
 

A purpose-driven response to 
COVID-19

While I have been part of the 
Vodacom Board since 2017, this  
has been a unique year to assume 
the role of Chairman. Having  
taken the helm from my esteemed 
predecessor, Jabu Moleketi, in 
July 2020, we faced unprecedented 
disruption as a business. 

COVID-19 compounded the severe 
economic challenges already 
underway in many of our markets, 
resulting in depressed economic 
growth, growing fiscal deficits and 
overwhelming social vulnerabilities. 

Saki Macozoma

Chairman’s
statement

08

I frequently reflect on how COVID-19 has forever distorted our 
concept of “normal” and caused devastating turmoil for 
communities, lives and livelihoods. Despite these challenges, 
people have remained resilient and moved outside of their 
comfort zones. I view resilience as a positive outcome of this 
pandemic and beam with pride when I think about the dedication 
shown by our Vodacom family this past year. 

The pandemic has compelled us to be mindful of the 
interconnectivity of people because every citizen has been 
impacted in some way. It has reinforced the idea of an undivided 
humanity, which requires equitable access to opportunities. As we 
enter our second year of navigating this pandemic, our purpose 
offers insight into how we can promote socio-economic recovery 
and help curb the spread of COVID-19 through the power of 
technology and connectivity. 

By leveraging the power of voice and data connectivity, and 
financial services and digital platforms, we can enhance financial 
inclusion and promote equal digital access. This purpose has 
helped Vodacom navigate the complexities of the past year, 
guiding our strategy and directing our responses. 

COVID-19 has exacerbated already existing societal challenges, 
thus increasing inequalities and mobility constraints. It has 
required us all to look beyond ourselves to see how we can serve 
others because not only are we interconnected, but our future 
depends on what we do today. We need to enhance our positive 
behaviours and embed consciousness about the finite world, 
because its sustainability of the world is currently under threat  
by the way we all live, consume, organise political policies and 
operate our businesses in general. 

As a business and a leadership team, Vodacom is committed to 
supporting our stakeholders and to address the challenges 
presented by COVID-19. We remain committed to operating 
responsibly by preserving our natural resource base and using 
technology to enable more sustainable business practices. We 
understand that the legacy we leave for future generations is 
determined by how we operate today.

Delivering on our Social Contract 
We are firmly committed to delivering on our Social Contract, which 
is aimed at enabling the delivery of broad societal value through 
enhanced customer trust, improved service offerings, and increased 
collaborations with government, regulators and other stakeholders. 

The Social Contract, and our commitment to being a purpose-led 
organisation, are informed by three guiding principles: to build 
trust with our customers , ensure fairness through digital inclusion, 
and maintain a reputation for responsible leadership in driving 
transformation to a digital society.

Vodacom has a 27-year track record of innovation and 
commitment to delivering societal value – our technology and 
communications services enable businesses and connect people 
in ways that have never been more important. As social distancing 
remains part of life to halt the spread of COVID-19, enhanced 
connections can provide a better future by improving the overall 
quality of life of our customers, promoting efficiency and 
facilitating greater social inclusion. 
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We have chosen to take a strategic and systematic approach 
aligned to our purpose of connecting society for a better future 
through the three purpose pillars, namely digital society, inclusion 
for all and the planet. Our response to the pandemic was 
implemented in two phases, with phase 1 of the six-point plan 
focused on the health crisis, while phase 2 of the plan addressed 
economic recovery. In addition to our COVID-19 response plan, 
various initiatives were introduced throughout the year as part of 
our commitment to delivering on our Social Contract. I believe 
these commitments will go a long way in assisting customers in 
these tough economic times and driving digital inclusion for all.

Our response to COVID-19 
Alongside the Vodafone Foundation, we recently announced a  
R87 million financial pledge to support the roll-out of cold-chain 
technology and provide logistics support to ensure the safe 
delivery of COVID-19 vaccines to vulnerable and hard-to-reach 
communities in South Africa, the DRC, Mozambique, Ghana and 
Tanzania. We also made a R13 million donation to Lesotho to assist 
with securing vaccines for the Basotho people. We partnered with 
AUDA-NEPAD to build digital infrastructure to manage the 
distribution of COVID-19 vaccinations across up to 55 countries, 
following successful deployments in South Africa, leveraging our 
mVacciNation platform.

Governance that supports value creation and 
preservation
The need for inclusive and ethical leadership has never been 
stronger. As a Board, we understand that our role extends beyond 
oversight. Vodacom is an important corporate citizen in the 
markets where we operate. It is critical that we ensure a strong 
culture of ethics and that good governance is embedded across 
the organisation. 

Vodacom conducted a Board evaluation in FY20. Good progress 
was made with the actions arising from this evaluation. Our next 
Board evaluation is scheduled for the fourth quarter of FY22.

This year, to support our strategic ambitions to be a leading 
technology company, we simplified our governance framework to 
allow the necessary management oversight. As a business, we 
embed all regulatory compliance into our corporate culture, 
planning, decision-making and activities. 

Following the recent expansion of our oversight responsibilities in 
Africa, and our accelerated growth ambitions on the continent, 
including financial and digital services, we have elected to split the 
South African and African operations. The Vodacom South Africa 
operating company remains a structure with its own board, and is 
led by Balesh Sharma as Managing Director. Shameel Joosub will 
operate as Group CEO, with Balesh reporting directly to him.  
We believe this will enable Shameel to focus on the broadened 
scope of South Africa, International Business and Safaricom, with 
the added responsibility of managing Vodafone Ghana and 
accelerating the growth of our financial and digital services 
offerings on the continent. Balesh will focus on the execution of 
our strategy and capturing the numerous opportunities that exist 
from both our traditional telco and our technology-focused 
company (techco) growth acceleration units. 

Changes to our directorate
I was fortunate this year to work alongside my Board colleagues  
as we focused on delivering against our mandate and ensuring we 
protect and preserve value for our stakeholders. Following my 
appointment, David Brown was appointed as lead independent 
non-executive director (NED). 

Vodacom has a self-imposed 10-year tenure for a director, and 
after 11 years of dedicated service, Jabu stepped down. On behalf 
of the Board, I extend our appreciation to Jabu Moleketi for his 
leadership, insight and commitment to both the Board and 
Vodacom, and wish him well on his future endeavours. Other 
changes to the Board included Vivek Badrinath, who resigned 
during the year. We thank Vivek for his valuable contribution.

During the year, Pierre Klotz, Clive Thomson, Khumo Shuenyane, 
Raisibe Morathi and Anne O’Leary joined the Board, adding 
immense value and insights. 

The Board comprises a carefully selected team that offers the 
necessary diversity of skills, experience and outlook to ensure 
accountability and drive strategic thinking. We were well supported 
in our oversight function by the boards in our international markets 
and subsidiaries, which bring further depth and diversity in 
ensuring good governance and oversight of the Group’s 
performance and strategic direction.

Outlook 
It is an extremely exciting time for Vodacom as we accelerate our 
transition from a traditional telco to a digital techco. We remain 
committed to building a resilient business that promotes 
digitalisation, innovation, connectivity, transformation, inclusivity, 
equality and sustainability – all of which help us strengthen our 
system of advantage. 

We covered a lot of distance in our digital transformation journey 
this past year, buoyed by exciting new partnerships formed, which 
assisted us in developing new innovative products and services to 
meet our specific customer needs and demands. Due to this 
progress, I believe we are well positioned to continue delivering 
value and supporting our stakeholders.

Appreciation 
My sincere gratitude goes to my colleagues on the Board for their 
wisdom and counsel. I would like to thank the Vodacom executive 
team and our employees for their resilience in a trying year. To all 
our stakeholders  – thank you for your unwavering support.

Saki Macozoma
Chairman

04 June 2021
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Shameel Aziz Joosub 

Now is a time for unity and an opportunity for governments, 
businesses and society to collaborate to halt the spread of the 
virus and vaccinate our people. We have partnered with 
AUDA-NEPAD to build digital infrastructure to manage the 
distribution of COVID-19 vaccines across 55 countries, 
leveraging our mVacciNation platform. More broadly, the 
power of a company lies in what can be done collectively, and 
I believe that the decisions made during this time will likely 
shape Vodacom's legacy and the lives of our stakeholders.

Responding to the COVID-19 pandemic
Our purpose and commitment to our Social Contract directed 
our response to the profound socio-economic challenges 
brought about by COVID-19. Vodacom was at the forefront of 
helping the governments in the countries where we operate 
to curb the spread of COVID-19, having swiftly responded 
through strategic partnerships with the likes of Discovery 
Health and Microsoft. We simultaneously provided support to 
societies and governments in the markets where we operate 
in order to help them cope with the pandemic and to promote 
their economic recovery.

CEO’s
statement

Guided by our purpose-led  
approach

As we reflect back on the 2021 
financial year – almost 18 months 
since the term COVID-19 became 
a part of our lexicon – the world 
has changed in innumerable 
ways. Against this backdrop and a 
still uncertain outlook, our 
purpose-led approach guided our 
response as a company and 
provides us with clear direction. 
We connect people for a better 
future and, as envisioned in our 
Social Contract, we sought 
innovative ways to support our 
stakeholders throughout the 
pandemic. Importantly, we 
believe that our purpose is 
aligned with the new normal,  
with connectivity and financial 
services acting as enablers of 
inclusion and economic growth.

R77.6 
billion

Group service revenue
up 5.8% 

R98.3 
billion

Group revenue
up 8.3% 
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As we entered the fiscal year, it was imperative that we responded 
to COVID-19 by living our purpose and supporting governments in 
the countries where we operate, as well as our communities, and 
then ensuring we created an enabling environment for people to 
work, educate and entertain from home. We focused on expanding 
our network coverage to improve resilience, accelerate support to 
governments, enhance digital accessibility and digital adoption, 
support the strategies of our customers as they adapt to the new 
normal, and promote financial inclusion. Our initiatives included 
free devices and airtime for healthcare workers; accelerating 
support to governments via donations of handsets, connectivity 
and medical equipment; making contactless payments more 
accessible through zero-rated services and expanding the M-Pesa 
ecosystem to address social distancing challenges.

We assisted governments in implementing effective response 
measures by enhancing their capacity to deliver critical services 
and ensuring that accurate information was shared timeously.  
We zero-rated over one thousand key government and other 
essential websites across our markets, thereby providing free 
access to ambulance services, home affairs, education and health 
sites and government communication services throughout the 
pandemic. In South Africa, the mVacciNation solution helped the 
National Department of Health administer vaccinations. 

Alongside the Vodafone Foundation, we announced a R87 million 
financial pledge to support the roll-out of cold-chain technology 
and provide logistics support to ensure the safe delivery of 
COVID-19 vaccines to vulnerable and hard to reach communities 
in South Africa, Tanzania, the DRC, Mozambique and Ghana. We 
also made a R13 million donation to Lesotho to assist with 
securing vaccines for the Basotho people.

We are proud to be standing shoulder to shoulder with the African 
Union and national governments to provide practical support for 
what is an enormous logistical challenge for resource-limited 
African countries with significant rural populations.

These latest initiatives are over and above the R2 billion service 
revenue impact of zero-rating P2P M-Pesa payments in our 
International markets, the R3 billion service revenue impact of 
lowering data pricing in South Africa, and the R176 million cash 
and in-kind donations made by the Vodacom and Vodafone 
Group Foundations in response to the pandemic. We believe 
these interventions were the right thing to do for our customers.

As schools closed and more people worked from home, the 
demand on network capacity and data services increased 
substantially. To address this, Vodacom invested R13.3 billion in 
network infrastructure – including R10.1 billion in South Africa 
– to expand our capacity and increase our resilience during the 
year. We continuously monitored the increased demand and 
managed congestion as traffic increased. The additional 
high-demand spectrum temporarily assigned by governments  
to ensure ongoing customer availability was effectively 
implemented. In South Africa, this additional spectrum also 
enabled us to launch 5G base stations across the country. 

In responding to the crisis, we sought innovative solutions that 
leveraged our strategic partnerships and core competencies. 
Vodacom South Africa donated R10 million towards our 

partnership with Discovery to provide citizens with access to  
an online COVID-19 healthcare platform.

