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Editor’s Note

T

he age of digitalisation is upon us. The
challenge that businesses face is how to
get on board without ripping and replacing
their IT infrastructure. What’s required is the
implementation of bi-modal IT, which allows them to
continue to use their legacy IT while implementing
newer technologies that integrate seamlessly. They
need companies such as Vodacom to guide them on
this journey and to act as a supplier of whatever they
need, as a service.
In this publication, we provide an overview of where
we are as a business and the services that we’re able
to provide. We’re very aware that in order to keep
pace with technology, we have to be disruptive in our
offering to our customers, and we’re achieving that
across all channels, for businesses of all sizes and
across all industries.
In any fast-digitising economy, the ability to be
agile is key to business success , and we believe that
Vodacom Business has incorporated agility into its DNA,
enabling it to meet each customer’s unique technology
demands – and at the same time enabling its customers
to be agile in their own businesses. At the end of the
day, it’s all about the B2B2C service configuration. At
Vodacom Business, whilst our focus remains firmly on
our immediate business customers, we have our end
customer – which is normally an end-user or citizen – in
mind as we develop solutions.
From public and private enterprises down to
the SME, we’re providing access to Cloud, IoT and
the technologies that makes it all happen in a
secure environment. Vodacom’s built-to-last cloud
infrastructure, extensive and secure MPLS networks as

well as IoT assets and capabilities,
help small and large businesses,
and government transition
into digital without the capex
environment associated with such
transitions. This should be good
news to both CFOs and CIOs as
they can steer the business to
new heights without incurring
capex investment, especially
in an era where economies of
the developing world are facing
currency devaluation. Vodacom
enables its customers to transition
to digital without having to make
too many trade-offs, this is what we
call ‘transformation without sacrifice’.
In addition, we review our Africa strategy and the
rollout of digitalisation across the continent, as well
as the challenges and opportunities faced along the
way. As a leading player in Africa, Vodacom is investing
in infrastructure to provide customers across the
continent with reliable connections that will enable
them to grow their business.
We’re well on our way on our digitalisation journey,
and can’t wait to see where it takes us next.

Sibonisiwe Dube
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Digital transformation is the key to competing
in a new economy where the disruptors seem to
hold all the aces.
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Overview

T

he principle behind digitalisation is that it
moves technology from serving merely as a
peripheral enabler of business, to sitting at
its very core. Therefore, the key challenge
facing organisations today is that digitalising remains
difficult to achieve while these organisations still find
themselves having to deal with legacy infrastructure and
fixed business processes. To achieve true digitalisation
will therefore require a paradigm shift in the way these
businesses are run. In other words, they will need to
adopt a strategy of digital transformation.
The evolution of technology, the proliferation of
broadband and the rise of devices like smartphones and
tablets has meant that new forms of engagement are
developing between businesses and their customers.
Therefore, digital transformation has become critical
for enterprises across the spectrum – whether small,
medium or large, private or public sector – as all are
ultimately focused on delivering services to their endcustomers.
Vuyani Jarana, Chief Officer at Vodacom Business,
points out that this technology evolution has created
new channels for customer communication, and more
pertinently, customers are now demanding to be
reached through these channels.
“This means that organisations will have to adapt to
these changes and transform their businesses in order to
reach their customers through their preferred channels.
While it’s clear this demonstrates that the customer
is now king, it’s equally clear that digitalising offers
enormous benefits to the business as well,” he says.
“For example, enterprises are now able to reach their
customers anywhere and at any time. Digitalisation
also opens up new markets, by virtue of allowing access
to customers in different geographies. Furthermore,

Flexibility is the key
to success, and we
deliver this in order to
help our customers
exploit the new digital
world.
Vuyani Jarana , Vodacom Business

it will help businesses to create efficiencies and
improve service delivery, ultimately boosting economic
growth as a whole and opening up a multitude of new
ecosystems.”

