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K\) OUR APPROACH TO MATERIALITY

\

Statement of Common Principles of Materiality of the Corporate Reporting Dialogue

Material information is any information which is reasonably capable of making a difference to the
conclusions reasonable stakeholders may draw when reviewing the related information. The

definition of materiality focuses on the material information needs of the primary stakeholders for
the report being issued.

The International Integrated Reporting Council (IIRC)

A matter is material if it could substantively affect the organization’s ability to create value in the
short, medium or long term
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OUR APPROACH TO MATERIALITY

Materiality Ab.OUt
1 This report provides information on all those matters that we th IS report

believe could substantively affect value creation at Vodacom.

“The process of identifying and prioritising the material matters for inclusion in this report involved reviewing:

Vodacom’s business model (pages 12 — 13)

® Qur interaction with the six capitals (pages 14 — 15)

® QOur operating environment (pages 16 — 17)

* The interests of key stakeholders as expressed during our normal engagements with them (pages 18 — 19).

This report presents the identified material information through a clearly structured narrative that:
* Reviews who we are, what we do and how we create value

* Identifies those issues that have a significant impact on value

* Qutlines our strategy, performance and governance practices in ensuring long-term value creation

Information not material to this report, but of interest for other purposes, is provided in other reports”

#IRCSAConf19 #integratedreporting IRC Annual Conference 2019




K OUR REPORTING BOUNDARY
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\o IDENTIFYING MATERIAL MATTERS FOR THE IR
Figure 2: The value creation process:
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IDENTIFYING MATERIAL MATTERS FOR THE IR

How we create value What impacts on value

\\; Five questions to identify the priority focus areas

1

1. The business model: Risks and opportunities

How do we create value? Our business model/s related to societal
challenges
2 4
2. Outcomes: What are our Our impact and Stakeholder interests
significant impacts & influence on six related to societal
influence on the capitals? capitals challenges

Our response on value
5

Strategy: How we should
respond

5. Strategy: What are the implications
Acknowledgements to Incite (www.incite.co.za) or (Qnd fOf) our STFOTGQY?

3. External environment: What
risks & opportunities have a
material impact on value?

4. Stakeholders: What are
the material interests of
our key stakeholderse

e ——

Source: The International <IR> Framework (IIRC, 2013)
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Five questions to identify the priority focus areas

How we create value What impacts on value

K\) OUR BUSINESS MODEL — HOW WE CREATE VALUE

1. The business model: c Risks and opportunities | 3. External environment:

O How do we create value? e nlele I related to societal What risks & opportunities
challenges have a material impact on
- valuee¢
2 4
2. Outcomes: What are our Our impact and Stakeholder interests | 4- Stakeholders: What are
significant impacts & influence on six related to societal the material interests of
influence on the capitals? capitals challenges our key stakeholderse

‘ Our profit formula |

Our response on value

5

Strategy: How we should
respond

Customer
value
proposition

5. Strategy: What are the implications
Acknowledgements to Incite (www.incite.co.za) or (Ond for) our Sfrofegy?

—_—

Source: The International <IR> Framework (IIRC, 2013)
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Spectrum, network and IT infrastructure

Most of our communication services depend on accessing spectrum,

which we strive to secure at a competitive price though proactive

engagement with government and regulators. As part of our 2020
vision, we are building on our substantial investment in network

O infrastructure by expanding into fixed broadband assets (cable and

fibre), and investing in IT services, Big Data and analytics,

digital services, financial services, customer relationship

capability, billing, and online resources. We leverage our

IT infrastructure to become agile and smarter in

deploying products and services, and to ensure

customer care.

Procurement activities
To manage our significant supplier landscape, we leverage off the

global purchasing power and responsible procurement practices of
the Vodafone Procurement Company, enabling the purchase of
responsibly manufactured network equipment, handsets and other
senvices on favourable terms. We balance the
benefits of global purchasing with our
commitment to promoting economic
opportunities in our host countries and driving
vodafone BEEin South Africa.