Through our ConnectU platform, we provided Vodacom 
customers with free access to various online resources, including 
job portals, and educational and health content. The platform 
saw 15.5 million unique users visits during the year, with over  
20 million sessions initiated in a month – a testament to the 
success of the platform. 

We aimed to ensure SMEs – the backbone of our economy – 
survived the economic fallout of the pandemic by extending 
payment terms. In a world that required businesses to work from 
home, we stepped up to provide customised and affordable data 
packages to our SME customers. Through our VodaLend platform, 
we extended credit to more than 330 SMEs across all platforms, 
thereby supporting them in maintaining a reasonable level of 
financial viability. Furthermore, we continued to provide SMMEs 
support through our merchant lending solutions on M-Pesa. 

Implementing our strategy through our system 
of advantage 
We are transforming Vodacom from a traditional 
telecommunications company (telco) to a fully fledged digital 
technology communications company (techco). This 
transformation forms the foundation of our strategic outlook, 
Vision 2025. Our Vision 2025 strategy is guided by eight 
connected pillars that operate together and are designed to 
deliver exceptional value to our customers. We implement these 
pillars and our strategy through our system of advantage, which 
is designed to meet our customers where they are today and 
grow with them as we strive to be a strategic partner of choice 
and an integral part of their lives, homes and offices. 

As we implement our system of advantage, we will leverage our 
scale, connectivity and innovative partnerships to create more 
value for our customers and society at large. This scale is built on 
a foundation of trust with our customers, and having been in the 
business of connectivity for almost three decades now, we 
continue to strive to be a trusted brand and partner in the 
markets in which we operate.

Our strategic journey, Vision 2025, recognises that the world 
continues to change and evolve at a blistering pace. To empower 
our customers, we must look beyond our roots as a telco and 
increasingly harness the power of technology. We believe that, by 
creating an ecosystem that better serves our customers, we can 
create a unique competitive advantage.

We continually seek to create opportunities in new growth 
vectors, such as fibre, IoT and financial and digital services. 
Through our innovative digital offerings, unique behavioural 
insights and Big Data, as well as exciting new partnerships, we are 
able to develop innovative products and services that meet the 
specific needs and demands of our customers. As we grow with 
our customers, and adopt a lifestyle approach to our product 
development, we believe that we will connect them for a 
better future. 

For more information on how we performed against  
our strategy, refer to our strategic dashboard on page 42 
as well as our strategy sections, starting on page 44.



Resilient performance in a challenging context 
Considering the magnitude of challenges arising from the pandemic, 
along with the price cuts we effected in South Africa and the zero-rating 
of P2P M-Pesa transfers across most of our international markets, the 
Group delivered a strong financial performance. Group revenue increased 
by 8.3% to R98.3 billion, with service revenue up 5.8% to R77.6 billion. 
These results were supported by the recovery in our International 
portfolio in the second half of FY21 and strong growth from our prepaid 
and Vodacom Business segments, financial services and other new 
services in South Africa. Group EBITDA increased by 4.5% to R39.3 billion, 
and headline earnings per share was up 3.7% to 980 cents per share 
(cps). As a result, our final dividend per share was 825cps. 

Our International portfolio reported muted service revenue growth of 
1.6%, with a stronger second half offsetting the significant impacts of 
COVID-19 earlier in the year. This performance was characterised by 
currency volatility, increased pressure on consumer spend, free P2P 
M-Pesa transactions and the impact of service barring in Tanzania due  
to biometric registration compliance. Through M-Pesa, we process 
US$24.5 billion (R366.4 billion) a month in the fourth quarter, up 63.5% 
in transactions across our international markets, including Safaricom.  
We serve 57.7 million financial services customers, including Safaricom, 
which generated revenue of R19.3 billion in FY21. Our strategic 
investment in Safaricom accounted for close to 13% of our operating 
profit in FY21. Safaricom’s local currency results reflected the impact 
of depressed economic activity and free P2P M-Pesa transfers due to 
COVID-19. Safaricom’s commitment to its strategic goals supported 
strong platform growth for M-Pesa and higher connectivity usage. This 
supported a notable recovery in service revenue growth with fourth-
quarter growth at 6.4%.

In South Africa, despite economic disruption and the substantial  
data price cuts in April 2020, we reported strong revenue growth  
of 10.3% to R76.7 billion, with service revenue growth of 7.0% to  
R56.4 billion. This is on the back of increased data usage, the highly 
successful Shake-Up Summer campaign and demand for financial 
services. Combined, these helped offset several initiatives aimed at 
delivering greater value to our customers. Some of these initiatives 
include reducing data tarrifs by up to 40%, and launching VodaBucks, 
our behavioural loyalty programme in April 2020.

For more information on our segment performance 
refer to page 88. 

In addition to our ongoing COVID-19 response efforts and our 
investment into our network to accommodate rapid shifts in customer 
behaviour, we support the swift proceeding of the Independent 
Communications Authority of South Africa’s (ICASA) high-demand 
spectrum (HDS) auction. We believe that awarding high-demand 
spectrum is critical to reducing input costs and, by extension, the cost 
of data. Assigning additional spectrum is crucial to expanding 
broadband services and promoting digital inclusion in South Africa. 
As such, further delays to the auction process could negatively impact 
South African consumers.

We remain focused on entrenching Vodacom as a leading pan-African 
technology company through our investments into fibre, IoT and 
financial, digital and lifestyle services, as these increasingly provide 
opportunities to enhance our relationships with the 123.7 million 
customers we serve across our footprint. In particular, we are excited 
about the growth of financial services in South Africa, as well as our 
partnership with Alipay and the imminent launch of our single lifestyle 
app, VodaPay, in South Africa. Our super-app will offer services ranging 
from loans and savings, seamless QR and person-to-person payments, 
to entertainment and personalised shopping experiences, promoting 
greater financial inclusion. We see this super-app as a precursor to 
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M-Pesa’s evolution, supporting accelerated growth across our 
financial services’ businesses and assisting us in connecting the 
next 100 million African customers so that no one is left behind. 
We are equally excited by the opportunity presented by processing 
merchants payments through our platform payment gateways, 
point of sale (POS) and the merchant lending and trading 
platforms.

Creating a better future for all 
I believe we have an important role to play in creating and enabling 
a better digital future for all. Vodacom strongly believes that 
improved connectivity is a powerful tool for achieving 
socio-economic development and promoting sustainable growth. 
Through the Vodacom Foundation, we continue to leverage our 
technology solutions to address societal challenges. This year,  
we invested R157 million in enhancing access to education and 
supporting the fight against gender-based violence (GBV).

As part of our focus on preventing GBV, the Vodacom Foundation 
launched the zero-rated Bright Sky education and resource mobile 
app that provides support and information for anyone who may  
be in an abusive relationship or those concerned about someone 
they know. We also invested R4.5 million in digital skills training  
for GBV survivors in South Africa.

We continue to leverage our technology to help bridge the digital 
divide and promote education to prepare the next generation  
for a digital society. The Vodacom e-School platform proved to  
be an invaluable resource for learners studying at home during 
COVID-19. User registrations increased tenfold, with over 
1.25 million registered users on the platform.

Our commitment to building an inclusive society is embodied in 
our transformation performance in South Africa. This year, we 
retained our Level 1 score in terms of BBBEE, the highest score 
available, and also a testament to our investment in enterprise 
development, preferential procurement, skills development and 
employee diversity.

We take great pride in being recognised by Sustainalytics for our 
efforts to drive digital and financial inclusion while reducing our 
carbon footprint. In September 2020, the agency ranked Vodacom 
second out of almost 200 companies in its Telecommunications 
Service industry grouping and in the top 5% of its Global Universe 
of 13 000 companies. We also maintained our AAA rating from 
MSCI. As a further commitment to our purpose and integrating 
environmental, social and governance (ESG) considerations across 
our business, we started integrating ESG measures into our 
long-term incentives from June 2020. 

On 26 April 2021, Vodacom participated as a minority investor in  
a consortium, controlled by Safaricom, bidding for a mobile 
telecommunication licence in the Federal Democratic Republic of 
Ethiopia. In May, the Government of the Federal Democratic Republic 
of Ethiopia, through the Ethiopian Communications Authority (ECA) 
confirmed that our consortium’s bid was successful. We were 
delighted with this outcome, and are focused on building a 
world-class network in Ethiopia to support the country's digital 
transformation and positively enhance the lives of its citizens.

Our employees – the Spirit of Vodacom
Our employees are the driving force of our strategic objectives,  
and maintaining a safe working environment is one of Vodacom’s 
fundamental responsibilities. Sadly, I have to report one fatality 
during the year, when a cyclist tragically lost his life in Mozambique 
when a Vodacom contractor collided with him. The incident was 
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investigated and, to mitigate against any future occurrence, we will 
align and enhance driver behaviour monitoring systems through 
various interventions. Safaricom will also draft a zero-harm plan to 
drive a safety culture throughout their business.

Through our Spirit of Vodacom initiatives, we continue to instil the 
culture needed to realise our business strategy, create a better 
future for customers, encourage collaboration, and enable 
innovation to help us fulfil our Social Contract. To truly infuse our 
Spirit across the Group, we created Big Conversation moments 
where all employees could learn, discuss and connect to bring life 
to our purpose and strategy. A total of 4 000 employees 
participated in Big Conversation initiatives across our markets.

Vodacom supports employee training and development and 
encourages employees to acquire the capabilities, commitment 
and enthusiasm to achieve business goals. Vodacom South Africa 
invested R472 million in continuous skills development – this 
included R317 million invested in black employees, of which 
R141 million was invested in black women. As part of our vision 
of transitioning from a traditional telco to a techco, we understand 
the importance of reskilling and repurposing our current 
employees. We therefore, launched the #1MoreSkill strategy to 
drive reskilling and upskilling across the organisation to give every 
employee the opportunity to grow into new targeted roles that 
support our strategic direction. 

My appreciation and closing
We are positive that we can combat the many unforeseen impacts 
of COVID-19. As we await the roll-out of the vaccine campaign, we 
will continue positioning the business to weather the anticipated 
headwinds. We know that our role as a company is critical to 
supporting a more resilient and inclusive future. Our immediate 
priorities remain to protect the well-being of our employees and 
contractors and ensuring the resilience of our services, which are 
critical in enabling individuals, communities, businesses and 
governments to operate, and to provide support to governments 
to assist with vaccine roll-out and economic recovery.

We have revised the Group Executive Committee to provide a 
functional Group structure that will enable us to accelerate our 
growth ambitions of being a leading techco in Africa. I welcome 
the following colleagues to the Group executive team:

• Raisibe Morathi: Group Chief Financial Officer (CFO);
• Peter Ndegwa: CEO of Safaricom;
• Balesh Sharma: Managing Director: Vodacom South Africa;
• Dejan Kastelic: Chief Technology Officer; and
•  Puso Manthata: Chief Officer Strategy  and New Business 

Development.

My sincere thanks go out to our employees worldwide, the 
executive team and the Board for their collective contribution.  
To our business partners, shareholders and other stakeholders – 
thank you for your ongoing support. 

For almost three decades, our products and services have helped 
to positively transform the lives of millions of people. In this time 
of uncertainty, delivering on our purpose has never been more 
critical. Looking ahead, we will continue to provide affordable 
internet access for the next 100 million people in our markets as 
we connect for a better future.

Shameel Aziz Joosub
Chief Executive Officer 

04 June 2021
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To be the leading 
technology 

communications 
company in Africa

Connecting for a 
better future

One of the world’s 
greatest places to 

work

Our business thrives because of our clear purpose,  
vision, operating model and strategy.

Our sustainability report includes 
more information on why we exist.

Why we exist

Refer to Vision 2025 for detailed information 
about where and who we want to be.

Our purpose

Our vision

Inclusion  
for all
A digital future that 
is accessible to all

Planet
Reducing our 
environmental impact

Digital society
Connecting people and 
things to the internet

Where and who 
we want to be

We connect for a better future

What differentiates us
What we do today affects the future of our people and our planet. Our Social 

Contract informs all our interactions with customers and society, ensuring that our 
business centres around what we can do now to achieve our purpose.