Getting the basics right
Of course, he explains, to exploit the benefits of
digitalisation, it’s crucial to get the basics right first.
In other words, enterprises need access to effective
infrastructure, capable datacentres and cloud-based
services, as these are all key foundations required to
develop these new ecosystems.
“Vodacom Business is obviously able to offer all of the
above, but the company has also invested in capabilities.
We have experts who understand key vertical markets,
how the value chains work and how to enable
businesses to better engage with their end-customers.”
Furthermore, suggests Jarana, since a better
understanding of everything from enterprise systems
and the lifecycles of assets to the impact of different
geographies will enable organisations to develop
better and more specific products for their customers,
Vodacom can bring big data analytics to bear on this
matter.
“At the same time, we must remember that thanks to
smartphones, the end-customers also have powerful
computers in their hands. They want to use these to
engage with businesses or government, which means
that two-way engagement is a growing trend too, and as
a mobile player first and foremost, we’re well-positioned
to facilitate this. Such communication, of course, allows
organisations to rapidly learn and adjust their strategies
to meet changing customer demands, or to respond to
new customer needs.
“In addition, digitalisation has become a critical factor
in remaining a market leader. There are many new
entrants – non-traditional players – that have adopted
the principles of digitalisation and leveraged this digital
capability to become genuine market disruptors. In
order to compete, existing businesses need to undergo
their own digital transformation.”
For this reason, he says, Vodacom invests not only in
platforms, infrastructure, technology and applications,
but also in experienced people, to help make digital
transformation as easy as possible.
He adds that in this way, Vodacom is not only able
to provide platforms for collaboration across industry
value chains, but also specific solutions designed for
vertical markets and the experts needed to exploit these
solutions most effectively.
“And we can offer this from very large enterprise level
all the way down to the SME space. We understand the
technology and we have the experts and the analytics
to ensure that our customers, regardless of their size, are
able to service their end-customers better. Flexibility is
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the key to success, and we deliver this in order to help
our customers exploit the new digital world.”

Future technologies

New players in the market
have seen the value in owning
no assets themselves, instead
obtaining what they require from
other players.
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Jarana explains that the cloud is critical to digitalisation,
because in the digital economy, there are new assetlight business models being developed. New players
in the market have seen the value in owning no assets
themselves, instead obtaining what they require from
other players. This makes them nimble and flexible and
thus much more competitive.
“Vodacom is positioned to provide the infrastructure
and the datacentre capacity required to enable
customers to develop a flexible business model of this
nature. Furthermore, we provide access to platforms
for collaboration, which are underpinned by our core
competencies, thereby enabling our customers to
digitally transform.
“Most importantly, we build our technologies and
solutions with our clients’ end-customer firmly in mind, so
that our platforms are architected from the outset to meet
their needs. After all, whether you’re an SME, very large
enterprise or a government department, your ultimate
goal is to deliver to your end-customer,” he says.
It’s for this reason, he adds, that Vodacom aims to
position itself at the centre of the digital ecosystem.
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After all, he continues, it has the infrastructure, the
platforms and the understanding of the end-to-end
value chain already. By taking the lead in this way,
Vodacom will enable its customers to focus more clearly
on their core areas of business, while still building
alliances that will lead to the creation of ecosystems of
value for everyone involved.

The aggregation game
“It must be remembered that in today’s economy,
everything is driven by platforms and ecosystems.
Where Vodacom has the advantage is that our platforms
are able to communicate with other elements of the
ecosystems. This allows us to aggregate information
and data across these ecosystems, enabling us to offer
unified insight to the customer.”
The ability to aggregate all this information, he
explains, allows the company to provide relevant
information related to its clients’ market sectors,
industry verticals and customer groupings.
“This level of visibility is not easy to achieve, but
because we’re able to map the processes taking place in
various parts of the value chain, thanks to our platform,
we’re able to deliver relevant information to our
customers, who are able to utilise this data to improve
their own businesses.”
Of course, adds Jarana, in such an ecosystem, security
remains a vital part of the equation. For this reason,
Vodacom’s platform is permissions-based, meaning that
only those with the right permissions will have access
to sensitive information. Ultimately, he says, Vodacom
implements a strictly managed security policy, as this is
the key to a secure platform.
“Beyond this, it must also be noted that the earliest
stages of our product development lifecycle are already
underpinned by security. In other words, security is not
an afterthought, tacked on at the end. It’s embedded
into our offerings; our solutions are designed and built
with security as a key part of their foundation.”
“Not only do we offer a secure network as the initial
base, we also provide end-point security for devices.
We’re therefore very confident we have the right
portfolio of security solutions to meet today’s needs.
Furthermore, we’re constantly developing and evolving
our security offerings, in order to remain one step ahead
of cyber criminals.”