Product and service development

We are constantly developing new products, services and pricing
models, informed by our segmented customer approach that caters
for each customer’s needs, wants and behaviours in both the
Consumer and Enterprise markets. We place a strong emphasis on
protecting customer privacy, and mitigating the risk of data theft or

loss. We are implementing the ‘agile’ methodology across  ——
various departments to ensure we respond faster in a I
constantly changing environment. We hamess the power ﬂ
of Big Data to deliver personalised offers to our customers.

S

O Our value chain activities O

Customer service

Providing the best customer experience is a strategic
priority and an important source of market differentiation.
We are constantly deepening our understanding of
customers and their needs to provide targeted

product and service offerings. Our ambition is

to provide exceptional customer service

through a seamless, personalised, one-channel,

digital customer experience.

Sales and distribution

We use various sales and distribution channels including
wholesale distributors, retailers, franchise stores, direct
sales partners, street vendors, informal resellers and
online channels. Our aftersales value chain of Vodacom
repair centres and regional repair hubs has
positioned us as market leaders in the
aftersales community. Through container
shops and informal traders, we provide
important opportunities for small-scale
entrepreneurial businesses.

Managing our brand and reputation

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

recognised and trusted Connecting for a better
brands across our
footprint future

#IRCSAConf19
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How we
create value

Our profit formula

We generate profit by
efficiently utilising mobile

and fixed line assets to provide
our Consumer and Enterprise
customers with voice, data,
messaging and related services.

Our competitive differentiation
lies in the quality of our network
premised on strong investment,
our strong distribution channels
in each market, the nature of
our products and services, the
extent of our regional
footprint, the quality

of the relationships we have
with key stakeholders,
our proven ability to
manage our cost base
and the strength of
our brand.

OUR BUSINESS MODEL — HOW WE CREATE VALUE

Hey revenue differentiators

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

# Industry-leading customer value
management systems, people and
ProCEsSes.

# A diverse and widespread distribution
network across all our operations.

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

¥ Competitive and compelling product

Hey cost differentiators

# Leveraging global best practice on cost

platform cragiry . 1

% Leveraging o optimization through our "Fit for growth
relationships programme where we benefit from and
delivery. share best practice with Vodafone.

% Best-inclass | ¥ Leading in use of RPA, Big Data and Al
systems. to optimise costs.

¥ Ability to leve # Benefiting from the purchasing power of
Vodafone, dri Vodafone Procurement Company.
performance. ¥ Consistent investment in network,

delivering continuous improvement in
operating costs through more efficient
technologies and network innovation.
# Robust governance processes for
approving investments and reviewing
product. cost and investment decisions.
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What's important for
the company'’s
current business
modele

OUR IMPACT AND INFLUENCE ON THE CAPITALS

Five questions to identify the priority focus areas

1

How we create value

Our business model/s

I

What's important in
terms of our impacts
on the capitals?

Our impact and

influence on six
capitals

What impacts on value

Risks and opportunities

challenges

Stakeholder interests
related to societal
challenges

related to societal

Strategy: How we should
respond

What's important in
the external
environment, now
and in futuree

What's important to
the people and
organisations we
value?

B e

What's important for the
company'’s growth trajectorye

Acknowledgements to Incite (www.incite.co.za)
Source: The International <IR> Framework (IIRC, 2013)
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OUR IMPACT AND INFLUENCE ON THE CAPITALS

How we sustain value

Investing in the resources and relationships impacting value

People, culture and governance (Human and intellectual capital) '

Key inputs
7 746 (2018: 7 554) employees.

Experienced and diverse executive
team and strong Board.

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

Robust governance systems.

Service providers delivering on
agreed terms.

Activities to sustain value

# Competitive remuneration and
personal development
opportunities.

# R544 million (2018: R287 million)
invested in employee training and
leadership development, including
upskilling employees for digital
transformation.