Our mobile networks cover 
296 million people (including 

Safaricom at 100%).

We offer business-managed services to 
enterprises in 48 countries

through Vodacom Business Africa (VBA).

We have 123.7 million 
customers across Africa 

(including Safaricom).

Vodacom is a leading African connectivity and financial services company strongly underpinned by purpose and spirit. 
The Group, including Safaricom, serves 123.7 million customers across consumer and enterprise segments. We offer a 

wide range of services, including telecommunication, information technology (IT), digital, IoT and financial services.  

Since 1994, we have expanded our mobile network footprint from our roots in South Africa to Tanzania, the 
Democratic Republic of the Congo (DRC), Mozambique, Lesotho and Kenya. Vodafone Group Plc (Vodafone) – one 

of the world’s largest communications companies in terms of revenue – has a 60.5% shareholding in Vodacom. 

Who we are

To provide affordable access to the internet for the next 
100 million people in our markets, and to continue to 
foster deeper engagements to meet the needs of our 
existing customers
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Our system of advantage

How we operate

For more detail on our strategic pillars, 
refer to pages 44 to 79.

Best customer experience 
We provide a seamless, frictionless, 
personalised digital experience for 
our customers. 

Best technology 
We aim to be the leading telecommunication 
company (telco) in all markets through the 
best network and IT excellence, with digital at 
the core.

Digital organisation and culture 
We build an organisation of the future where 
digital is first for all employees, underpinned 
by innovation, agility and new skills.

Our brand and reputation 
We aspire to be a purpose-led organisation, 
connecting for a better future, by enabling a 
digital society, inclusive for all, with the least 
environmental impact.

Segmented propositions 
We develop a deep insight of our customers’ 
needs, wants and behaviours, and provide 
propositions to lead in chosen segments.

Financial services 
We scale our financial services offerings to 
empower the lives of our customers through 
financial inclusion.

Digital content platforms 
We grow into new verticals of digital services 
to better serve our customers and create 
value.

Enterprise digitalisation 
We partner with enterprises to accelerate 
their growth and transform their businesses 
through digital technology and IoT.

The Spirit of Vodacom

Earn 
customer 
loyalty

Create the 
future

Experiment, 
learn fast

Get it 
done 
together

What we need to do
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Revenue (million)

2021 2020

South Africa (R) 76 737 69 593 
DRC (US$) 509 513
Tanzania (TZS)  974 391 1 032 667 
Mozambique (MZN) 25 462 24 601
Lesotho (LSL) 1 209 1 377 
Safaricom (KES)8 264 027 262 558

Vodacom Business 
International provides 
enterprise business 
managed services: 

 Algeria
 Angola
 Benin
 Botswana
 Burkina Faso
 Burundi
 Cabo Verde
 Cameroon
  Central African 
Republic (CAR)

 Chad
 Côte d’Ivoire 
 DRC
 Djibouti
 Egypt
 Equatorial Guinea
 Ethiopia
 Gabon
 Gambia
 Ghana
 Guinea
 Kenya
 Lesotho
 Liberia
 Libya
 Madagascar
 Malawi
 Mali
 Mauritania
 Mauritius
 Morocco
 Mozambique
 Namibia
 Niger
 Nigeria
 Republic of Congo
 Rwanda
 Senegal
 Sierra Leone
 Seychelles
 South Africa
 South Sudan
 eSwatini
 Tanzania
 Togo
 Tunisia
 Uganda
 Zambia
 Zimbabwe

Notes:
1.   Vodacom owns 87.5% of Vodafone Kenya Limited, which holds 39.93% of Safaricom Plc, giving Vodacom an effective holding of 34.94% in 

Safaricom.
2. The Bureau for Economic Research for SA and Fitch Solutions for all other countries (extraction date: 30 April 2021).
3.  Total average revenue per user (ARPU) is calculated by dividing the average monthly service revenue by the average monthly customers during 

the period.
4. Total ARPU is calculated by dividing the average total service revenue by the average monthly customers during the period.
5. 2026 (Wimax licence), 2028 (2G licence), 2032 (3G licence), 2038 (4G licence).
6. 2022 (3G licence), 2024 (2G licence) and 2026 (4G licence).
7.  Formal points of presence include Vodacom-owned and franchised shops, service providers and private outlets, retailers who purchase directly 

from Vodacom, M-Pesa agents and ATMs. Informal points of presence include super dealers, territory and data dealers, street vendors/freelancers, 
informal resellers and virtual top-ups.

8.  The Group’s effective interest of 34.94% in Safaricom Plc is accounted for as an investment in associate. Results represent 100% of Safaricom 
and are for illustrative purposes only.

Where we operate

Customers (million)

2021 2020

South Africa 44.1 41.3
DRC 15.2 13.8
Tanzania 14.9 15.5
Mozambique 8.0 7.7
Lesotho 1.7 1.7
Safaricom8 39.9 35.6

South Africa DRC Tanzania Mozambique Lesotho Kenya 
(Safaricom)

Ownership 100% 51% 75% 85% 80% 34.94%1

Population2 (estimate) 59.3 million 89.6 million 59.7 million 31.3 million 2.1 million 53.8 million

GDP growth3 (estimate) -8.2% -1.7% 2.1% -0.5% -5.2% 1.4%

Customers 44.1 million 15.2 million 14.9 million 8 million 1.7 million 39.9 million

ARPU3 (local  
currency per month)

R95  
(2020: R86)

US$2.8  
(2020: US$3.1)

TZS5 259  
(2020: TZS5 616)

MZN250  
(2020: MZN252)

LSL59 
(2020: LSL69)

KES551  
(2020: KES615)4

Licence expiry period 2029 2026/2028
2032/20385

2031 2038 2036 2022/2024
20266

Coverage

2G 99.9% 56.2% 92.7% 70.6% 97.1% 96%

3G 99.9% 33.6% 55.7% 61.0% 97.7% 95%

4G 97.3% 25.7% 38.1% 34.9% 84.3% 94%

NPS 2nd 1st 1st 2nd 2nd 2nd

Points of presence  
– formal7

8 844 24 987 123 784 41 480 12 617 –

Points of presence  
– informal8

57 435 406 385 25 902 6 850 12 180 –

Number of employees 5 493 556 569 693 253 4 436
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We provide a rich ecosystem of products and services to our 123.7 million active individual customers 
(including Safaricom), ranging from voice, data and messaging to fixed, Information Technology (IT),  
Internet of Things (IoT), digital and financial services. 

Our system of advantage delivers diversified, differentiated offerings to our customers, thereby further strengthening and growing our 
relationships with them. In the connectivity space, our dedicated consumer and enterprise segments focus on delivering great value 
and exceptional experiences to our customers. Our system of advantage extends our personalised mobile and fixed connectivity, 
cloud and hosting, data security and IoT offerings into digital and financial services to deliver a 360-degree customer experience.  
We already provide financial services to 57.7 million customers, including Safaricom, with our nano-payments, lending and savings 
solutions further support financial inclusion. 

What we offer

Our products and services

Capturing more opportunities across our system of advantage

Contribution to Group service revenue
per P&L

2021 2020

 Mobile contract revenue 28.7% 28.9% 

 Mobile prepaid revenue 55.9% 55.5% 

 Mobile interconnect 3.3% 3.5%

 Fixed service revenue 5.7% 6.0% 

 Other service revenue 6.4% 6.1%

Institutional shareholding (%)  
 FY 2021 FY 2020
PIC 33 33
YeboYethu 16 16
South Africa (excl. PIC and YeboYethu) 18 18
United States 17 17
United Kingdom 5 5
Rest of Europe 3 3
Rest of World 9 9

Contribution to Group service revenue
by product

2021 2020

 Core mobile 82.8% 83.4%

 IoT 1.4% 1.1%

 Fixed 4.7% 5.5%

 Digital Lifestyle Services 2.2% 2.2% 

 Financial services 8.9% 8.2%

VodaBucks rewarding loyalty

Vodacom mobile

Vodacom fibre 

Just 4 You

M-Pesa

Core Accelerators

Unified communications

Cloud, hosting & security

SD-WAN

Vodacom IoT 

Geospatial services 

SME platform

VideoPlay 

MyMuze 

PlayInc 

Advertising 

V-Accelerator 

API Pulse

Opportunity

Africa & wholesale 

Data as a service

Commercialising 
infrastructure assets

VodaPay

mHealth 

mAgriculture 

e-School 

ConnectU 

Mum & Baby 

mVacciNation

Pa
rt

ne
rs

Facebook

Google

Microsoft

Amazon

En
ab

le
rs

GDSP

VodaTrade

Airtime & Voucher Advance

VodaLend/Business Advance

Lipa-Kwa M-Pesa

Short/long term insurance

Merchant POS

Vodacom fibre 
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Our profit formula

Most of our revenue is generated from selling mobile services such as data, messaging and voice. This is 
further supported by increased uptake of smart devices, improved network coverage and more 
affordable data bundles. We are actively diversifying our revenue to include new services such as fixed, 
IoT, IT, digital and financial services. These services provide new growth vectors and access to attractive 
markets. While our revenue mix is largely consumer driven, strong growth within Vodacom Business 
increased its contribution to 23.2% of Group service revenue. Our Vision 2025 strategy aims to 
meaningfully scale the contribution of new revenue streams while continuing to increase the 
penetration of our core connectivity solutions. 

Our revenue

Key revenue differentiators

Consistent investment in infrastructure, resulting in being rated first or second in network quality 
in the countries where we operate.

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

A widespread distribution network and investment into digital channels.

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

Rewarding and incentivising customers through our behavioural loyalty programme, which offers 
competitive and compelling products targeted by segment.

Ability to offer vertically integrated solutions in both the consumer and business segments.

M-Pesa, Africa’s largest mobile payment platform which incorporates services such as person-to-
person payments, lending, bill and bulk payments, savings, e-commerce and merchant payments.

Financial service growth in South Africa, as we scale our existing Airtime Advance and insurance 
business into a fully fledged fintech offering for merchants and consumers with our Alipay 
powered super-app, VodaPay.

Leveraging our 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.

Harnessing our Big Data platform and insights, powered by AI and machine learning, to deliver 
nano and large bundle offers to the segment of one through our Just4U platform.

Behavioural loyalty to incentivise and reward customer engagement and reward customer 
engagement, across our products.

We generate financial profit by investing in our fixed and mobile networks to retain 
and attract consumer and business 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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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. This 
focus enables us to invest in new growth areas ahead 
of commercialisation, such as 5G. Furthermore, we  
are embracing new technologies and, in many ways, 
pioneering the use of robotic process automation 
(RPA), Big Data and AI to optimise costs. As a result, 
our steady cash flow enables us to maintain a high 
level of capital reinvestment to protect our 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).

Our costs

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 in place to approve investments and 
review product, cost and investment decisions.

Shared services and initiatives with Vodafone and across our own 
African footprint to optimise back-end costs.

Optimal network deployment using AI.

Optimising power utilisation across our building and sites using the 
IoT.nxt platform.

For more information, please visit 
https://www.vodacom.com/investor-relations.php.Our investment case

We are a market leader 
across our footprint, 

with an attractive return 
on capital employed 

(ROCE)

Meaningful growth 
opportunities across 
connectivity, digital 

and financial services

We have a trusted 
management team

We are a responsible 
corporate

zz Access to 123.7 million 
customers.

zz ROCE of 22.0%, well 
above weighted average 
cost of capital.

zz Strategic mindset to 
enhance value creation 
and leverage scale.

zz Data and smartphone 
penetration upside.

zz Expanding addressable 
market in fintech.

zz Targeting mid-to-high 
single digit operating 
profit growth over the 
next three years.

zz Purpose-led model.

zz Recognised as an ESG 
leader.

zz Incentivised to create 
value and deliver on 
key ESG variables.

zz Strong execution 
track record.

Supported by our system of advantage
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Our business model 

At its heart, our business model is designed to deliver exceptional value 
to our customers – today and into the future.

