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How we 
create value
Our value chain 
activities 

We secure access to 
spectrum, invest in mobile 
and fixed networks and 
information technology, 
develop and distribute a  
wide range of 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, used to reinvest in 
the resources and relationships (the 
six capitals) that we rely on to do 
business and to deliver on our core 
purpose: connecting for a better 
future. A review of our use of, and 
impact on, the six capitals is provided 
on page 14.

Spectrum, network and IT infrastructure 
Most of our communication services depend ultimately on having access 
to spectrum. We strive to secure this access at a competitive price 
through proactive engagement with government and regulators. Our 

Vision 2025 strategy leads us to build on our substantial investment in network 
infrastructure and to expand into fixed broadband assets (cable and fibre). We are also 
investing in IT services, Big Data and analytics, digital services, fintech, customer 
relationship capability, billing, and online resources. We leverage our advanced IT 
infrastructure to become agile and smarter in deploying products and services, and to 
ensure exceptional customer care. We are increasingly using IoT in our network 
infrastructure to deliver significant energy efficiency and cost savings.

Procurement activities 
To manage our vast 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 black economic 
empowerment (BEE) in South Africa. 

Product and service development 
We are continually developing new products, services and pricing 
models, informed by our segmented customer approach that caters 
for each customer’s needs, and behaviours in both the consumer 

and enterprise markets. Our products and services are evolving into new streams 
including IoT and financial and digital services. 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.

Customer service 
Providing the best customer experience is a strategic priority and an 
essential 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, omni-channel, digital customer experience.

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 inclusive and environmentally responsible 

socioeconomic transformation. We communicate our service offerings and maintain 
our brand presence through our marketing and brand strategy. 

Sales and distribution 
Our many robust sales and distribution channels, as well as our after 
sales value chain, has positioned us as market leaders. Our traditional 
distribution channels have evolved and include many digital channels 

including online, USSD and the MyVodacom App. We also provide essential 
opportunities for SMEs and informal traders. 
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Key revenue differentiators
•  Consistent investment in infrastructure, resulting in being rated first or second in network 

quality in all our countries of operation. 
•  Industry-leading customer value management systems, people and processes. 
•  A diverse and widespread distribution network across all our activities. 
•  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 our relationship with Vodafone, driving global best practice in performance. 

Our revenue Most of our revenue 
comes from selling mobile data, voice, financial 
services, fibre 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 recent continuing 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 attractive 
digital content offerings and services. Our Vision 
2025 strategy aims to diversify these revenue 
streams further in key verticals such as financial 
services, IoT, digital content, cloud, and security.

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 an influential 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 steady 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 
pre-Safaricom headline earnings plus flow-through 
of Safaricom cash dividend (net of withholding tax). 

Despite the current strong 
focus on driving affordability and 
accessibility of voice and data 
services through our pricing 
transformation strategy, we see 
significant opportunity for 
sustained revenue growth – by 
protecting and growing our 
traditional services of voice, data 
and messaging across our core 
markets, and, more significantly, 
by driving new digitally based 
verticals including financial 
services, entertainment platforms, 
Internet of Things, Cloud and 
hosting solutions for business 
and fibre, building on our existing 
well-established differentiators:
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Our profit 
formula

Key cost differentiators
•  Leveraging global best practice on cost optimisation, benefiting from and sharing best 

practice with Vodafone.  
•  Ability to optimise costs through our leading use of RPA, Big Data and AI. 
•  Benefiting from the global purchasing power of Vodafone Procurement Company.  
•  Consistent investment in our 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.  

20202019

Group service revenue composition
 2020 2019
 Consumer contract service revenue 19.4% 19.4%
 Consumer prepaid service revenue 57.6% 57.7%
 Enterprise service revenue 23.0% 22.9%

+5.0% increase in service revenue

20202019

Group service revenue composition
 2020 2019
 Consumer contract service revenue 19.4% 19.4%
 Consumer prepaid service revenue 57.6% 57.7%
 Enterprise service revenue 23.0% 22.9%

+5.0% increase in service revenue

We generate financial profit by investing in our fixed and mobile networks to attract 
Consumer and Enterprise customers with compelling voice, data, messaging, 
financial and digital products and related services. 
Our competitive differentiation lies in the quality of our network and infrastructure, the nature and extent of 
our product and service offerings, our strong distribution channels in each market, our regional footprint, 
our proven ability to manage our cost base, and the strength of the relationships we have with key 
stakeholders, enhanced by a globally recognised brand.
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20202019

Group total expenses composition
 2020 2019
 Direct expenses 62% 62%
 Other opex 23% 24%
 Staff expenses 12% 11%
 Publicity expenses 3% 3%

+0.7% increase in total expenses

20202019

Group total expenses composition
 2020 2019
 Direct expenses 62% 62%
 Other opex 23% 24%
 Staff expenses 12% 11%
 Publicity expenses 3% 3%

+0.7% increase in total expenses

   
The global shift to digital is presenting 
significant market opportunities for 
telcos globally.