# Implemented agile business
processes across business units.

# Strong focus on diversity.

# Maintained drive on building our
reputation as a quality employer.

Trade-offs: Investing in attracting, retaining and developing the best talent is one of the most
significant costs to our business, impacting short-term financial capital, but generating
longer-term returns in all capital stocks. Our commitment to driving a digital company, and
effectively harnessing the role of Al and Big Data, may result in pressure on some existing
traditional job functions, with new opportunities in new roles.

#IRCSAConf19

#integratedreporting

.

Outcomes (2019)

Maintained employee motivation, skills and

diversity through:

v/ R6.1 billion (2018: R5.6 billion) invested
in wages and benefits’.

Vv 76% black and 43.4% female

representation in the South African
workforce.

Evidence of staff satisfaction:

v/ Top Employer in all markets and leader
in the ICT/Telecoms sector.

v/ 8% voluntary staff turnover (2018: 9%).

+ 78% staff Engagement index.

Impacts on safety:

X One contractor fatality (2018: 3).
X Underperformed on eNPS.
+ Lost-time injury frequency rate 0.07.

Source: The International <IR> Framework (IIRC, 2013)

IRC Annual Conference 2019



\) THE EXTERNAL ENVIRONMENT

Five questions to identify the priority focus areas
\l How we create value What impacts on value
/ L
1. The business model: \ O ARl 3 External environment:
O How do we create value?2 | Our business model/:( related to societal What risks & opportunities
challenges have a material impact on
\ value?
2 4
2. Outcomes: What are our Our impact and Stakeholder interests | 4- Stakeholders: What are
significant impacts & influence on the related to societal the material interests of
influence on the capitalsee six capitals challenges our key stakeholderse

Ouvur response on value e
5 :

Strategy: How we should
respond

5. Strategy: What are the implications =
Acknowledgements to Incite (www.incite.co.za) or (Gnd for) our SfrOTegy? —

Source: The International <IR> Framework (IIRC, 2013)
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Challenging macroeconomic
context placing pressure on
consumers

Digital innovation disrupting
business models

An increasingly dynamic
competitive landscape

Regulatory challenges

#IRCSAConf19
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Our operating environment

Responding to a dynamic operating context

As an ICT company with operations and activities across emerging markets in Africa, we face a
particularty dynamic operating context that presents some challenging risks as well as valuable
opportunities. We have identified four broad trends over the year that heve a matenal impact on
our business model Our Vision 2020 strategy has been developed to ensure that we are best
positioned fo seize the opportunities and mitigate the risks associated with each of these trends.
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Challenging macroeconomic context

placing pressure on consumers

South Africa

¥  Leclestre COF growth and contimuing rand/dollar volatility,
With &0 UnpErtein investment cutiook.

¥ Losd-zhedding comipounds CONCES R the Bnticipated cost
of bailing out stete-oWnes enterprises.

%  Bubdued business cordidence, with uncertainty on

Cigital inmovation disrupting business

maodels

¥  Thetmnsition to the 'Fowrth Industrisl Revolutioe”
— charscterized by recent rapid developmentsin
Al, Big Dats analyties snd binckchein techrology,
z wellas the growsh in the Imbemat of Thirsgs,
connected homes and autonomous vehicles —is
chemenging many traditionst business models,

BNd key governmeent policy issues.

¥ Consumer spending constrained by Low WagE growth,
uremploymEnt, fusl price incrssses and high dest.

Intemational opesations

¥ Generally suscued econcmic growth with mast markiets
Experiancing cumency deprecistion and inflation.

¥ Mobile network opembors (MNOs) continwe to fape incrsasing
‘tax and regulatory pressure.

¥ Folticel volatiity remains a concern across much of the region.

¥  Driving cigital inclusion through enhanced rural COVEmgE,
lOW-CO5t STARpAonEs and attordable platforms (sueh
as Bhmkhal.

¥ Prowiding segmented products and services, with appropriste
pricing strategies.