Value eroded

Value created

Value sustained 

** Outcomes of our activities (2021) Activities to preserve and sustain valueKey inputs (2021)

Our strategic pillars

Segmented 
propositions 

Best 
customer 

experience 

Financial 
services 

Digital 
content 

platforms 

Best 
technology 

Our brand 
and 

reputation 

Enterprise 
digitalisation 

Digital 
organisation 
and culture 
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7 875 employees (2020: 7 641)

 A purpose-led company culture, the 
Spirit of Vodacom, that supports 
performance

Experienced and diverse executive  
team and strong Board

Robust, transparent governance 
systems

Clear procurement processes that 
support service

   R7.0 billion paid in wages and benefits (2020: R6.4 billion).

   62.0% black and 34.3% female representation in senior 
management in South Africa (2020: 76.5% black and 34.4% female).

   35% female representation at senior management in 
Vodacom Group. 

   Named Africa’s top employer, and top employers were certified in 
the DRC, Lesotho, Mozambique, Tanzania and South Africa.

   3.9% voluntary staff turnover (2020: 7%).

 Work-related fatality (2020: two).

   0.00 lost-time injury frequency rate (2020: 0.07). 

   Strategic and systematic COVID-19 response.

   Strong progress on staff well-being.

zz  Invested R472 million in employee training and leadership 
development (2020: R430.3 million).
zz  Created Big Conversation moments where employees could learn, 

discuss and connect to bring life to our purpose and strategy.
zz Enhanced our talent strategy and roadmap. 
zz Sustained focus on diversity and inclusion.
zz Implemented agile business processes across business units.
zz  Continued commitment to building our reputation as a quality employer.
zz Followed competitive and transparent remuneration practices.
zz  Launched a new parental leave policy for employees regardless of 

gender or sexual orientation.
zz Introduced the COVID-19 leave for employees.
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123.7 million customers  
(2020: 115.5 million)

Enhanced communication with 
communities

Constructive engagement with 
regulators

Improved investor confidence

Positive supplier relationships

Trusted brand and reputation

   Leader in customer NPS in three of our five markets, with 
improvements targeted across all markets.

   Increase in customers across markets, reaching 57.7 million mobile 
money and financial services customers. 

   >1.25 million e-School users in South Africa, with 150 000 users  
of Instant School in Tanzania and 113 840 in the DRC.

   R21.6 billion total tax contribution to public finances  
(2020: R20.4 billion).

   Enabled financial inclusion through our innovative products 
and services, including 44.5 million M-Pesa customers 
(2020: 39.6 million).

   Named South Africa’s strongest brand by Brand Finance.

zz  Continued investment in ensuring network and information 
technology  quality, strong positive customer experience, and 
segmented products and services.
zz  Engaged actively with regulators, pursuing full compliance and driving 

a societal contribution.
zz Regular investor communication and investor targeting.
zz  Delivering societal value through connectivity and digital services in 

areas such as inclusive finance, education, health and agriculture.
zz Launched virtual volunteering programme.
zz Strong governance processes.
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22 930 base stations (2020: 22 183)

Self-provided fibre and microwave 
connections: 
97.5% South Africa (2020: 96.1%)
92% International (2020: 92%)

R13.3 billion invested in network  
(2020: R13.2 billion)

 787 new 2G sites (2020: 790).

 885 new 3G sites (2020: 845).

   1 883 new 4G sites (2020: 2 307).

   190 new 5G sites launched in South Africa.

   146 401 fibre end points passed (2020: 109 536).

   Smarter deployment through use of Big Data analytics.

   First for network quality in two of five markets in  
network NPS.

zz  Maintained our network and IT leadership through targeted capital 
investment.
zz  Monitored network capacity and managed congestion as traffic 

increased.
zz Maintained network availability of >95%.
zz  Effectively implemented spectrum to ensure ongoing customer 

availability.
zz  Enabled 2G, 3G and 4G on the same network equipment through radio 

access network modernisation programmes. 
zz  Further developed systems and processes to enable Big Data analytics. 
zz  Invested in digital and financial services platforms to accelerate 

growth.
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R231 billion market capitalisation 
(2020: R215 billion)

Flexible balance sheet with net debt to 
EBITDA at 0.9x (2020: 0.9x ) and 
excluding leases at 0.6x (2020: 0.7x) 

   Revenue up 8.3% to 98.3 billion (2020: R90.7 billion).

   EBITDA up 4.5% to R39.3 billion (2020: R37.6 billion).

   Cash generated from operations: R40.8 billion (2020: R39.3 billion).

   R4.2 billion paid to debt funders in interest (2020: R4.7 billion).

   Dividend per share declared: 825 cents (2020: 845 cents).

   Headline earnings per share: 980 cents (2020: 945 cents).

   On capital employed: 22.0% (2020: 22.7%).

zz Diversified revenue growth areas.
zz Utilised smart capital expenditure deployments. 
zz  Maintained strong corporate governance structures and finance teams.
zz  Realised benefits of purchasing power on network equipment, devices 

and operational expenditure through Vodafone Procurement Company.
zz  Developed leading applications of Big Data and AI to deliver customer 

value, increase revenue and optimise costs.
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Radio spectrum (700, 800, 900, 1 800, 
2 100, 3 500MHz bands)

Consumed 634.0GWh electricity  
(2020: 607.7GWh)

Used 147 megalitres of water 
(2020: 256 megalitres)

Used 20 million litres of fuel 
(2020: 19 million litres)

   187 200GJ energy saved at our buildings in South Africa  
(2020: 19 260GJ).

   573 tonnes of e-waste recycled by the Group (2020: 977 tonnes).

   1 088 solar-operated sites (2020: 950 sites).

   609 739 tonnes of CO2 emissions (Scope 1, 2) (2020: 610 914 
tonnes of CO2).

   200 000 (400kg) customer devices refurbished and recycled 
(75% of network waste).

   Ranked second in Sustainalytics’ Telecommunications Service 
industry grouping, and the top 5% of its Global Universe of  
13 000 companies.

   Water consumption reduced by 43%. 

zz  Deployed intelligent controls to base stations to decrease energy 
consumption.
zz  Invested in energy efficiency and renewable energy projects to reduce 

operating costs. 
zz  Focused on digital solutions to monitor water and energy 

consumption.
zz Invested in smart IoT capabilities.

Our purpose

Inclusion 
for all

Digital society Planet

Our strategic 
pillars

Vodacom Business
Consumer

System of 
advantage

Our business activities: system of advantage
Our business activities are designed to deliver on our core purpose – to 
connect for a better future. 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 proven 
ability to manage our cost base, and the strength of the relationships we have 
with key stakeholders, enhanced by a globally recognised brand. 

For more information on our outputs, these being 
our products and services, refer to page 17.

We generate financial profit by investing in our fixed and mobile networks to 
attract consumer and enterprise customers with compelling voice, data, 
messaging, IoT and IT services, and digital products, and related services. Our 
system of advantage geared towards meeting our customers’ needs and 
driving our purpose of connecting for a better future.

** Vodacom Group outcomes, unless specified as SA or International.
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Our business model continued

Foregoing short-term 
profit for long-term 
value creation during 
the COVID-19 pandemic
During the 2021 financial year, 
and in response to COVID-19, 
we made a number of decisions 
that had adverse short-term 
impacts on our financial capital, 
but ultimately supported our 
purpose and created long-term 
value for the Group and our 
stakeholders. 

For example, within its various markets, 
M-Pesa customers’ P2P transfers were 
zero-rated to reduce the exchange of cash – 
considered a conduit for the virus. While this 
decision had a R2 billion impact on service 
revenue for the year, it increased the number 
of customers using the platform.  

Unpacking the trade-offs we faced this year

For more information on our response to COVID-19, 
see page 4 and our sustainability report.

zz Quality relationships with key stakeholders (social and 
relationship capital).

zz Financial capital.

Capital impacted
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There is an important trade-off 
between short-term returns, which  
our shareholders expect, and the 
necessary long-term investment 
required to deliver against our 
strategic objectives. 

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. Conversely, investments in our 
infrastructure can impact our ability to pay dividends 
in the short term. 

To manage this trade-off, we strive to engage our 
stakeholders proactively and clearly communicate our 
plans to ensure alignment and agreement between all 
parties. We have a clear dividend policy to return at 
least 90% of pre-Safaricom headline earnings plus 
flow-through of Safaricom cash dividend (net of 
withholding tax) to our shareholders, while continuing 
to invest in our strategy. 

Balancing short-term returns 
with long-term strategic 
investment

For more information on our strategy, as well as our financial 
performance and dividends declared, see pages 6, 7 and 42.

zz Quality relationships with key stakeholders 
(social and relationship capital).

zz Network and IT infrastructure (manufactured 
capital).

zz Financial capital.

Capital impacted

Attracting, retaining and developing 
the best talent is one of the most 
significant costs to our business, and 
impacts short-term financial capital. 
However, this investment is critical to 
our transition from a telco to a techco 
and generates exponential longer-
term returns in all capital stocks if 
executed well. 

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 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. Reskilling and 
redeployment is part of our consideration as we drive 
efficiencies in certain processes.

Managing the impact of our 
transition from telco to techco 
on our people

For more information on how we are managing our human 
capital, see page 71 and our sustainability report.

zz People, culture and governance  
(human and intellectual capital).

zz Quality relationships with key stakeholders 
(social and relationship capital).

zz Financial capital.

Capital impacted
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The COVID-19 pandemic

Our response

We implemented a strategic and systematic strategy in response to the 
pandemic, guided by our purpose and Social Contract. We specifically 
focused on the most affected areas of society, and implemented our 
response as a two-phased plan. Phase 1 focused on the immediate 
healthcare crisis, while phase 2 was aimed at economic recovery.

Together with the Vodafone Foundation, we pledged R87 million to 
support the roll-out of cold-chain technology and provide logistics 
support to ensure the safe delivery of COVID-19 vaccines to vulnerable 
and rural communities in the DRC, Mozambique and Tanzania, and 
donated R13 million to Lesotho to assist with securing vaccines. 

Following successful deployments in South Africa, we partnered with 
AUDA-NEPAD to build digital infrastructure to manage vaccinations across 
up to 55 countries through our mVacciNation platform.

We closely monitored network capacity and managed congestion as 
traffic increased during the year. We also effectively implemented the 
spectrum provided by governments to ensure ongoing customer 
availability. We secured temporary spectrum in South Africa, the DRC and 
Mozambique to support the demand for telecommunication services.

The Vodacom Group CEO donated 33% of his salary to the Solidarity Fund 
in South Africa for a period of three months. Furthermore, Vodacom 
employees personally contributed the amount of R680 000 to the 
Solidarity Fund. Vodacom matched the amount, thus bringing the overall 
contribution to >R847 000.

We allocated over R2 million from our Disaster Fund to set up an 
assistance programme for permanent employees in South Africa who 
faced financial pressure due to reduced household income and loss of 
loved ones. We also introduced a COVID-19 special leave policy.

Vodacom zero-rated over 1 000 government websites.

Vodacom South Africa pledged R10 million towards the Discovery 
partnership, providing free online doctor consultations.

zz Global leaders, including the UN, are calling for an 
integrated recovery as we rebuild economies affected by 
COVID-19 while keeping sight of mechanisms that will 
promote inclusive and sustainable measures.

zz The pandemic exacerbated existing societal challenges, 
increasing inequalities and mobility constraints. It also 
placed renewed emphasis on access to network services 
and, as a result, customer-oriented products and services, 
as well as easy-to-understand communication.

zz COVID-19 accelerated the combination of digital and 
physical experience, where technology and traditional 
capabilities blend seamlessly to create new and better 
ways of accomplishing everyday tasks.

zz Lockdown accelerated digitisation and related advances  
in AI.

zz The cancellation of events in traditional, in-person forums 
required an accelerated adoption of virtual or online 
platforms. With a low barrier to entry, this digital “gold 
rush” forced companies to break boundaries and provide 
more intimate access for spectators, unconstrained by 
geography.

Refer to page 4 or our 
sustainability report for 
more information.

Our external environment

Buoyed by our system of advantage, we continue to harness the opportunities 
presented by external factors that could materially impact our business model. 

With our purpose in mind, we mitigated the risks associated with each of the four 
trends outlined below in order to create value for our stakeholders.

Material trends impacting value 

Strategic objectives:

Material risks1: See page 36.