   
We are globally recognised for our 
leadership in providing mobile financial 
services and innovative digital services 
in an emerging market context.

   
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. 

   
We have a demonstrated capacity to 
embrace Big Data and machine learning 
to drive revenue growth.
•  Our ownership in IoT.nxt positions the 

Group for strong growth opportunities 
within this space.

•  The significant partnerships that 
we have signed with AWS and other 
professional organisations, will enable 
us to develop solutions based 
opportunities for our Enterprise clients.

We are increasingly diversifying the Group, 
both in terms of geographical diversification 
from South Africa and contribution from 
new digital revenue streams.



14

Our business model  
continued

How we sustain value
Investing in the resources and relationships (six capitals) impacting value 

Key inputs (2020) Activities to sustain value Outcomes of our activities (2020)

People,  
culture and 
governance 
(Human and intellectual 
capital)

7 641 employees  
(2019: 7 746) 
	1.4% 
•  Experienced and diverse executive team and 

strong Board

•  An agile, performance-based, purpose-led 
company culture 

• Robust governance systems

•  Service providers delivering on agreed terms

•  Competitive remuneration and personal development 
opportunities; 

•  R430.3 million (2019: R544 million) invested in 
employee training and leadership development, 
including upskilling employees for digital 
transformation across all our markets;

•  Agile business processes across business units;
• Sustained focus on diversity; and 
•  Continued commitment to building our reputation  

as a quality employer.

Maintained employee motivation, skills and diversity through 

   R6.4 billion invested in wages and benefits
  76.5% black and 34.4% female representation in senior 

management in South Africa

Evidence of staff satisfaction:
  Top employer in all markets, and leader in ICT/telecoms sector
  7% voluntary staff turnover (2019: 8%)

Mixed safety and good health performance
  Two work-related fatalities (2019: 1)
   Lost-time injury frequency rate 0.07 (2019: 0.07)
 Rapid proactive COVID-19 response
  Strong progress on staff well-being 

Investing in attracting, retaining and developing the best 
talent is one of the most significant costs to our business, 
impacting short-term financial capital, but generating 
longer-term returns in all capital stocks. Our commitment to 
driving a digital company, and effectively harnessing the role 
of AI and Big Data, may result in pressure on some existing 
traditional job functions, but raise new opportunities in new 
roles. Balancing efficiency gains (improved financial capital) 
against the human and social costs of job cuts is a persistent 
potential trade-off.

Quality 
relationships 
with key 
stakeholders 
(Social and relationship 
capital)

115.5 million customers1  
(2019: 109.6 million) 
	5.4% 
• Constructive engagement with regulators 

• Investor confidence

• Positive supplier relationship

• Trusted brand and reputation

•  Continued investment in ensuring network and IT 
quality, strong positive customer experience, and 
segmented products and services;

•  Engaged actively with regulators, pursuing full 
compliance and driving a societal contribution; 

•  Regular investor communication; 
•  Delivering societal value through connectivity and 

digital services in areas such as inclusive finance, 
education, health and agriculture; and

•  Strong governance processes. 

Positive customer relations 

   Leader in customer net promoter score in three of five markets 

 Increase in customers across markets

  Some customer issues remain (pg 29)

Generally positive government relations, aided for example by
 R20.4 billion total cash contribution to public finances

  Enabled financial inclusion through 39.6 million M-Pesa 
customers

Maintaining quality relationships across all stakeholders may require 
trade-offs in certain relationships as we balance sometimes 
competing stakeholder interests. Investing in social capital often 
requires short- and medium-term financial capital inputs, but 
generally generates positive returns across most capitals over the 
longer term.

Network  
and IT 
infrastructure
(Manufactured capital)

22 183 base stations  
(2019: 21 432) 
	3.5% 
•  Self-provided fibre and microwave connections: 

South Africa 96.1% (2019: 94.0%)  
International 92.0% (2019: 91.5%) 

•  Investment in network R13.2 billion  
(2019: R13.0 billion)  1.5%

•  Maintaining our network and IT leadership through 
targeted capital investment; 

•  Enabling 2G, 3G and LTE/4G on the same network 
equipment through radio access network modernisation 
programmes; 

•  Further developing systems and processes to enable  
Big Data analytics; and

•  Investing in digital and financial services platforms to 
accelerate growth in this space.

Positive results in most areas 

  790 new 2G sites 

  845 new 3G sites 

 2 307 new 4G sites.

 109 536 fibre end points passed  

 Smarter deployment through use of Big Data. 