Think about the future
Vodacom remains totally focused on helping its
clients to digitally transform, as without an effective
digitalisation strategy, these companies will soon
find themselves unprepared to face the array of new
challenges the future will bring.
For one thing, he says, enterprises can expect the
level of competition they face in the market to heighten

and increase. Digitalisation means that geography is no
longer a limiting factor, nor is cost any longer a barrier
to entry. Both of these aspects have long provided
organisations with buffers against competition, but
digitalisation has removed these in one fell swoop.
Therefore, traditional enterprises will need to radically
change their own approach if they are to survive.
“The other change being brought by digitalisation
is that companies will have to drastically improve their
service levels and customer experiences. In today’s
world, customers are becoming more discerning.
Today they expect seamless service, the ability to
utilise multiple channels to contact a business and
immediate responses to their contact. Therefore, if
they’re unable to obtain this from your business, they’ll

...security is not an
afterthought, tacked on at the end.
It’s embedded into our offerings;
our solutions are designed and built
with security as a key part of their
foundation.
Vuyani Jarana , Vodacom Business

turn to a competitor that’s able to provide this. In other
words, digitalisation has all but destroyed the concept
of customer or brand loyalty. Therefore, keeping your
customer satisfied and delivering a good customer
experience is the only way to hold on to your customer.
“Once again, this is where Vodacom Business comes
into its own, as we’re ideally positioned to serve as a
national partner with our enterprise customers as they
move into this digital world. We have the understanding,
the infrastructure, the experience and the people to
help organisations of all sizes, in both the public and
private sector arenas, to reach out and grab the real
and tangible benefits that this new digital economy can
offer,” he concludes.
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Agile: the
foundation
of a digital
society
BY: JAMES FRANCIS

Photography: MIKE TURNER

Johann Pretorius

It’s a word that’s used and abused all over technology. But
agile as a concept is also the revolution shaping our world –
and can’t be disregarded, especially among infrastructure.
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J

argon is meant to shorten the time we
take to understand concepts, but all too
often such words and phrases instead
have a diminishing effect. A little like a
cycle pro claiming that the upcoming hill is a
walk in the park or a yoga instructor insisting
that hugging one’s knees is easy, jargon can
forget about the gap between idea and reality –
and how hard bridging that gap actually is.
Many bits of technology jargon fall in this
trap, but few are as aggravating as agile. Agile
says it all: it’s to have agility, be flexible, shift
easily, deliver responsively. That can make it
infuriating, because words that say it all often
explain little.
In a case of the boy crying wolf, hear
something too often and you start to ignore it.
But agility shouldn’t be ignored, certainly not
when it concerns the infrastructure a business
uses. And agile’s impact is across the board.
“It’s dropping the cost of doing the same
transaction you did yesterday,” says Johann
Pretorius, Vodacom’s Managing Executive for
Enterprise Technology. “Fundamentally that is
what agile’s effect is.”

How agile works
But how does agile work? In terms of
infrastructure, it has a lot to do with how you
repurpose a resource. Consider the knives in
your kitchen. There are many different kinds,
each suited to fairly unique tasks. You’re
unlikely to dine using a large butcher’s knife
or chop vegetables with a bread knife. Even
beyond cooking there are different knives for
stripping cords, cutting boxes or carrying on
a bush trip. What you have is an abundance of
knives, but each narrowed by specific functions.
This is how technology infrastructure
traditionally works. An appliance that’s
manufactured to be a router or firewall will
do just that. If you want additional or different
functionalities, the choice is often to buy a
special hardware expansion or new equipment.
This can be highly wasteful, especially since
hardware is often capable of doing more than
it offers.
Agile infrastructure turns this on its ear,
since an appliance’s function is determined by
its software. That opens far more possibilities
of what can be done, as well as how to do
it. Software-driven infrastructure can be
automated more easily and the assets can
be used for longer periods. Amazon deploys

custom firmware on all its switches, allowing
the company to create highly flexible IT
architecture that’s also more secure.

Vendors leading the way
Pretorius says vendor diversification is
helping create this overlap, thus shaping agile
infrastructure. Cisco entering the server space,
HP offering networking, EMC consolidating
converged hardware – these are all examples of
a trend that’s ensuring we get more bang for our
infrastructure bucks.
“The commonising of infrastructure is giving
this ability. That piece of tin can be repurposed
and ubiquitously used. The function is no
longer defined by the actual hardware or a
hardware blade. It sits in software. We have
massive virtual machine farms that we can
repurpose on the fly. That gives you flexibility
on how you use your assets and service
customers’ needs,” says Pretorius.

locked down and transferred to the parent
company’s systems? Increasingly, businesses
want to be able to change their bandwidth
between branches and applications at a whim,
usually through self-service. To do any of that
requires agile infrastructure.”