1 Cyber threats. 

2 Unstable economic and market conditions (all markets).

3 Vendor strategy.  

4 Market disruption.

5 Increase taxation, social and political pressure.

6 Technology failures.

7 Resilience of our mobile money platform.

8 Adverse regulatory and compliance pressures.

9 Spectrum.

10 Execution of strategic projects for future growth.

1. The numbering of the material risks is according to the risk matrix shown in the principal risk section on pages 36 to 41. 
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Profoundly challenging macroeconomic context

Our response

We introduced several innovative solutions, including 
COVID-19 relief plans and special payment holidays, and 
increased rigour in and focus on our retentions 
department to reduce line churn and revenue outflow. 

We accelerated our pricing transformation strategy, 
reducing the prices of our 30-day data portfolio by up to 
40% over the past year with an additional 14% cut 
planned for 1 April 2021. We also launched our ConnectU 
platform, giving free access to lifestyle websites as well as 
massively reduced data offerings to more than 2 000 
low-income suburbs across South Africa.

We offered smartphone deals for under R120 per month. 

Vodacom Financial Services launched VodaTrade, a digital 
supplier trading portal that supports SMEs by connecting 
them to new business prospects.

M-Pesa expanded to 44.5 million customers across our 
markets, making it the continent’s biggest payments 
platform. Across our international markets, including 
Safaricom, we processed US$24.5 billion a month in   
transactions value, up 63.5%. 

Through technological innovation, such as 5G expansion, 
and leveraging existing network infrastructure reach – 
including fibre, microwave, LTE and SD-WAN – Vodacom is 
delivering more connectivity to more users, especially in 
rural areas. Increasing digital access opens opportunities 
for employment, innovation and inclusion, bridging the 
digital divide and changing lives for the better.

More positively, global research providers, including the 
African Development Bank, expect a meaningful 
economic recovery in calendar year 2021.  

zz The outbreak of the COVID-19 pandemic contributed to the already 
severe economic challenges experienced across our markets, with 
depressed growth, large fiscal deficits, increasing debt and high-social 
vulnerabilities. Our consumers were under substantial financial pressure 
and sought every opportunity to manage or reduce their costs. 

zz In South Africa, lockdown regulations significantly impacted employment 
levels. Furthermore, our macroeconomic environment was further 
impacted by the Competition Commission data market services enquiry. 

zz In Mozambique, the pandemic contributed to the country’s first economic 
contraction in over two decades. In Tanzania, it is expected that an 
additional 500 000 people will fall below the poverty line, with urban 
informal workers particularly at risk. Furthermore, the tourism industry –  
a significant driver of growth for Tanzania – was severely affected by 
international travel bans. 

zz In the DRC, the country felt the impact of the pandemic on its already 
weak economy and health sector. As one of the poorest countries in the 
world, the pandemic triggered an economic recession stemming from 
weaker exports caused by the global economic downturn.

zz Tensions between the USA and China relating to trade, technology and 
supply chains exposed shortcomings in the delivery of digital and other 
essential products to Africa.

1.  The numbering of the material risks is according to the risk 
matrix shown in the principal risk section on pages 36 to 41. 

Further details are provided in our regulatory report at 
www.vodacom.com.

Material risks1: See page 36.

2 Unstable economic and market conditions (all markets).

5 Taxation uncertainty, social and political pressure.

7 Resilience of our mobile money platform.

Strategic objectives:

Segmented 
propositions 

Financial 
services 

Digital 
content 
platforms 

Enterprise 
digitalisation 

Best 
customer 
experience 

Best 
technology 

Our brand 
and 
reputation 

Digital 
organisation 
and culture 

Our strategic pillars

Real GDP growth (percent)

Calendar year 2020 2021 2022

DRC (1.7) 3.3 4.5
Kenya 1.4 5.0 5.9
Lesotho (5.2) 4.1 4.4
Mozambique (0.5) 2.3 4.5
South Africa (8.2) 3.0 1.6
Tanzania 2.1 4.1 5.8

Source: African Development Bank
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Material risks1: See page 36.

Strategic objectives:

4 Market disruption.

9 Spectrum.

10 Execution of strategic projects for future growth.

Our external environment continued

An evolving competitive landscape 

Our response

In this hyper-competitive market, we manage and increase active days on 
the Vodacom network through a focused management framework, which 
incorporates tools like extensive personalisation engines, the new 
Vodacom loyalty programme and targeted segmented campaigns. 

We increased emphasis on consumer retention and base management, 
and focus on deepening our customer relationship by driving the 
adoption of converged fixed-mobile offers and multi-line bundles.

Vodacom South Africa is deploying 5G mobile broadband and fixed 
wireless access services. 

We focus on providing the best connectivity for businesses through 
mobile and fixed-line services, positioning this as a cloud connectivity 
service. We continue to strengthen relationships with business customers 
by building communities and offering advisory services.

We focus on becoming the SME information and communication 
technology (ICT) provider of choice by establishing a platform ecosystem, 
further supporting our transition from a telco to a techco.

Vodacom, in partnership with IoT.nxt, offers a number of digital solutions 
to sectors such as mining, fast-moving consumer goods, logistics, health, 
e-learning and agriculture.

Acceleration of digitisation, largely driven by advances in AI, together with 
emerging new technologies – including Big Data and robotic process 
automation (RPA) – are compelling opportunities to transform Vodacom’s 
operating model and fundamentally reshape our cost base while 
improving our customers’ overall experience.

We partnered with Alipay to develop a super-app for South African 
citizens. We see this as an excellent opportunity to reinvent the mobile 
fintech ecosystem for consumers and merchants.

zz It has become increasingly important to protect the 
Vodacom base to ensure consumers remain active in the 
network and to drive down multi-simming.

zz Changes within the mobile connectivity space have shifted 
rapidly over the past five years, driven mainly by entrants 
in the fixed connectivity space (fibre and fixed wireless 
access, among others) and rapid price reduction in mobile 
broadband products.

zz The risk that telco services will be disintermediated by 
over-the-top (OTT) applications from Big Tech and other 
players continue to impact revenue streams like voice and 
SMS. Most prominently, SMS revenues had been affected 
by OTT messaging services, such as WhatsApp. We largely 
eliminated the short-term risk to our revenue from these 
substitute services by moving to integrated voice/SMS/
data bundles. However, in the medium to long term, the 
growing popularity of OTT technology platforms means 
that voice pricing needs to be competitive against voice 
being carried over a data network.

zz Banks are competing with Financial services and M-Pesa.

1. The numbering of the material risks is according to the risk matrix shown in the principal risk section on pages 36 to 41. 
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1. The numbering of the material risks is according to the risk matrix shown in the principal risk section on pages 36 to 41. 

Tough regulatory and policy environment

Our response

We implemented a governance framework that 
provides for prudent management and oversight 
of Vodacom, which also adequately protects the 
interests of all relevant stakeholders.

We embed regulatory compliance in business 
culture, planning and decision-making framework.

We maintain open and proactive engagement 
with various regulators and authorities as part of 
our stakeholder engagement plan.

Our risk management framework enables a 
coordinated approach to ensure management, 
internal assurance functions and external 
assurance providers address material risks and 
implement suitable mitigation measures.

The scope of our monitoring plan evolves as more 
products are launched.

zz South Africa: The COVID-19 lockdown reduced employment and household 
income. People who could work and study from home became heavily 
dependent on telcos. These changes weighed heavily on mental and physical 
health. Vodacom focused on improving telecommunications products and 
services for the general public.

zz Tanzania: The regulatory environment improved considerably in the latter part 
of the year. We are encouraged by early signs of industry reform, which could 
bring back growth to the industry and accelerate investment.  

zz Lesotho: The political and regulatory environment remains volatile, although 
stability is being restored with the new coalition government formed in 
May 2020. Vodacom Lesotho with support from Vodacom Group has pledged 
US$1 million to the government to support vaccination procurement. The 
COVID-19 pandemic has further depressed employment and household incomes.

zz DRC: COVID-19 and political paralysis have hampered the economic agenda, but 
a new parliamentary majority could significantly aid progress after a cabinet was 
appointed on 12 April 2021. Attacks committed by armed militias in the far 
eastern provinces and Katanga remain a concern. 

zz Mozambique: While the political and regulatory environment remains stable, 
the US$20 billion gas development project has come under threat due to  
insurgencies in the north, which remains an area of concern. 

5 Taxation uncertainty, social and political pressure.

7 Resilience of our mobile money platform.

8 Adverse regulatory and compliance pressures.

9 Spectrum.

Further details are provided in our regulatory 
report at www.vodacom.com.

Material risks1: See page 36. Strategic objectives:

Our strategic pillars

Segmented 
propositions 

Best 
customer 

experience 

Financial 
services 

Digital 
content 

platforms 

Best 
technology 

Our brand 
and 

reputation 

Enterprise 
digitalisation 

Digital 
organisation 
and culture 



To provide the best customer experience, we are committed 
to creating products and services that do not compromise the 
privacy and security of our customers’ personal information. 
Accordingly, cyber security remains one of our critical 
business considerations, and we ensure that information 
security remains an integral and critical business defence 
tool. 

We clearly define how we secure and manage the creation, 
usage, storage and disposal of information that we manage. 
We store multiple pieces of information, including customer 
and employee names, contact information and banking 
details with information about data usage and transactions 
collected through apps, engagements and loyalty 
programmes. We know that we can only ensure our 
customers’ privacy by securing this information. We do 
everything in our power to prevent the information from 
being misused by third parties for fraud, phishing scams or 
identity theft. 

As a business, we have adopted a culture that prioritises 
customer privacy and security by raising employee awareness 
about security risks and our mitigation measures.

Consumer privacy 
and data security 

The issue

Stakeholders

Customers 
Government 
Regulators
Employees

Preserving and enhancing stakeholder 
trust is a critical component of the 
value creation process and requires 
transparency and responsive 
stakeholder engagement. We have 
prioritised seven “hot topics” that had 
a material influence on our ability to 
create value in 2021.

Responding  
to stakeholder 
“hot topics” 

We adopt a risk-based approach to privacy and have a dedicated 
privacy and security team that offers advice, support and cyber 
security solutions. We also seek innovative ways to further digitise 
our privacy and security operations. Our Group privacy framework 
clearly defines internal accountability, roles and responsibilities, as 
well as our risk management processes, privacy requirements, 
privacy mitigation and assurance methodology. To ensure we 
protect the personal information we have access to, we implement 
appropriate controls to respect the fundamental rights and 
freedoms of our customers. Among others, we implemented the 
following measures: 

zz Use OneTrust to assess security and privacy by design, provide 
assurance and assess the impact on privacy.

zz Implement a data loss prevention tool to track the location and 
monitor the use of personal information to prevent unauthorised 
use and access.

zz Use Riskconnect to record, manage and report privacy risks.

zz Deploy a vendor risk management tool during supplier reviews to 
ensure that suppliers meet our privacy and security policy 
requirements. 

zz Ensure that data is only shared when absolutely necessary. We 
also review data-sharing initiatives and stop sharing information 
when it is no longer necessary.

zz Use online channels to increase transparency. 

zz Do not share personal data unless required by law.

zz Implement appropriate security measures that control the access 
of employees who can view data sets.

zz Employ suitably qualified people to enforce cyber resilience and 
ensure our networks to remains secure.

Our response
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Stakeholders are concerned about the cost of ICT services and the 
affordability and accessibility of data. This has led to regulatory 
intervention in South Africa increasing markedly over the past few years. 
Following an agreement with the Competition Commission, we committed 
to a range of initiatives to further reduce our data prices and increase 
access to free data services – resulting in R3 billion benefit for customers 
during the financial year. 