¥  Develoging inclusive digital services such as M-Pesa mosile
=

¥ msinteining a strong drive on cost efficiency and "smart caper’,

¥ Targeted offers fo give more vstue to eustomers, especially in
low-ncome aneas.

Risk

¥ Unstable econcemic ars market conditions.
¥ Adverse requistory and political pressures.
Strategy

2000

Global market
% of connections™

-2
2ma 0%

G~ 1.4 billion 2.

"Endiiding cellelsr loT
‘Soerie CSMA Inlelligenss, The mskils ssensiy 2018

#integratedreporting

H Vg signit risks and exciting
‘opporturities, in particular for ICT comipanies.

¥  Diagitsl connectivity and socisl medis is changing
‘consumer behawiour, and informing and =nabling
meare activist, digitally savvy consumers.

#  Thisis being sccompanied by the inersasing
uptsie of smart devices, impeoved netwaris
{including BG) and new digital conbent and
serdices.

‘We: e redefining the business as & Leading cigitsl

EETEE

#  Develoging innovetive digitsl ssrvices and enbanced
‘custamer platiorms to incrEsse Engagement.

%  Aethinking ouwrfusure networis and technology.

» ing an agile digitaly-drr e
et sitracts the besttalent.

¥  Exploring oppomunities to drive positive socistal
«change in financisl services, enterprise, ssucation,
Iheattheane and agriculture.

Risk

¥ siarket disruption.

¥ Steategy execution in fibre and convengence.
Strategy

20000e®

9.1

billion

billion
(2018)—— ot comesens —{7028)

YA

Ssuisse: OSWA lsteligance, The subils ecnsamy 1014

OUR OPERATING ENVIRONMENT AND TOP TEN RISKS

Figure 1: Residual impact vs likelihood

4

Vendor
strategy

9

Strategic
projects

Impact

L Likelihood

B Low Medium [JJij High
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1. The business model:
How do we create valuee

2. Outcomes: What are our
significant impacts &
influence on the capitalsée

Acknowledgements to Incite (www.incite.co.za)
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IDENTIFYING MATERIAL INTERESTS OF STAKEHOLDERS

Five questions to identify the priority focus areas

1

How we create value What impacts on value

Risks and opportunities
related to societal
challenges

Our business model/s

3. External environment:
What risks & opportunities
have a material impact on
valueeg

Stakeholder interests
related fo societal
challenges

Our impact and
influence on six (
capitals

#Hintegratedreporting

4. Stakeholders: What are
the material interests of
our key stakeholders?

Our response on value
5

Strategy: How we should
respond

5. Strategy: What are the implications
or (and for) our strategye

—
‘ 4
> »
[
L

Source: The Infernational <IR> Framework (lIRC, 2013)
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RESPONDING TO STAKEHOLDER ‘HOT ISSUES’

Responding
to stakeholder
‘hot issues’

Being sufficiently responsive to relevant stakeholders’
interests is essential to maintaining positive stakeholder
relationships. In many instances, those issues which our
stakeholders feel most passionate about cut across different
stakeholder groups, sometimes with very different perspectives.
While there are always many different stakeholder interests that
we have to deal with, we have prionitised this financial year's
four most visible ‘hot issues’ which we believe have a material
bearing on our ability to create value.

— regulatory and political priority
b The issue

i South Africe, consumers, policy makers and the meadis have
een woicing concems relating to the cost of ICT servicezin
generai anc digital dats in particuiar. in South Africs, the
Competition Commiszion and ICASA Nave dotn launches
mumm-um«mmw

g iy beer m-nogem
usage 9 services. As the abiity to track and anatyse ‘connected
¢ response 20 the need to
wwmmmnmm
= P * Ve digital nkizion, ericsl Truzt in ig P ty fatiing,

{
~
‘!