Plan agility ahead
Agile lies at the heart of the digitalisation
journey, but risks being overlooked because it
takes place in the background. This leaves room
for a few errors and misconceptions. There’s
the common assumption that agile means
ripping out previous investments, but Pretorius
counters that. The modular and flexible nature
of agile also means it can be incrementally
introduced into an organisation. Still, it’s key to
have agile in mind when planning ahead.
“You must build agile into your planning
now or you will miss it. I’m not suggesting you
bring investment forward or motivate for new

The function is no longer
defined by the actual hardware or a
hardware blade. It sits in software.
Johann Pretorius, Vodacom Business

There’s one good reason why modern
companies should care about agile
infrastructure: they will all certainly use it soon,
if not already. Pretorius sees agile infrastructure
as the next evolution in technology
architecture, delivering more for less by being
very malleable. There are two ways companies
take on agile: by using services on an agile
platform or by investing in new infrastructure.
In both cases, the implications for the business
are the same.
“There are a few examples of how agile can
influence a company,” says Pretorius. “Maybe it
wants to create pop-up stores. Can IT deliver on
that in good time? There may be an acquisition
of a business with totally different systems
– how quickly can its data and workloads be

investment immediately. But if you don’t start
moving your investments to platforms that are
ready for agile, you have an issue.”
Another mistake is to think agile is easy and
within the grasp of any service provider. Again
Pretorius disagrees. Agile investment requires
deep pockets and considerable skill. When
companies procure agile services, like hosting
SAP or Oracle workloads in the cloud, they
should use companies such as Vodacom, which
have the pedigree and finances to bring agile to
life and maintain it.
But above all, start having the conversation:
“If business wants a pop-up store and IT can’t
provide that, talk about how you both can get
there. If you are both there, start talking about
what can be done next. Get that ball rolling.”
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Cloud is not a
technology, but
a partnership
BY: JAMES FRANCIS

Photography: VERNON REED

Ermano Quartero

Migrating to the cloud is vital for the future of business. It’s a journey
that should not be under-appreciated, so choose the right partner.

T

raditional technology is a bit like owning a nice
piece of luggage. It’s a great investment for
travelling, but when at home, it sits in a closet
and takes up space. In that frame, servers and
applications have a similar narrow focus: great when
you need them, but room and resource hogs when
not in use. At the same time, they both create silos in
an organisation: an application works within a rigidly
defined space – usually one server – and that server
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is normally tasked with handling one application or
service, and not much else.
The cloud changes this. In essence the cloud is a
combination of servers, applications and connectivity.
But unlike the above example, this model is more
efficient and powerful. Thanks to virtual machines,
servers are able to run multiple services and
applications. Likewise, single applications are now able
to scale across multiple machines, enhancing their
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power when they need it. When demand is down, the
application can scale back, the virtual machines can be
disengaged, and those resources can be turned towards
other tasks.
It’s a fundamental shift away from how technology
has been used in the past, which is why it’s important
that companies make the change to cloud-centric
solutions. Fortunately the market is paying attention to
this evolution.
“The cloud in South Africa is out of the hype phase
and at the start of the mature phase,” says Ermano
Quartero, Vodacom Business Managing Executive of
Business Solutions. “Previously it was about testing,
proof-of-concepts, etc. The market now knows the cloud
is there and it should make the move. We’re starting
to see it’s not about if, but when, and what is the best
journey and key delivery points required to execute
cloud in a meaningful way. Companies are starting to
realise that the cloud provider becomes really key.”
Companies are growing more focused – and
concerned – about that journey. It’s not an easy or even
intuitive challenge. If a company has a clean technology
slate, the migration is straightforward. But businesses
with legacy systems have a larger task ahead of them,
especially if those systems are incredibly customised or
entirely unique. Yet both should choose the right cloud
journey partner to get the job done right.
“Migrating to cloud platforms will impact every
level of the business. The pay-off is great in terms of
efficiency, performance and new opportunities. If the
business goals include consolidation, better intelligence,
a better picture of customers, mobility, digitalisation
of processes, automation, rapid innovation, branch
expansion or pretty much any current trend that gives
a competitive edge, cloud-based systems are critical
for success. But then it almost goes without saying that
adopting the cloud will have a wide-ranging impact
on everything in a company. These can become very
negative if mismanaged or under-appreciated.”
The cloud is not a solution, Quartero adds, but a new
business ecosystem. So companies should not simply
focus on who would make a good host for their services.
They should select partners that understand the wide
scope of the cloud and how it can interlink to existing
processes. Very few solution providers can make that
claim and telecommunication companies are almost
uniquely qualified to do so.
“It’s not just that we own the infrastructure – the
connectivity and datacentres – that allows for
economies of scale. Vodacom’s own business lines are
wholly invested in the cloud. We procure services and
support from our internal cloud operations just as our
customers would. If our approach to cloud fails, it hurts
us just as much as the third parties who rely on us.