  Rated first for network quality in one of five markets in  
network NPS

Investing in building and maintaining our infrastructure requires 
significant financial capital and appropriate levels of human and 
intellectual capital, as well as certain natural capital inputs and 
outcomes. An extensive network is a key basis for bridging the digital 
divide and sharing the substantial social benefits of digital 
connectivity. As a purpose-led organisation, we have committed to 
reducing the environmental impacts associated with our network 
infrastructure and services. An important trade-off is balancing 
customer and regulatory calls for reduced data prices with the ability 
to generate the financial capital needed for network investment.

Financial 
capital 

R215 billion market capitalisation 
	5.0% 
•  0.9 times net debt to EBITDA ratio, and 0.7 

net debt to EBITDA-aL ratio (excluding leases)

R16.3 billion free cash flow 
	9.5% 

R884 million interest earned
	40.3% 

• Diversifying revenue growth areas; 
• Utilising smart capital expenditure deployments;
•  Maintaining strong corporate governance structures and 

finance team; 
•  Realising benefits of purchasing power on network 

equipment, devices and operational expenditure through 
Vodafone Procurement Company; and

•  Leading in the application of Big Data and AI to increase 
revenues and optimise costs.

Positive investor relations 

   Revenue up 4.8% to R90.7 billion 

 EBITDA up 11.6% to R37.6 billion 

  Cash generated from operations: R39.3 billion

  R4.7 billion paid to debt funders in interest

 Total dividend per share declared: 845 cents

 Headline earnings per share: 945 cents 

There is an important trade-off between short-term and long-term 
investment associated with financial capital. It is important to balance 
the interest of short-term benefits with those of long-term sustainable 
growth objectives. While both are important for different stakeholders at 
different times, it is a key focus in our strategic decision-making process.

Natural 
resources
(Natural capital)

•  Radio spectrum (700, 800, 900, 1 800, 2 100, 
2 600, 3 500 MHz bands). 

607.7 GWh electricity 

256 304 kl water used 

19 million litres fuel

•  Strong focus on energy efficiency of our network;
•  Identify opportunities to use IoT to promote resource 

efficiency through smart metering; and
•  Recycling handsets and reusing network equipment.

Positive environmental outcomes 

  19 260 GJ** energy saved at our buildings in South Africa

 977 tonnes of e-waste recycled in the Group

  950 solar-operated sites

 610 914 tonne of CO2 emissions (Scope 1, 2)  8% 

Using and impacting natural resources – which also sometimes 
negatively affect human and social capital – is a key trade-off for 
generating value across the other capitals. As part of being a 
purpose-led company we are committed to minimising the 
environmental impacts of our operations and activities, and to 
realising the significant potential for digital products and services to 
deliver positive environmental outcomes.

18

36

46

44

	1.5% 

	1.5% 

	3.7% 

1. Including Safaricom at 100%.

40
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Key inputs (2020) Activities to sustain value Outcomes of our activities (2020)

People,  
culture and 
governance 
(Human and intellectual 
capital)

7 641 employees  
(2019: 7 746) 
	1.4% 
•  Experienced and diverse executive team and 

strong Board

•  An agile, performance-based, purpose-led 
company culture 

• Robust governance systems

•  Service providers delivering on agreed terms

•  Competitive remuneration and personal development 
opportunities; 

•  R430.3 million (2019: R544 million) invested in 
employee training and leadership development, 
including upskilling employees for digital 
transformation across all our markets;

•  Agile business processes across business units;
• Sustained focus on diversity; and 
•  Continued commitment to building our reputation  

as a quality employer.

Maintained employee motivation, skills and diversity through 

   R6.4 billion invested in wages and benefits
  76.5% black and 34.4% female representation in senior 

management in South Africa

Evidence of staff satisfaction:
  Top employer in all markets, and leader in ICT/telecoms sector
  7% voluntary staff turnover (2019: 8%)

Mixed safety and good health performance
  Two work-related fatalities (2019: 1)
   Lost-time injury frequency rate 0.07 (2019: 0.07)
 Rapid proactive COVID-19 response
  Strong progress on staff well-being 

Investing in attracting, retaining and developing the best 
talent is one of the most significant costs to our business, 
impacting short-term financial capital, but generating 
longer-term returns in all capital stocks. Our commitment to 
driving a digital company, and effectively harnessing the role 
of AI and Big Data, may result in pressure on some existing 
traditional job functions, but raise new opportunities in new 
roles. Balancing efficiency gains (improved financial capital) 
against the human and social costs of job cuts is a persistent 
potential trade-off.