-

~ &_'

\.
= N
' =

In our Bouth African maret, Vodscom has BEER subject to
SuEstantisl press and social medis sttention, a5 wellas s
[public protest outside our head office, relating to 8 kong-
standing (itigation process with 8 former Vodacam employes,
MAr Nhpsans Makste. The matter was eventually hesnd on
=ppesi by the Constitutional Court. The Court ruled that there
wes BN Eetwean and Mr| but
noied that the prics to be paid for bir Makate's ides still had to
be negotisted. The Court instructed Yodacom and bir Makate
to enterirvte negotistions, in good Eith, to sgres the
“rezsonable compensation’ payable to Mr Makete. Mr Makais
rejected the CEC's debermination and in Febnaary 2013
Indicated his intention to take the matber under judicial review.
W B awaiting oo memunication from Mr Makste on this matter.

expactstion in terms of "Guality o
disrupsions in natwark perorman
reetwork quality and swailabilicy, n
sartimiznt which can be rapicly

populstion and 4G coverage
‘transmission extended to 34
Cur Inkemational mobite ope|
B £25 30 sites. 1 B9 40 site

Bulls and bears:
= our investors’ perceptions

Strong management team with good track record of
execution.

Strong balance sheet capacity and cash flow generation,
to support both dividend and future mergers and
acquisitions.

A diversifying portfolio with faster growth potentialin
International operations, positive earnings contribution
from Safaricom.

Excitement about new growth opportunities in digital
services, including Financial services, Enterprise and
loT innovations.

Benefits of Telkom roaming deal, filling the gap from the
loss of Cell C.

2nd given the tough consumer enviFonment, we racognise the:
mmbmmmmnmwum
ng that ity o
make the i i i nesded
10 broacen service delivery and maintain hign qusiity
ofterngz Our initiats =tz anc
mbopﬁﬁumaa;hﬂuw
» msnt
m«mmmumn
tne the End-Userand

il
i
§

validity st sffoedabie pricing, Sown £0 12 cents per M2 fora
one-nour, 100 package ot 412,

Making dats more tnrougn

that lower Y r,such 8z Flex and
5 Vodscom Ziyzana.

optimising dats usage.

much needed spectrum at 3 ressonabie price to reduce
the cost to camy dats.

-

-
4

o

towns and groups.

Stakeholders
® Customers

* Covemment
® Regutators

® Media

® investors

#IRCSAConf19
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integral to our Code of Condust.
Az part of the Vodefone Croup, -eﬂeneﬁﬁvmil:
spprosen

Datz Protection w(mzmgnlpu
standerd on dats protection and privecy.

¥ In South Africa, we Nave ystems in place to ensure

with the Ly 3pp g e

v

come into effect.
A

v

v

gally _y

customer i

wmmwummnm

annualy to yiesdng
: which cetai
e e T P R
Stakeholders

i © Cuztomers
* Covernment

= ‘
e . f
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WodBoom Mas complied fuly with the Cirder of the

about
the secunty of parsoral dats and minbangm Constitutional Court.
[ — e
rignt to privecy, and 2
mmmnuwanwpmmuma =
-
W

FoRowing the Tailure of the negotiating teams to pesch
BgresmEntan the quantum of compensation, the:
Vodacom Sroup CEQ, in his robe as 8 Ssackock-breaking
MLECIARES M, WES fequised to Setermine the smaunt of
reazansble compansation o be paid. CED Bhamest loosus
recused himsetf from all inbermal mestings on this matber,
in arder bo remain independent and impartial.

Wi believe we have followed the Grder of the:
Caonstitutional Court bo the Letter and thst we have
demonstrated good fsith throughout the negotations.
mnwnnﬂyumﬁmgmpnymzumunl:nwme
Group CED as
With the Sonstitutionsl Court Grder.

In our negotistions with Mrstsasts, we have scenowlzsged
‘that Vocaeom could and should heve handied this matter
better from the beginning: in thoss insiances wheme we
did not get things right, we hawe tendened our spologees.
W hewe taken some imporiant kessons from this matter

Stakeholders
* Cuztomers
* Gowvernment
*Regulstors
* Buppliers

* Imvestoes

Bulls and be:
our investors

Recent positive regulatory and policy developments in
South Africa, with anticipated progress on spectrum
allocation.