“Leading the cloud revolution from the front is not just
good for our margins, it’s critical for our longevity and
survival.”

Moving to the cloud
With such insight, how does Quartero suggest
companies approach the cloud transition? It requires
the right partner to help map that journey. But he
also recommends a company starts small: “Many
experience cloud the first time through voice or
telephony services. These are easy to spin off and offer
an ROI quite quickly.”
After that, companies look at shifting important yet
mercurial environments, such as development and
QA – sections that wax and wane between demanding
resources and going inactive. Disaster recovery is also
a quick win: Quartero cites one client that, through the
cloud, brought recovery down from a week to an hour.

Leading the cloud revolution
from the front is not just good for our
margins, it’s critical for our longevity
and survival.
Ermano Quartero, Vodacom Business

The biggest challenge lies in those highly customised
and critical systems that companies cannot do without.
This is where the partner is most vital, because such a
migration is bound to be unique and sensitive. Unseen
elements also arise, such as the impact on a company’s
existing skills pool used to maintain current systems.
What is the best use of those?
“We must remember that the cloud isn’t outsourcing.
In outsourcing, you hand services and skills to a third
party, who then sells that back to you. The cloud
changes the fundamentals of how a service is delivered
and used. It may cost jobs, it may create new positions
– that’s hard to say. But it will challenge the status
quo to change and that’s often the hardest part of the
journey. So I can’t emphasise this enough: choose the
right partner, someone who understands the entire
ecosystem at play here. Cloud is not a new technology.
It’s a new way to do everything.”
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Chris Ross

Embracing digital
transformation inside the
enterprise
BY: IWAN PIENAAR

Photography: VERNON REED

The rate of technological innovation is forcing
companies to embrace a different way of doing
business – transforming to become truly digital
organisations in a time of complete connectivity.

C

hris Ross, Managing Executive of Products
and Services at Vodacom Business, takes a
closer look at some of the trends shaping what
decision-makers need to consider in this new
corporate landscape. “There are a number of trends that
are dramatically impacting the architecture of enterprise
unified communications,” says Ross.
“The transformation of the workforce is at the core of
this shift. Millennials and digital natives have different
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demands and expectations when it comes to employers
than those who haven’t grown up with IT. For them, it’s
all about instant gratification, wireless, and work being
what you do and not the place you go to,” he says.
The proliferation of smartphones, video, messaging
and freemium services are shaking up enterprise
communications. Enterprises must prepare for the
impact of these trends on employee communication
and workflows.
Inside the enterprise, smartphones are desk phones
with services carrying hybrid economics between pure
mobile and traditional ultra-low cost branch-to-branch
voice communications. Many operators and OEMs
have always configured the smartphone as a client
to a traditional fixed communications system; new
developments are that of convergence at the core, where
the mobile phone completely replaces the desk phone.
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Unified communications and hosted services

Video barriers are dropping significantly and
adoption rates are increasing within the enterprise,
further stalking bandwidth utilisation in the enterprise
networks. There’s also general acceptance, and even
preference, of visual communications among younger
employees in the enterprise. Technologies that shape
video data without compromising image quality and
experience become key.
Messaging is becoming the mainstream enterprise
communication tool, especially to get quick resolution
to customer’s issues. Instant communication with
presence information creates clear advantages for
enterprise employees to deliver better customer
services. Enterprise messaging services will become
central to workflows because they provide contacts,
conversation history, real-time communications,
asynchronous communications and content in one
place. They also reduce email use, foster mobility and
increase collaboration.
As organisations move to digital in the core
strategy and develop strategies to deliver to customer
expectations, demands for agility and responsiveness
inside the enterprise is driving demand for digital
services. Businesses look to their providers to provide
them with solutions that will help them with these new
services demands within the enterprise.