The affordability of 
our products and 
services

The issue

Stakeholders

Customers 
Government 
Regulators
Investors
Media

Technology and connectivity have the potential to create a more 
equitable and inclusive society, with internet access being a powerful 
enabler for economic participation and financial inclusion. 
Accordingly, we recognise the need to decrease our data prices 
without compromising the quality of our network infrastructure or 
the services we provide. Despite delays in HDS access in South Africa, 
we introduced several initiatives to strengthen our Social Contract 
with our stakeholders to ensure we address societal challenges 
across all our markets. We pursued digital inclusion through our price 
transformation strategy by reducing the cost of data and providing 
access to affordable products and services. As part of this, we 
implemented the following measures:

zz Whilst our effective rates are comparative by international 
standards, our monthly data bundle pricing was reduced to deal 
with pricing perceptions. Our monthly data bundle volumes 
account for around one quarter of our total data bundle volumes. 
We reduced the price of our 1GB data bundle from R149 to R99 
and, on 1 April 2021, by a further 14% to R85. 

zz We supported social inclusion through ConnectU, by providing free 
access to job portals, educational content and health and wellness 
information, zero-rated access to more than 1 000 government 
sites, expanding our zero-rated offering to educational institutions 
across South Africa, provided a comprehensive zero-rated internet 
search function, and offered free access to other essential 
information such as local and international headlines, trends and 
weather updates.

zz We also provided employees with additional data bundles to make 
working from home easier. For our SME customers, we provided data 
and voice minutes at a reduced rate and, for a limited time, also 
offered them unlimited data bundles, among other special offers.

zz We identified 2 000 of South Africa’s most vulnerable towns, 
suburbs and villages, where customers will enjoy further 
discounted bundle offers. Our rural coverage acceleration 
programme prioritises the expansion of network coverage to rural 
communities. We introduced 192 new network sites in rural 
communities across South Africa, with 97.3% of the population 
covered by our 4G network. We recognise the important part we 
can play to create possibilities that will ensure that a better digital 
future is accessible to everyone, and believe that encouraging 
financial inclusion is especially critical in these challenging times. 

zz We have launched a 4G-enabled low-cost smart device priced at 
R299 to provide access to all our customers and to ensure that no 
one is left behind.

zz We gave massive discounts on data bundles for students in 
co-operation with the Department of Education and the universities, 
to enable education from home during the COVID-19 pandemic.

Our response

To differentiate ourselves, remain competitive and 
ensure positive consumer sentiment, it is critical 
that we maintain and improve the quality of our 
extensive network. We are also legislated to  
ensure that the quality of our service is in line with 
government regulations. Negative consumer 
sentiment occurs when we experience unplanned 
disruptions in network performance and poor 
quality network coverage. Consumers sharing their 
dissatisfaction via their social media pages further 
compounds negative sentiment. 

The business felt the pressure of the increased 
demand for digital products during COVID-19. In 
South Africa, this was further exacerbated by load 
shedding, which adversely affects our electricity 
supply and thereby increased our dependency on 
backup diesel generators and batteries. Sporadic 
vandalism and battery theft at network sites also 
impede business continuity, network quality and 
overall customer experience.

Network 
quality and 
coverage

The issue

Stakeholders

Customers 
Government 
Regulators
Employees

zz We invested R1 billion in lithium-ion 
batteries, which have a longer useful life than 
lead-acid batteries, and are less harmful to 
the environment.

zz Vodacom invested R13.3 billion to maintain 
and increase network resilience and expand 
network capacity during the year.

zz We are exploring new ways to build more 
resilient and sustainable networks with the 
help of our suppliers, business partners and 
energy experts.

zz Our rural coverage sites technology, supplies 
solar power and network coverage to millions 
of people in previously unconnected rural 
parts in the DRC, achieving a 12% 
penetration to date.

zz We actively engage with regulatory 
authorities regarding access to spectrum – a 
key component in our ability to provide 
quality network coverage and to reduce data 
costs. By using the temporary spectrum 
assigned to us during the COVID-19 crisis, we 
launched 190 5G sites in South Africa.

zz Across our Vodacom International markets, 
we have 8 294 2G sites, 6 497 3G sites, 3 744 
4G sites and two 5G sites, with high-speed 
transmission extended to 91.5% of sites. 

Our response
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One of our customers’ main pain-points is around 
data usage and the lack of transparency  around 
data consumption. The increased speed of our 
network, increased usage of social media, updated 
on apps and the downloading high definition videos, 
lead to higher mobile data usage and has resulted 
in a perception that data is disappearing. 

Trust and 
transparency 
around data 
consumption

The issue

Stakeholders

Customers 
Government 
Employees
Media

We want to be a trusted partner to connect 
for a better future. We commit to operating 
honestly and with integrity and maintaining 
robust ethics. We aspire to be a brand our 
customers love by earning their trust and 
providing brilliant experiences. Our 
reputation and brand value are intertwined 
with our commitment to being a responsible, 
transparent and ethical business that builds 
and maintains trust with our diverse 
stakeholders. Our brand value ensures that 
our customers receive the best experience 
that is convenient and hassle-free.

We understand that our success starts and 
ends with our customers, and we protect 
their trust through transparent pricing and 
personalised solutions. We work hard to 
simplify things for our customers and deliver 
what they want and need every day. Our 
Detailed Data Usage solution was designed 
to provide customers with a comprehensive 
breakdown of their data usage. This helps 
customers understand their consumption 
habits and transparently discloses pricing 
information. About 7.1 million customers are 
provisioned to use this service. 

In Mozambique, we introduced a speed 
choice service where customers have the 
power to control the speed of their data 
consumption-based on their desired usage 
on various applications such as social media 
platforms and videos. 

Customers are also able to manage their 
mobile data spend through the MyVodacom 
app, proven to be a valuable customer 
resource during lockdown as people stay at 
home and use digital platforms for essential 
services. 

Our response

Responding to stakeholder “hot topics” continued

Our network and systems depend on a wide range of international suppliers. 
Geopolitical influences could potentially impact our IT and technology vendor 
strategy – which was further affected by COVID-19 – and placed our 
operational costs under pressure during the year. Trade  tensions between the 
USA and China, and sanctions against Huawei’s 5G network equipment in the 
USA and UK, highlight specific vendor risk, which could disrupt the pace and 
cost of 5G roll-out over the medium term. Furthermore, if key suppliers 
experience a lack of supply, it could negatively impact our operational 
activities and our ability to deliver quality service to our customers. 
Implementing our multi-vendor strategy is crucial to sustain our operations. 

Vendor risk and 
related sanctions

The issue

Stakeholders

Customers 
Government 
Regulators
Employees

zz Vodacom monitors the geopolitical status of our suppliers and 
engages with governments, experts and suppliers so that we are 
adequately informed to respond accordingly and comply with the 
latest regulations, economic sanctions and trade rulings.

zz We deployed a vendor risk management tool during supplier reviews 
to ensure suppliers meet our privacy and security policy requirements. 

zz Vodacom reduces dependency on single suppliers by risk profiling.

zz We implemented our multi-vendor strategy in critical categories.

Our response

Mobile phones transform people’s lives and improve communication 
worldwide by creating access to digital services and enabling economic 
development. Vodacom has been developing and improving mobile 
technology for over 25 years. Protecting the health and safety of our 
customers and the general public has always been a priority. While 
scientific research over several decades eased public concern about the 
safety of mobile devices and masts, the onset of the pandemic brought 
with it concerns suggesting a connection between COVID-19 and 5G 
technology. There is no scientific evidence that exposure to the 5G 
network can cause COVID-19, as supported by many health and 
telecommunication authorities such as ICASA, the International 
Telecommunication Union and the World Health Organization (WHO). 

The safety of 5G 
technology 

The issue

Stakeholders

Customers 
Government 
Regulators
Employees

zz Our mobile devices and masts operate within guideline safety limits 
and, according to the WHO, there is no evidence to suggest that our 
masts pose any risk to human health. 

zz We continue to monitor, support and publish links to the latest 
scientific research. 

zz Vodacom supported the government’s efforts in preventing the spread 
of fake news around 5G technology. We engage with regulators, 
communities and other stakeholders about mobile phones, the 
environment and health, to address concerns. 

zz Our employees and contractors undergo annual compliance training 
and certification as a precautionary measure.

Our response
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South Africa has some of the highest levels of inequality in the world, resulting  
in skewed income distribution and unequal access to opportunities. We are 
committed to promoting our transformational role within South Africa, as 
demonstrated by our commitment to the fundamental principles of BBBEE, our 
leadership diversity and our level 1 BBBEE contributor score. BBBEE ideals also 
form an integral part of our employee recruitment and supplier selection 
processes. We also strive to create an inclusive and diverse employee culture that 
celebrates our unique differences and achieves gender balance, supported by our 
zero-tolerance approach to bias, harassment, discrimination and abuse. 

To promote gender equality in the workplace, we prioritise equal pay, support 
work-life balance, enable access for women to managerial positions and strive for 
gender balance across all levels and areas of the business – particularly technical 
roles. However, female representation remains a challenge for our business and 
the broader telecoms sector. 

Transformation in 
South Africa and 
localisation in the 
African continent

The issue

zz We recognise that we have strong local roots in South Africa and resolve to help the government 
achieve meaningful change in the racial composition of ownership and management structures. 
We remain focused on skills development and helping the country achieve its transformation agenda. 
Here are some of the steps we took to attain these goals: 
– We achieved the highest BBBEE contributor score of level 1 in 2021.
– We invested R10.1 billion (2020: R9.9 billion) towards deploying 4G, 5G and fibre technologies in 

South Africa to enhance economic opportunities associated with digital inclusion. 
– We invested R405 million in enterprise development and preferential procurement.
–  Vodacom runs the Innovator Trust’s supplier development programme. We completed 872 health 

and safety training hours for 63 SMEs during the year.
– We implemented our retail transformation strategy to encourage black ownership in our franchise 

channel.
– We achieved black representation of 77.1% of our workforce, with 62.0% in senior management level 

and 66.7% at Exco level.
– We developed the skills of historically disadvantaged people, investing R324 million in black 

employees – R141 million in black women – across our South African workforce.
– Through the Female Leadership programme, a strategic future talent pipeline programme, 25 Black 

women outside of Vodacom have been placed in various roles.
– Vodacom’s youth development volunteer programme gives graduates from the Vodacom Youth 

Academy programme an opportunity to practise their new skills and gain valuable work experience. 
– We invested R14 million in the development of black youth with disabilities – of the 69 graduates 

selected, 45% were female.
– We trained 1 672 Code Like a Girl graduates.
– Our workforce comprises 43.6% women. Female representation at senior management level is 

34.9% against our 36% target.
– We review our internal pay ranges annually across the organisation, including fair-pay analysis. 

We are committed to fair pay and responsible remuneration across all employee levels and all 
our markets. 

– We have built an inclusive culture that celebrates our differences by institutionalising our LGBTQ+ 
support, creating an accessible workplace for employees with disabilities and creating an ethnically 
diverse company.

– In Tanzania and Lesotho, Vodacom localised several senior executive roles.

Our response

Stakeholders

Employees 
Government 
Regulators
Business partners
Suppliers
YeboYethu Shareholders
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Material stakeholder 
interests
Vodacom:
zz Ensured the supply of spectrum is 
managed adequately to satisfy 
increased demand during 
COVID-19 lockdowns; 

zz Used emergency spectrum 
allocated during COVID-19 to 
cope with increased traffic across 
our markets and to launch the 5G 
network in South Africa;

zz Supported efforts to administer 
COVID-19 vaccines, including: 

–  Using Big Data analytics to help 
track and trace the spread of 
COVID-19; 

– Zero-rating government, 
education and NPO websites; 
and

– Donating smartphones and 
data to healthcare professionals.

zz Managed consumer expectations 
about pricing and service quality;

zz Protected personal information 
and customer data;

zz Maintained and enhancing our 
licence to operate; 

zz Created employment 
opportunities and socioeconomic 
development;

zz Complied with regulatory 
requirements, including those 
related to mobile termination 
rates, pricing, security, safety, 
health and environmental 
performance; and 

zz Contributed to the tax base and 
other revenue streams, such as 
the new tax on devices in the DRC.

Our self-assessment of the 
current quality of our relationship 

Our ability to deliver value depends on the quality of our stakeholder engagements 
and relationships. 

Our key relationships

In the tables below, we discuss our engagement with those stakeholders who have a substantive impact on our ability to create value. 
We also share our internal assessment of the quality of our current approach to engaging with the different stakeholder groups.

Non-existent relationship, 
or fractured relationship 
that requires significant 
effort to overcome 
challenges.

Good-quality relationship, 
with room for further 
improvement.