Etrong management

Continuing macroeconomic pressure negatively impacting
consumer spend.
Lo | Perceived regulatory and competitive issues placing
loss further pressure on data pricing.
EBITDA margin softness in South Africa from Vodacom
roaming on the Rain mobile network.

Bowth Africa, with and
allocation.

Contirming macrosconomic pressune nagatively impscting
‘consumer spend.

Perceived regulatory and nnrnpctrtwe issues placing
further pressure on data

EEITDA mzngin softress i th Africa from Vodacom
roaming on the Rain mobile network
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\) WHAT ARE THE IMPLICATIONS FOR OUR STRATEGY

Five questions to identify the priority focus areas
\l How we create value What impacts on value
/] . 1 3 )., -
1. The business model: Risks and opportunities
O How do we create valuee Our business model/s related to societal
challenges
2 4
2. Outcomes: What are our Our impact and Stakeholder interests
. significantimpacts & influence on six related to societal
influence on the capitalsée capitals challenges

Our response on value

Strategy: How we should

respond

5. Strategy: What are the implications
or (and for) our strategye

Acknowledgements to Incite (www.incite.co.za)
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3. External environment:
What risks & opportunities
have a material impact on
valueeg

4. Stakeholders: What are
the material interests of
our key stakeholders?

Source: The International <IR> Framework (IIRC, 2013)
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OUR STRATEGY

oy oy

Why we exist Where we How we What we
We connect far 5 are going need to do it need to do
better future Tao be & k=ading cigital Bpead, simplicity and tnust
oompany that empowers &
Best customer experience l Gur brand and reputation
We provide & seamiess, We are B purpose-ied argenisstion,
fnchoniess, pesonalsed connschng fora betber fubume
cigital mpersncetoouwr .o, . J— by enabling a cigkal socizty,
customers. inclusses forall, woth the lesast
r ersironmental impact.
Po3 r

F PL &

-F
hgm'h:lpmpnﬂmu nlgl'lﬂ.or::il'hh
W deeslop oultsne
s e A 2 Our strategy W il an orgaisation
wants and behaviours, and 4 off the futune whene digital
proeide proposiions b0 --o-eo oo LD Y L e is first for sll employees,
Leasd in ciosen segments. und=spinned by innowstion,
[ Pam noility amd new shills.
- | o a2

o

Financial services Best

We sesi= our financial sendces Vi 2im o be the L=ading
oiferings to empomer The Lives febco inall markets teough
ofourostomesthesugh 7T o e T the best netmark andIT
firancislircdsion mecellence, with digitalat
| pam i e corne.
5 i il ross

Digital content platforms: ="

‘e groaw inba newrverticals of digitel senices o
EertfEr sareE our customes and oeerhe wslue

[| Pa 38
[ —
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Delivering on our strategy

Vislon 2020: Our strategy

We hove besn implementing the fve pillars of cur Vision 2020 strategy sinees 1 April 2017, This y=arwe added two new pillars,
s=parating our Digital content platform and Fnancial Services commitments a5 we see thase aneas requining particular focusiin
delivering on cur goal of being 3 k=ading digital company.

Qur vision is to be a leading digital company that empowers a connected society

We will disrupt through technology while delivening world-class digital solutions. We will
remove bamiers to access as we evolve to the gigabit society, while transforming amcaty

healthcare, financial services and agriculturs.