Innovating to deliver on the digital promise
Stalked by increasing demands on the enterprise
communication resources, Vodacom is investing in
solutions and tools that will help enterprises manage
bursty and less predictable traffic. The goal is always
to manage peak traffic demand and keep it within
range. This is done through advising customers on
policy management within the enterprise networks.
Where it’s absolutely necessary for customers to
keep the traffic unshaped, dynamic bandwidth
management features in the enterprise wan
infrastructure are handy.

Millennials and digital natives
have different demands when it
comes to employers than those who
haven’t grown up with IT.
Chris Ross, Vodacom Business

Another important trend in the digital transformation
process is that of software-defined networks. “The
traditional way of networking involved a fixed physical
connection between machines. But today, you have
a business that requires a small amount of bandwidth
for email. It doesn’t make sense to invest heavily in fast
speeds. However, there might be a requirement for
an ad-hoc increase in bandwidth when the company
wants to do a webinar or the like. With software-defined
networks, the decision-maker is empowered to increase
network capacity as needed and only pay for what is
used. All of this is driven through software and not a
physical connection.”

Welcoming digitalisation
Ross says digitalisation is a new way of thinking and a
new way of building a business in a digital world.
“But there’s always the temptation for companies to
be lulled into the glamour of something that sounds
sexy but isn’t really all that business-relevant. The digital
transformation journey is not just about the coolest
technology, but about what makes the business become
more cost-effective.”
This requires a partner the business can trust. A
provider that’s able to assist the company in moving to a
new way of thinking.
“For Vodacom, this means we’re continually
partnering with innovative organisations that are
specialists in their field. This new world requires different
partnerships built around digitalisation as the key
focus area. Our partnership strategy entails a much
deeper relationship, especially when the core of the
organisation is shifting to a digital environment.”
Ross argues that digital transformation becomes a
common language that providers, partners, and customers
can talk around. “In the past, there used to be proprietary
discussions. Digital levels are the playing field with large
and small organisations all getting benefit from more
open, accessible, and cost-effective technology. For our
part, we want to help our customers to sell products and
services in the digital world more effectively. To this end,
we’re providing transactional support for small to medium
enterprises so they can focus on their business while we
manage the digitalisation process on their behalf.”
In this new environment, first-mover advantage
can become difficult to achieve for a large enterprise
that does not want to be seen as a guinea pig. As an
organisation, Vodacom is committed to taking on the
responsibility of being leading-edge while managing
the digital transformation according to best practices in
order to not expose its clients to any risks.
“This is especially true for smaller businesses, where
we take on the role of their CIO. We have to provide
them with services they can rely on. It’s an exciting new
digital world and one in which we want to be as active
as possible to help the transformation process of our
customers,” he concludes.
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Case Study

Avaya’s local
learning centre gets
business Ready
A global leader in enterprise communications
systems, Avaya provides unified communications,
contact centre, data solutions and related services
to businesses and organisations around the world.
Avaya’s South African learning centre reaches out to
audiences worldwide on a daily basis.

V

odacom’s Broadband Connect Fibre service
enables Avaya South Africa, an SME locally,
to access the kind of enterprise-level
connectivity it needs to deliver industry training
without enterprise-level spend.
Broadband Connect Fibre uses Passive
Optical Network (PON) technology to deliver an
unparalleled experience. Its scalability means
that smaller businesses can access rich content
experiences via the internet that were previously
only available to large corporate customers. Services
include video collaboration, voice-over-internet
protocol (VoIP), hosted PBX, Office365, cloud backup
and other data applications.
Skills transfer is an important component of
Avaya’s offering as it assists users to transform
features and functions into a complete
communications solution. Avaya Learning develops
and delivers training for Avaya products and
solutions. The collective insight of over 100 years of
leadership and vital knowledge from support centres
worldwide is distilled into some of the best training
in the industry, delivered at each individual team’s
pace and convenience.
In recent years, Avaya reduced the number of its
technology labs, opting for a more centralised and
cost-effective deployment model. This increased the
reliance on internet connectivity by its training hubs.
Avaya South Africa’s premises in Bryanston are the
centralised training hub for southern Africa, and use
the UK-based lab remotely.
On site, its two dedicated classrooms are filled
more than 100 days a year. In between, lecturers
deliver on-line skills training to students around
the world. Distance and cable quality meant that
Avaya’s incumbent ADSL connection allowed a
maximum 6Mbps download speed. Interference by
other electronic transmissions meant performance

was rarely optimal. With Avaya’s training labs hosted
overseas, training traffic was largely dependent on
upload speed – which was considerably less than
the 6Mbps promised.
Video and even voice transmissions often
experienced lag or were poorer quality than what
users expected. When this began to affect customer
satisfaction scores, particularly on labs, Avaya began
investigating viable alternatives. The most attractive
of these was introducing a fibre network which,
although well-suited to the business’s high-end media
requirements, had always been out-priced locally.