An established 
relationship that requires 
further work to improve 
its quality.

Very strong relationship, 
based on mutual trust and 
shared benefit.

Allocate spectrum and operating 
licences, impose regulatory 
measures with cost implications

How we engage

zz Personal engagements; 

zz Public forum participation; 

zz Participation and consultation in 
the drafting process of new 
regulations and bills; 

zz Discussion with industry 
consultative bodies; 

zz Partnering to implement social 
programmes; 

zz Engagement with international 
bodies to foster cooperation;

zz Hosting workshops to enhance 
understanding of the industry; and

zz Our Social Contract.

Government and regulators

Our response
Our brand reputation page 74.

Our sustainability report 
(responsible business practices 
and disclosures). 
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Material stakeholder interests
zz Availability and speed of the network, especially during COVID-19 
lockdown;

zz Availability of connectivity, coverage and data;

zz Providing affordable and quality products and services; 

zz Securing data and protecting personal information; 

zz Offering converged solutions for enterprises;

zz Transparency around data usage; 

zz Providing quality and swift customer service; and

zz Resolving service-related issues promptly. 

Customers

Purchase our products and services, participate on our platforms 
and provide the primary source of our revenue generation

How we engage
zz At our retail stores and service centres;

zz Through our Vodacom website, call centres, MyVodacom app and 
USSD channels; 

zz TOBi, our AI driven digital customer assistance.

zz Net promoter score (NPS) feedback via interviews and focus groups;

zz Interaction on social media;

zz Targeted marketing messaging; 

zz Exco visits to stores;

zz Complaints management system; and

zz VodaBucks.

Our response

To improve our relationship with our customers we have implemented 
the following key initiatives, whereby we:

zz Introduced data price cuts in South Africa;

zz Introduced our rewards programme VodaBucks;

zz Gave access to 15.5 million customers in South Africa through our 
ConnectU platform, to zero-rated government websites and job 
portals, with discounted offers also providing to 2 000 low-income 
towns; 

zz Zero-rated M-Pesa transaction across our international footprint  to 
the value of R2 billion;

zz Invested R13.3 billion toward network infrastructure to improve 
coverage and quality network;

zz Provided to customers who need to lend airtime; and

zz Introduced TOBi, our chatbot,  to reduce call volumes and improve 
service.

Best customer experience page 60.

Segmented propositions page 44. 

Financial services page 48.

Digital services page 54.

Material stakeholder interests
zz ESG-related matters, including 
incorporating ESG-related targets in 
long-term incentive plans (LTIP); 

zz Providing a safe and healthy working 
environment;

zz Accelerating digital skills development 
to promote agility;

zz Creating opportunities for personal and 
career development;

zz Facilitating communication and 
knowledge sharing across the Group; 

zz Enhancing coaching capacity of 
Vodacom leaders;

zz Providing competitive remuneration and 
equal pay; and

zz Driving transformation and localisation.

Employees

Drive strategy with their ideas, skills, 
experience, and productivity

How we engage

zz Internal communication campaigns;

zz Big Conversation moments and fireside 
chats with our CEO; 

zz Financial support to staff experiencing 
financial challenges to the impact of 
COVID-19;

zz Internal website and Vodacom Engage app;

zz Training and development programmes;

zz Employee Consultative Council and 
Vodacom Youth Council; 

zz Employee hotline; 

zz Leadership roadshows; 

zz Employees Networks Forums, such as the 
Womens Network Forum and the LGBTGI 
Forum etc.; 

zz Pulse surveys; and

zz We Connect session with Vodafone 
Group markets.

Our response
Digital organisation and culture page 70, 
sustainability report (a technology player).
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Material stakeholder 
interests
zz Providing growth 
opportunities and access to 
funding for SMEs;

zz Ensuring timely payments 
of accounts to enhance 
supplier cash flow and 
liquidity;

zz Addressing COVID-19 health 
and safety concerns;

zz Promoting environmental 
solutions;

zz Driving supplier and 
product innovation; 

zz Complying with BBBEE 
requirements, including 
preferential payment terms 
for BBBEE suppliers; and

zz Promoting black female-
owned suppliers. 

Material stakeholder 
interests
zz Clarifying strategy 
execution to ensure 
sustained financial growth; 

zz Allocating financial capital 
responsibly;

zz Embedding good corporate 
governance practices and 
corporate citizenship;

zz Disclosing executive 
remuneration transparently;  

zz Implementing a dividend 
policy that supports 
shareholder returns; and 

zz Special dividend.

Our key relationships continued

Suppliers

Provide cost-effective, quality products 
and services to support our value 
proposition to customers, employees 
and other stakeholders

How we engage

zz Supplier forums; 

zz Supplier portal;

zz Development programmes;

zz Ongoing site visits; 

zz Tenders and requests for audits; and

zz Supplier audits and assessments. 

Our response
Our brand and reputation page 74, sustainability 
report (responsible business practices and 
disclosures).

Investors and shareholders

Provide the financial capital needed for 
long-term growth

How we engage

zz Virtual meetings, webcasts, personal 
meetings, roadshows and conferences; 

zz ESG panel discussions;

zz Interim and annual results announcements;

zz Quarterly trading updates;

zz Annual and interim reports; 

zz SENS announcements; 

zz Monthly and quarterly reviews with 
Vodafone; and

zz Investor relations page on our website. 

Our response
Share information page 100, consolidated 
annual financial statements, sustainability 
report.

Communities

Support the socio-economic 
environment in which we operate 
and impact our brand and reputation

How we engage

zz Vodacom Foundation and community 
partnerships; 

zz Community crisis support, 
e.g Cape Town fires;

zz Community participation on new 
base stations;

zz Online GBV prevention tools and 
platforms;

zz Virtual career expos; and

zz Our Social Contract.

Our response
Our brand and reputation page 74, 
sustainability report (digital society and 
inclusion for all).

Material stakeholder 
interests
zz Addressing the profound 
socio-economic impact of 
COVID-19;

zz Providing free access to basic 
internet, as well as discounted data 
services for students;

zz Zero-rating access to social media, 
education, government and 
employment platforms through the 
ConnectU platform;

zz Providing affordable data price 
to the 2 000 poorest towns in 
South Africa;

zz Partnering with Discovery Health to 
connect the public with doctors 
through virtual consultation;

zz Investing in infrastructure 
responsibly; and

zz Managing and reducing our 
environmental footprint by: 

–  Providing timely and accurate 
information on COVID-19; and

– Building the mVacciNation 
platform to manage the 
distribution of COVID-19 vaccines.
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Material stakeholder 
interests
zz Ensuring fair treatment;

zz Driving involvement 
between top 
management and 
customers;

zz Making it quicker and 
easier to deal with us;

zz Providing developmental 
loans for new black 
franchisees; and

zz Channelling 
transformation to create 
more black-owned 
franchises.

O
ur business

Material stakeholder interests
zz Engaging with brand ambassadors; 

zz Providing timely and transparent access to key 
information, activities and offerings; and 

zz Ensuring transparency around company 
performance. 

Media

Impact brand and reputation while increasing 
customer product and service awareness

How we engage

zz Face-to-face, virtually and through telephonic 
engagements; 

zz CEO and key executive interviews and engagement; 

zz Interim and annual results announcements;

zz Media press releases;

zz Service and product-related marketing publicity; 

zz Speaking engagements;

zz Roundtable discussions; and 

zz Product and service launches. 

Our response
Integrated report, consolidated AFS, sustainability report.

Business partners/
Franchisees

Custodians of our reputation and 
a critical extension of our brand

How we engage*

zz Annual business partner conference; 

zz Regular collaboration sessions with 
key trade partners;

zz Quarterly Franchisee Council 
Committee sessions; 

zz One-on-one business sessions; 

zz Training sessions on products and 
services; 

zz Store support during COVID-19; and

zz Store, franchise and retail visits. 

Our response
Best customer experience page 60.

*   All meetings were held virtually due to COVID-19.
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Our Principal Risks Framework is 
aligned with the ISO 31000 
International Risk Management 
Standards and King IV. This framework 
guides our risk identification process 
and provides Vodacom’s Board and 
the Exco with a detailed assessment 
of all principal risks to our business. 

Opportunity
Providing 
world-class data 
security is one of 
our growing 
product offerings in 
the Enterprise 
(B2B) segment.

Context
A malicious or accidental cyber attack from 
outside our organisation, as well as insider 
threats or supplier breaches, could result in 
service interruptions and/or the infringement 
of personal and confidential data. This could 
significantly impact our customers, revenue 
and reputation, and lead to costs associated 
with fraud and/or extortion.

COVID-19 exposure
The outbreak of the COVID-19 pandemic led to a 
significant increase in cyber threats targeting our 
customers through phishing, social engineering and 
malicious or insecure apps and services. This is further 
exacerbated by the increased number of people working 
from home and who use different technological tools to 
stay connected. Pressure on internal security network 
resources has intensified.

Mitigating actions
zz Commission world-class security vendors to enhance sophisticated attacker detection.
zz Conduct proactive assessments of the security measures in place on our projects.
zz Monitor the Group’s cyber incident response and containment. 
zz Manage security risks by implementing continuous security improvement programmes.
zz Develop assurance programmes that incorporate internal and external reviews of our data storage practices.
zz Increase security controls to protect our infrastructure while storing and transmitting confidential information.
zz Embed the Vodafone Security Risk, Control and Assurance Framework across our business.
zz Ensure people with relevant skills are appointed to manage our IT security.
zz Drive dynamic framework of minimum controls on cyber per market, a clear roadmap to track achievements 

and stretch targets.

   Cyber threat  (2020: 2)1

Six capitals

Strategy

Speed of impact
Very rapid

Risk

1 Cyber threat
2 Unstable economic and 

market conditions 
(all markets)

3 Vendor strategy
4 Market disruptions
5 Taxation uncertainty, social 

and political pressure
6 Technology failures
7 Resilience of our mobile 

money platform
8 Adverse regulatory and 

compliance pressures
9 Spectrum 

10 Execution of strategic 
projects for future growth
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Figure 1:  
Vodacom Group top risk rating  
(impact vs likelihood)

Figure 2:  
Vodacom Group Top 10 rating  
(speed of impact)
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Our principal risks and
associated opportunities

Our embedded enterprise risk management process further enhances the rigour of 
this progress. Our Board reviews and approves the risk appetite for each principal 
risk identified, ensuring informed and risk-based decision-making.

Vodacom’s principal risks heatmap (included as Figure 1 below) depicts our top 10 
risks as identified through our risk management processes. The heatmap shows 
residual risk after taking into account mitigating actions. We also disclose our risk 
speed of impact report (included as Figure 2), reflecting the rate at which the Group 
would experience adverse impacts if the risk materialised. This enables the Group to 
develop effective risk mitigation plans, including how to optimally allocate 
resources to those risks that require immediate action.
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Mitigating actions
zz Reduce dependency on single suppliers through risk profiling. 
zz Implement our multi-vendor strategy in critical categories.
zz Engage with governments, experts and suppliers.
zz Engage with governments to manage potential supplier restrictions.

Opportunity
Vodafone Procurement 
Company provides us with 
opportunities to leverage the 
capabilities of original 
equipment manufacturers 
(OEMs).

Context
Geopolitical influences could potentially 
impact our IT and technology vendor 
strategy. Furthermore, the lack of supply by 
key suppliers may negatively impact 
operational activities and our ability to 
deliver quality service to our customers. 
Where applicable, the implementation of a 
multi-vendor strategy is crucial for the 
sustainability of our operations.

COVID-19 exposure
The outbreak of COVID-19 impacted the supply 
chain efficiencies, which could affect our ability 
to source the critical equipment, skills and 
resources needed to operate our business. 
The pandemic also increased our IT and 
technology vendor strategies and has 
subsequently placed our operational costs 
under pressure.

   Vendor strategy (2020: 4)3

Context
Volatile macroeconomic conditions – such 
as fluctuating foreign exchange and 
inflation rates – may weaken consumer and 
enterprise spend and, consequently, 
reduce our revenue and negatively impact 
operating costs and capital expenditure, 
which could impact our profitability.

