused on 
deepening our digital IT capabilities and 
scalable platform business.

Digital organisation  
and culture6

As part of our drive to be a purpose-led 
organisation, in January this year we 
launched a new culture programme, the 
Spirit of Vodacom, aimed at embedding a 
customer-centric, purpose-led culture that 
drives innovation and partnership. We 
maintained our focus on embedding Agile 
structures, principles and tools across our 
South African operation, and commenced 
the Agile journey across all our international 
businesses, introducing the online Agile 
courses on Vodafone University to all our 
markets. In seeking to create a culture of 
continuous listening, we replaced our annual 
employee engagement survey with more 
frequent pulse surveys, enabling more 
frequent employee feedback on core 
strategic and business objectives. We have 
also introduced a series of CEO ‘fireside 

chats’ in which employees across all our 
markets have an opportunity to engage with 
me in an open question and answer session 
every two months. As a result of COVID-19, 
with most of our staff working from home, 
the ‘fireside chats’ now take place weekly in 
order to keep staff informed and to share 
views and concerns. Ensuring an inclusive 
culture that embraces all diversities – 
including on race, gender, age, sexual 
orientation and disability – remains a top 
priority, and we have made some generally 
pleasing progress on this issue. In our 
South African operations, at year end black 
representation in the workforce was 77.3%, 
with 60.6% at senior management level and 
61.5% at Executive Committee level. Women 
account for 34.2% at senior management 
level against our target of 36%.

Our brand and reputation7
We placed a strengthened focus this year on 
our commitment to be a purpose-led 
organisation guided by an explicit Social 
Contract – to promote a duty of care to our 
customers, ensure fairness and inclusivity, 
and maintain a reputation for responsible 
leadership and innovation. Vodacom’s 
purpose is to ‘connect for a better future.’ It is 
our ambition to improve the lives of the next 
100 million customers and halve our 
environmental impact by 2025, through three 
focus areas: digital society, inclusion for all, 
and planet. We have made valuable progress 
this year in each of these areas. By extending 
networks to rural areas, facilitating access to 
smartphones, and providing low-cost price 
packages and digital solutions, we are helping 
to bridge the digital divide. This has been 
strengthened by numerous initiatives aimed 
at alleviating poverty and inequality, including 
through our various digital solutions across 
our markets in education, financial inclusion, 
small scale agriculture, health, and the 
empowerment of women and youth. We 
continued to invest in climate-smart, 
energy-efficient networks and solutions, 
developing water-wise practices, and 
minimising e-waste across our value chain.

Outlook
There is significant uncertainty ahead 
regarding the impact of COVID-19 globally, 
regionally, locally. Whatever happens, we 
anticipate sustained pressure on consumer 
spend, ongoing challenges in our distribution 
channels and supply chain, and potentially 
profound disruption in the communities and 
economies in which we operate. Our 
immediate priorities are to protect the 
well-being of our employees and contractors, 
and to ensure the resilience of our 
connectivity services, which are critical in 

enabling individuals, communities, 
businesses and governments to operate. 
Through numerous public and private sector 
partnerships across our footprint, Vodacom 
will be supporting governments in 
minimising the impact of the pandemic, 
aided by the welcomed temporary 
assignment of spectrum in various markets. 
Our assistance to governments includes the 
zero-rating of educational and healthcare 
websites, the discounting of data for 
educational institutions, partnering on 
healthcare messaging, providing free 
allocation of data and airtime to healthcare 
workers, providing various digital health 
solutions through Mezzanine, and assisting 
governments in acquiring insights based on 
large anonymised data sets using our 
geodata tracking and Big Data capabilities.

Fortunately, the strength of our balance 
sheet allows us to lead our business through 
the anticipated economic downturn. We have 
low gearing of 0.7 times net debt (excluding 
leases) to EBITDA-aL and limited debt 
repayments in the short term, with sufficient 
facilities to maintain liquidity. With 90% of 
our debt rand-based, this has limited our 
foreign currency exposure. We are continuing 
to monitor events and have prepared for 
various scenarios.

Over the longer term, we will continue to 
drive our ambitions in our digital 
transformation journey, as we transition from 
a traditional telco to a fully-fledged digital 
technology services company. We are 
developing some exciting new partnerships 
that build on our systems of advantage and 
enable us to continue to develop innovative 
products and services that meet the specific 
needs and demands of our customers.

In closing, I would like to thank the Board 
and Executive Committee members for their 
support over the past financial year, and 
Vodacom’s employees across the Group for 
their contribution to our strong performance.  
I would also like to pay tribute to my 
colleague, Bob Collymore, long-standing 
CEO of Safaricom, who sadly passed away 
this year. Bob was a visionary business leader, 
who taught us all a lot about the value of 
understanding and being responsive to the 
needs of our broader communities.

In this time of uncertainty, delivering on our 
purpose of ‘connecting for a better future’ 
has never been more critical. I am confident 
that we will rise to the challenge.

Shameel Aziz Joosub 
Chief Executive Officer 
2 June 2020 
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