Increased bandwidth
Vodacom provides Avaya with 15Mbps symmetrical
broadband fibre with equal upstream and
downstream throughput. This makes it ideal for
Avaya’s training services where distance learners
and lecturers use high-speed data transmission
applications.

Steady transmission
A very stable signal (as a result of Vodacom’s fibre
optic network) ensures high-quality broadband
internet access suitable for real-time, high-definition
multimedia services.

Workflow description
Vodacom Broadband Connect Fibre has replaced
Avaya’s original ADSL connection and doubled the
speed that the business had previously. Because
Vodacom was able to drastically reduce the cost of
its offering, there’s been very little increase in the
cost to company.
The service is supported by a flexible range of
service plans that can be adapted for the business as
its needs change. Vodacom has already enhanced its
service to Avaya to accommodate additional client
requirements and implemented a Service Support
model to optimise its FTTB service to Avaya.
The actual deployment was implemented in
stages over a period of several weeks. It began in
October 2014 with a feasibility survey, followed by
the rollout of the infrastructure soon after.
The installation of a fibre feeder link into Avaya’s
Bryanston premises was carried out in December
2014. This project was among the first major FTTB
deployments in the country and provided significant
lessons in end-to-end best practice going forward.
Open communications and continual feedback
from Vodacom’s technical and management
teams were instrumental in ensuring a successful
installation, and continue to add excellent value to
the client.

Business enablement
Avaya’s blended learning approach offers students
a combination of self-directed, remote interactive
and classroom learning environments to maximise
effectiveness and decrease time required to reach
proficiency.
Vodacom Broadband Connect Fibre enhances
Avaya South Africa’s ability to host training sessions
for Avaya’s global OPCOs and has improved
customer satisfaction scores significantly since its
introduction.

Benefits
•
•
•
•

High speed and high capacity
Reliable connectivity
A flexible range of service plans
A customised service support model for
Senior Technical Trainers for Avaya South
Africa
• Easy scalability, with rapid provisioning to
accommodated business expansion.
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Mickey Mashale

Borderless
transformation
Photography: SUPPLIED

BY: SASHA MACKAY

Vodacom Business is bridging the gap between Africa and the rest of the world through
digital transformation and borderless communications.
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A

frica’s economic performance held
firm in 2015, amid global headwinds
and regional shocks. According to the
African Development Bank (AFDB),
growth in real GDP is estimated at 3.6%, higher
than the 3.1% for the global economy and 1.5%
for the euro area. Africa remained the world’s
second-fastest growing economy after East
Asia. In 2015, sub-Saharan Africa (excluding
South Africa) grew faster than the continental
average, at 4.2%, with East Africa leading the
way at 6.3%.
In 2015, total external flows to Africa were
estimated at USD 208 billion, with remittances
remaining the main contributor. Despite
the headwinds faced by African economies,
the underlying customer demand is still
buoyant. Africa needs investments in key
sectors of economic inputs such as transport,
telecommunications, energy and water. New
investment models that do not exacerbate
the debt burden of many African state but

must still deliver the same level of services
to their customers in Africa as if they were
operating anywhere in the world. Customer
expectations are no less onerous in Africa than
they are in Europe.
For the MNCs to provide seamless and
consistent levels of service in Africa, they need
an ICT partner who’ll enable their operations
and commit to services levels that translate to
their customer expectations; a partner who has
invested in both technology and people and has
a deep understanding of the various nuances of
operating in the African continent.
Vodacom Business has invested in a Pan
African IPVPN network connecting all 54
countries of Africa, enabling multinational
corporations to operate enterprise resource
planning systems (ERPS) from a single location.
“We have teams located in all four corridors
of the African continent: southern Africa, East
Africa, West and Central Africa and North
Africa,” says Mashale.