Quality 
relationships 
with key 
stakeholders 
(Social and relationship 
capital)

115.5 million customers1  
(2019: 109.6 million) 
	5.4% 
• Constructive engagement with regulators 

• Investor confidence

• Positive supplier relationship

• Trusted brand and reputation

•  Continued investment in ensuring network and IT 
quality, strong positive customer experience, and 
segmented products and services;

•  Engaged actively with regulators, pursuing full 
compliance and driving a societal contribution; 

•  Regular investor communication; 
•  Delivering societal value through connectivity and 

digital services in areas such as inclusive finance, 
education, health and agriculture;

•  Strong governance processes; and
•  New BEE deal.

Positive customer relations 

   Leader in customer net promoter score in three of five markets 

 Increase in customers across markets

  Some customer issues remain (pg 29)

Generally positive government relations, aided for example by
 R20.4 billion total cash contribution to public finances

  Enabled financial inclusion through 39.6 million M-Pesa 
customers

Maintaining quality relationships across all stakeholders may require 
trade-offs in certain relationships as we balance sometimes 
competing stakeholder interests. Investing in social capital often 
requires short- and medium-term financial capital inputs, but 
generally generates positive returns across most capitals over the 
longer term.

Network  
and IT 
infrastructure
(Manufactured capital)

22 183 base stations  
(2019: 21 432) 
	3.5% 
•  Self-provided fibre and microwave connections: 

South Africa 96.1% (2019: 94.0%)  
International 92.0% (2019: 91.5%) 

•  Investment in network R13.2 billion  
(2019: R13.0 billion)  1.5%

•  Maintaining our network and IT leadership through 
targeted capital investment; 

•  Enabling 2G, 3G and LTE/4G on the same network 
equipment through radio access network modernisation 
programmes; 

•  Further developing systems and processes to enable  
Big Data analytics; and

•  Investing in digital and financial services platforms to 
accelerate growth in this space.

Positive results in most areas 

  790 new 2G sites 

  845 new 3G sites 

 2 307 new 4G sites.

 109 536 fibre end points passed  

 Smarter deployment through use of Big Data. 

  Rated first for network quality in one of five markets in  
network NPS

Investing in building and maintaining our infrastructure requires 
significant financial capital and appropriate levels of human and 
intellectual capital, as well as certain natural capital inputs and 
outcomes. An extensive network is a key basis for bridging the digital 
divide and sharing the substantial social benefits of digital 
connectivity. As a purpose-led organisation, we have committed to 
reducing the environmental impacts associated with our network 
infrastructure and services. An important trade-off is balancing 
customer and regulatory calls for reduced data prices with the ability 
to generate the financial capital needed for network investment.

Financial 
capital 

R215 billion market capitalisation 
	5.0% 
•  0.9 times net debt to EBITDA ratio, and 0.7 

net debt to EBITDA-aL ratio (excluding leases)

R16.3 billion free cash flow 
	9.5% 

R884 million interest earned
	40.3% 

• Diversifying revenue growth areas; 
• Utilising smart capital expenditure deployments;
•  Maintaining strong corporate governance structures and 

finance team; 
•  Realising benefits of purchasing power on network 

equipment, devices and operational expenditure through 
Vodafone Procurement Company; and

•  Leading in the application of Big Data and AI to increase 
revenues and optimise costs.

Positive investor relations 

   Revenue up 4.8% to R90.7 billion 

 EBITDA up 11.6% to R37.6 billion 

  Cash generated from operations: R39.3 billion

  R4.7 billion paid to debt funders in interest

 Total dividend per share declared: 845 cents

 Headline earnings per share: 945 cents 

There is an important trade-off between short-term and long-term 
investment associated with financial capital. It is important to balance 
the interest of short-term benefits with those of long-term sustainable 
growth objectives. While both are important for different stakeholders at 
different times, it is a key focus in our strategic decision-making process.

Natural 
resources
(Natural capital)

•  Radio spectrum (700, 800, 900, 1 800, 2 100, 
2 600, 3 500 MHz bands). 

607.7 GWh electricity 

256 304 kl water used 

19 million litres fuel

•  Strong focus on energy efficiency of our network;
•  Identify opportunities to use IoT to promote resource 

efficiency through smart metering; and
•  Recycling handsets and reusing network equipment.

Positive environmental outcomes 

  19 260 GJ** energy saved at our buildings in South Africa

 977 tonnes of e-waste recycled in the Group

  950 solar-operated sites

 610 914 tonne of CO2 emissions (Scope 1, 2)  8% 

Using and impacting natural resources – which also sometimes 
negatively affect human and social capital – is a key trade-off for 
generating value across the other capitals. As part of being a 
purpose-led company we are committed to minimising the 
environmental impacts of our operations and activities, and to 
realising the significant potential for digital products and services to 
deliver positive environmental outcomes.

18

36

46

44

	1.5% 

	1.5% 

	3.7% 

Trade-offs

**  Overall, energy consumption and carbon emissions have increased by 8% due to growth in operations, load-shedding and more inclusive reporting of refrigerant gas refills.