COVID-19 exposure
South Africa’s financial downgrade has decreased 
consumer and enterprise spending, negatively 
affecting demand. It also increased operational 
costs and the capital expenditure needed to 
implement measures to limit the spread of 
COVID-19.

Mitigating actions
zz Continuously evaluate products and services to enhance our customer value proposition.
zz Create and implement a comprehensive stakeholder relations strategy. 
zz Apply Group treasury policies in our markets.
zz Include contingencies in our business plans to provide for the negative operational impacts that 
could arise from lower economic growth and changes in interest, inflation and exchange rates.
zz Implement a global cost-savings programme to combat the effects of inflationary pressure 
on costs.
zz Use foreign exchange instruments to mitigate currency fluctuations. 
zz Ensure the best rates, including a balance between fixed and variable rates, by carefully 
managing loans.
zz Adjust budgets by considering best and worst-case scenarios relating to the pandemic.

   Unstable economic and market conditions  (2020: 1)2

Strategy

Speed of impact 
Rapid

Speed of impact 
Slow

Six capitals

Strategy

Six capitals

Opportunity
We are capturing opportunities 
for innovation by addressing 
the macroeconomic 
challenges facing our 
customers. This includes our 
segmented propositions and 
digital offerings relating to 
education, health, agriculture 
and inclusive finance.

Our strategic pillars

Segmented 
propositions 

Best 
customer 

experience 

Financial 
services 

Digital 
content 

platforms 

Best 
technology 

Our brand 
and 

reputation 

Enterprise 
digitalisation 

Digital 
organisation 
and culture 

Human  
capital

Manufactured 
capital

Intellectual 
capital

Natural 
capital

Social and 
relationship 

capital

Financial 
capital

Six capitals
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Our principal risks and associated opportunities continued

Human  
capital

Manufactured 
capital

Intellectual 
capital

Natural 
capital

Social and 
relationship 

capital

Financial 
capital

Six capitals

Mitigating actions
zz Improve our stakeholder engagement programme. 
zz Monitor changes to our political environments, including instances of social activism. 
zz Consult regularly with tax advisers to understand the impact of our current operating environment.
zz Regularly communicate Vodacom’s purpose through media statements and campaigns.
zz Release media statements and participate in awareness campaigns to educate Vodacom’s customers.
zz Proactively understanding tax pressures in all jurisdictions and engaging with governments to 
minimise impacts on digital penetration, for example excessive smartphone duties.

Opportunity
We contribute significantly 
to the income tax of 
governments in the countries 
where we operate. Our 
compliance responsibility 
enable governments to 
deliver their developmental 
agendas.

Context
The mobile communications industry is 
often subject to unpredictable taxes 
(both direct and indirect). This, combined 
with pressure to reduce prices from 
consumers, creates a challenging 
operating environment. External factors, 
such as activism from civil society, could 
also directly influence our operations. If 
we do not act decisively or respond 
appropriately to important issues, we run 
the risk of harming our reputation or 
damaging our brand.

COVID-19 exposure
Consumers have felt the added economic 
pressure from COVID-19, which has evoked a 
demand for reduced prices even as the need for 
connectivity increases. The prevalence of fake news 
surrounding 5G could also result in an upsurge of 
social pressure against the roll-out of this 
technology. Furthermore, governments’ responses 
to COVID-19 could lead to more stringent regulatory 
or legislative requirements, affecting our ability to 
service our customers effectively. These changes 
could potentially require updates to our pricing, 
fees, bundle validity and limits.

   Taxation uncertainty, social and political pressure (2020: 5 and 6)5

Mitigating actions
zz Execute strategies to scale accelerator businesses, including Fixed, IoT, IT, digital lifestyle and 
financial services, IoT and cloud.
zz Develop technology skills and capabilities to compete with disruptive market players.
zz Utilise network and personal data assets by leveraging Big Data and real-time analytics to 
personalise customer services and offers. 
zz Adopt pricing strategies to counter declining traditional voice revenue and migrate voice to data. 
zz Align and position segmented customer offerings with an understanding of customer behaviour 
and expectations.
zz Integrate a superior customer service strategy across the business.
zz Partner with OTTs and global technology firms for mutual benefit.
zz Offer integrated voice, SMS and data offerings personalised to customers.
zz Manage the number of active days of a customers on the network to ensure personalised 
compelling offers to keep the customers on the network.

Opportunity
Proving our agility by driving 
innovation in our products, 
services, partnerships and 
business model.

Context
Mobile network operators continue to compete 
for market share amid reductions in disposable 
income, new entrants to the market and growth 
of OTT players. This could decrease Vodacom’s 
market share, with price wars between 
competitors potentially reducing our revenue.

COVID-19 exposure
The effects of COVID-19 placed immense 
pressure on consumers’ disposable 
income which, in turn, could impact volumes 
and pricing across the industry. The pandemic 
also increased demand for OTT players’ platforms 
as we embrace new ways of working, which could 
place Vodacom’s existing portfolio under pressure.

     Market disruption (2020: 7)4

Strategy

Six capitals

Speed of impact 
Very rapid

Strategy

Six capitals

Speed of impact 
Very rapid
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Our strategic pillars

Segmented 
propositions 

Best 
customer 

experience 

Financial 
services 

Digital 
content 

platforms 

Best 
technology 

Our brand 
and 

reputation 

Enterprise 
digitalisation 

Digital 
organisation 
and culture 

Mitigating actions
zz Invest in ongoing maintenance and upgrades to our systems. 
zz Focus on comprehensive business continuity and disaster recovery plans.
zz Ensure adequate and feasible redundancy capabilities.
zz Eradicate any single point of failure.
zz Drive consistent policy and system implementation through the M-Pesa Africa joint venture.

Opportunity
The continued reliability and 
resilience of our platform 
drive economic activity, 
support small businesses’ 
growth and enhance financial 
inclusion for all citizens.

Context
M-Pesa, our mobile money platform, is a crucial tool for 
socioeconomic growth and is a gateway to the digital 
economy. We have to ensure we offer reliable and 
dependable service to our mobile money customers, as 
any disruption to the platform could negatively affect our 
customers, revenue and reputation. A reliable platform will 
also ensure that we meet all regulatory requirements.

COVID-19 exposure
While the take-up of M-Pesa 
increased during COVID-19, 
it did place excessive strain on 
the mobile money platform, 
increasing the risk of platform 
failure and downtime.

   Resilience of our mobile money platform (2020: not ranked)7

Strategy

Six capitals

Speed of impact 
Rapid

Mitigating actions
zz Maintain and upgrade our systems continuously.
zz Develop and implement comprehensive business continuity and disaster recovery plans as 
needed.
zz Invest in adequate and feasible redundancy capabilities.
zz Ensure comprehensive insurance policies are in place.
zz Reduce reliance on external parties through self-provided transmission links on critical routes in 
our network.

zz Try to eliminate single points of failure through fallover, backups, transmission redundancies and 
power redundancies.

Opportunity
Our customer value 
proposition has been built on 
our leadership position in the 
industry in which we operate. 
This demonstrated leadership 
is an important driver of the 
Group’s future growth.

Context
Our customer value proposition is based on the reliability and 
availability of a high-quality network. A major failure affecting 
our network or IT assets and systems – brought on by, for 
example, natural disasters, failure to maintain infrastructure 
or cyber attacks – could profoundly impact our customers, 
revenue and reputation. While we rely on third parties and 
suppliers’ systems in our markets, we should maintain the 
reliability and redundancy expected from our Group.

COVID-19 exposure
COVID-19 caused significant 
and excessive strain on our 
network resources, increasing 
the risk of network failure. This could 
further be exacerbated by the 
inability to source critical 
equipment, skills or resources 
needed to maintain services.

   Technology failures (2020: 10)6

Strategy

Six capitals

Speed of impact 
Very rapid
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Our principal risks and associated opportunities continued

Mitigating actions
zz Engage government and regulatory bodies, highlighting efficient allocation and the societal 
benefits of spectrum.
zz Actively participate in licence renewal and spectrum allocation processes.
zz Continue to evaluate and implement re-farming and optimisation strategies.
zz Embrace a proactive spectrum strategy, including potential acquisitions and strategic partnerships 
under applicable regulation.

Opportunity
Realising alternative 
opportunities for accessing 
spectrum, such as through 
partnerships, and extending 
activities in fixed and fibre, will 
differentiate our business in 
the market.

Context
Failure to secure additional spectrum due to 
policy changes relating to the issuing of 
spectrum licences, non-renewal of existing 
licences, or increased competition for access to 
spectrum would significantly impact our ability 
to increase capacity and deliver future network 
capabilities.

COVID-19 exposure
The upsurge in people working from 
home has intensified the need for 
additional spectrum and increased pressure 
on current network resources.

   Spectrum (2020: 8)9

Strategy

Six capitals

Speed of impact 
Slow

Human  
capital

Manufactured 
capital

Intellectual 
capital

Natural 
capital

Social and 
relationship 

capital

Financial 
capital

Six capitals

Mitigating actions
zz Engage with governments, regulatory and public bodies.
zz Convene specialist legal, regulatory and government relations teams at Group and operational 
levels, with external advisers and legal counsel as needed.
zz Engage stakeholders and use targeted intelligence reports to understand material legislative 
changes.
zz Engage in broader government objectives and public interest through national industry 
associations, the Global System for Mobile Communications Association (GSMA) and other 
influential organisations.
zz Ensure that a regulatory compliance policy and a combined assurance programme are in place 
and all risks are documented.

Opportunity
Being proactive in responding 
to the changing regulatory 
environment can provide 
first-mover advantage.

Context
The introduction of stringent regulatory and 
compliance requirements will impact 
profitability, growth and delivery of services. 
This exposes us to significant financial and 
reputational damage.

COVID-19 exposure
Governments’ responses to COVID-19 
could lead to more stringent regulatory or 
legislative requirements, affecting our ability to 
service our customers effectively. These 
changes could potentially require updates to 
our pricing, fees, bundle validity and limits.

   Adverse regulatory and compliance pressures (2020: 5)8

Strategy

Six capitals

Speed of impact 
Rapid
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Our strategic pillars

Segmented 
propositions 

Best 
customer 

experience 

Financial 
services 

Digital 
content 

platforms 

Best 
technology 

Our brand 
and 

reputation 

Enterprise 
digitalisation 

Digital 
organisation 
and culture 

Mitigating actions
zz Develop a robust programme to monitor the strategic execution of our projects, proactively 
identify risks and mitigating actions, and capture new opportunities.
zz Establish strategic partnerships to enhance the value proposition and execution success of all key 
programmes within the system of advantage while retaining customer relationships and data.
zz Explore opportunities to improve commercial agreements with partners and associates.
zz Optimise costs and drive synergies to enhance our capabilities and services.
zz Leverage Big Data and analytics to build a data driven techco organisation.
zz Increase innovation and spend on research and development.
zz Accelerate the build and acquisition of technology and digital skills.
zz Continue building fibre to the home infrastructure. 
zz Accelerate mergers and acquisitions (M&A) and partnership opportunities.
zz Review alternative options to grow our fibre offerings and digital services through build, buy or 
partnering.
zz Ensure that the Board monitors that the correct steps and actions are taken.

Opportunity
Strengthening our position as 
a market leader by further 
developing our intellectual 
capital and execution ability.

Context
Our multi-product strategy, called the system of advantage, will 
deliver diversified, differentiated offerings to our customers, 
further strengthening our relationships with customers. 

Successful execution of our strategic projects is key to 
capturing growth opportunities. To remain competitive in an 
ever-changing market, projects relating to the roll-out of 
fibre, IoT, IT services, digital and financial services, as well as 
converged products, must be completed successfully and 
timeously. 

Regional start-ups and smaller fixed internet services 
providers (ISPs) that offer easy access to the internet 
continue to pose a risk.

COVID-19 exposure
Human resource constraints 
due to illness and limited 
travel limits our ability to execute 
key strategic projects. The 
increased pressure on our network 
and constraints relating to supplier 
disruptions may lead to our 
network resources being 
repurposed, thereby further 
delaying the roll-out of key 
projects.

   Execution of strategic projects for future growth (2020: 9)10

Strategy

Six capitals

Speed of impact 
Rapid
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