Empowering the digital lives of our customers
Connecting everybody to live a better today and build & better tomormow

How wia moa s at at
Strategy SUCCRES Geal to 31 March 2020 31 March 208 31 arch 2019
r et prormoter score - - 1 in all markets
Bt NP +1 in all markets #1 in all mashets axcept Mozamitique |
experience #1 in all markets,
Diigital MPS +1 in all markets rotyet measured  not yet messoedin [
L International
[ Group senice
& Segmented e s Mt e it 3.4% 50% m
osltion rate
[ Group customers - .
& Financial sing financial >52 million ot yet measued 458 million m
SEMICES P | customers customers
[ CGroup service revenye
coranbution () from
@ DIGUSLEONENt gt zances (T, 5% 35.2% 28% m
Irfortainment and
L advertising) -
[ +1in all markets
IIESII Neztwork NPS 1 in all markets # in all marhets *Zix:;ni: ]
L #2 in Mazambigue
Digital R veenl5d 80% 78% 78% W
@_ indullnn Employee Digial
Erploye 80% 77% 75% m
[ Our brand and Erand lezdership +#1 in South Africa # iin South Africa +1in South Afica [l
@ reputation Reputation survey #linalmaretz  #lnadlmukets Flinadlmakes
3 Inciuedng Saterizom.
I Achisyed target I Partially schisued
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ALL OF THIS INFORMATION IS “MATERIAL”

Delivering on our strategy

Chairman’s
statement
Where

s [ .
WE ¢ Our business model Em \/N/Aibﬁ the Head of
CEO’s L - . Strateqy
statemeptp= |

— Who leads us | Our operating environment Tax and our contribution
[ s _ to public finances
Shameel Aziz Joos ;.:;L.“ E;}" — Eejpcecfr:?agyt RQSpOﬂdlng ‘ N cauitemtte el
particularly dynarmig to stakeholder

oppertunities. We hs

- Board governance at a glance
{ oo drusm poore . our business model| & H ]
[ Till Streichert :;:‘“, ::: & ‘z:l positioned to seize { hot |Ssue5
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Statement of Common Principles of Materiality of the Corporate Reporting Dialogue
Material information is any information which is reasonably capable of making a difference to the "
conclusions reasonable stakeholders may draw when reviewing the related information. The &

definition of materiality focuses on the material information needs of the primary stakeholders for ;fr’f;“'""fj"{5"-""”"
the report being issued. -
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The future is exciting.

Ready?

#IRCSAConf19

(2 3eneral

01
02
04

06
07
08
10
12
14
16
18
20

26
48

s3

— 4
65
66
68

THANK YOU

Contents

About this report

The value we impacted
25 years of empowering a
connected society

=== Our business

Where we operate

What we offer

Chairmans statement
CEO's statement

Qur business model
Howwe sustain value

Our operating environment
Our hey relationships
Responding to stakeholder
‘hot issues”

Our principal risks

w—  Our strategy

Delivering on our strategy
Q&A wath the Head of Strategy

Our performance

CFO's statement

Tax and our contribution
to public finance
Condensed consolidated
financial statement s

Our segment perormance

Our governance

Who governs us

Who leads us

Board governance at aglance
RAemuneration report

Administration

— 80
82
83
84

Share information
Disclaimer

Glossary

Corporate information

#integratedreporting

Vodacom's 2019 integrated reporting suite

Our 2019 integrated reporting process comprises the following reports:

»

»
&
»

Integrated report 2019

Consolidated annual financial statements 2019
Sustainability report 2019

Operational reports

These are all available at www.yodacom.com

Delivering societal value through our core purpose
Vodacom's core purpose is ‘connecting for a better future’. The
United Nations Sustainable Development Goals (UN SDGs) provide
the best articulation of what that 'better future’ looks like, setting
aclearlong-term agenda to end poverty, protect the planet

and ensure prosperity for all by 2030, Vodacom is committed to
playing its role, as a private sector company, in the attainment of
these goals, supporting governments, communities, businesses
and individuals to build a better future. Through our core business
of providing increased access to reliable and accessible voice

and data services, we are making an enormous contribution to
national and global developmental objectives.
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Vodacom has identified and prioritised the o
following eight Sustainable Development

Goals, where we believe we can have the most
meaningful impact. Our approach to delivering on
these goals is reviewed in our suite of integrated
reports, with the most detail provided in our
Sustainability report 2019,
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