Our experience and mobile
heritage also mean we understand
the customer base in each of these
countries.
Mickey Mashale, Vodafone

take into account medium- to long-term
currency fragility need to be developed. The
major challenge facing Africa’s rapid economic
development is that almost all these economic
inputs are imported and come with hard
currencies making the economics of such
investments more susceptible to exchange
rate movements.
“Despite all this, we still see an increasing
number of multinational corporations (MNCs)
investing in Africa and expanding services to
key regions of continental Africa. Over the past
three years we’ve seen more MNCs enquiring
about our capabilities in the Franco-phone
West Africa,” says Mickey Mashale, Managing
Executive for Vodafone Global Enterprise (VGE).
Notwithstanding the difficulties of operating
in Africa, given its infrastructure gaps, MNCs

“This level of presence gives us deep insights
about these regions and helps us better support
our multinational customers
“Our investments in undersea cables,
datacentres and cloud services, combined
with our Pan-African IPVPN networks, ensure
that MNCs and global organisations can
digitise their operations without the concern
of whether the infrastructure will scale or
not,” she adds. Operating ERPS from a single
location does not only require a network that
is always available, it requires a network with
lower latency to enable the applications to
run seamlessly. Vodacom’s investment in
infrastructure guarantees this level of service,
for example, that the latency between Lagos
and Cape Town is the same as that between
Cape Town and Johannesburg.

The Africa challenge
“It’s the beauty of Africa where, in some
areas, you have everything you need while in
others there are no skills or infrastructure,”
says Mashale. “Yet that in itself presents an
opportunity. Thanks to the leapfrog effect, a
business today can invest in a mobile solution
to overcome infrastructure challenges without
having to wait for the installation of copper.
“Africa is not an easy terrain to tackle,
it doesn’t come with ten easy steps to
investment success. Organisations wanting
to throw a harness around its potential need
to be committed and prepared to overcome a
number of uniquely African obstacles.”

The digital advantage
“It’s our key differentiator that we can use
our own assets in most countries, right down
to the access layer, to deliver on customer
needs,” says Mashale. “Our experience and
mobile heritage also mean we understand the
customer base in each of these countries and
we help them to ask the right questions in terms
of getting what they need from their customers
and engaging with them on the right levels.”
Being 65% owned by Vodafone, Vodacom
is able to marry the strategy of the global
organisations to the local operating
environment and deliver seamless service. Not
many organisations are able to provide a service
that extends from America, Europe, Africa, the
Middle East and New Zealand, delivering muchneeded digital tools and capabilities that are
standardised, simple and seamless.
“With a single, global account team per
customer with National Account Executives
in our different operations, we’re able to offer
a single contract to manage our engagement
across multiple continents for multiple
organisations,” says Mashale. “It means we
understand the international organisation’s
situation and have the digital tools they need
to make an effective move into Africa. Their
employees are empowered to work anywhere at
any time through connectivity and collaboration
tools that cross border and time zones.”
The transformative power of digital is in its
ability to adapt and grow alongside demand.
Vodacom has used its experience, extensive
network and capabilities to develop solutions
that help multinational companies overcome
many of the challenges presented by Africa. It’s
a connected value chain that takes the ability of
digital and hands it to the business, delivering
real-world benefits that filter down from the
investor to the end-user.
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Deon Liebenberg

Connect.
Manage.
Transform.
Photography: VERNON REED

BY: SASHA MACKAY

The fourth industrial revolution has
dawned, machines are transforming the
world and connectivity is enabling it.
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he statistics that surround the Internet
of Things (IoT) are staggering, whichever
way you look at it. In 2015, Gartner
predicted that by the end of 2016, 6.4
billion connected things would be in use, up by
30% from 2015, and that by 2020 this number
would be 20.8 billion. These figures are almost
high enough to make Stephen Hawking pause
for breath, but what really puts the potential of
IoT into perspective is the fact that only 0.06% of
things that can be connected are connected –
there are still 1.4 trillion devices (and counting) to
go. It’s anticipated that the size of the IoT market
could be up to 11% of global GDP, with IoT also
adding an additional 2% to global GDP. The true
benefit of IoT lies in its ability to unlock value
across value chains across multiple industries.
“Fifteen years ago humans consumed the
internet, then it became the era when we added

traffic flow management, to ensuring the safety
of mineworkers or intelligent irrigation and
fertilisation of crops.
Vodacom has long understood the potential
of the Internet of Things, as such it has invested
in companies that have built capabilities in this
area of business. These companies have created
collaboration between horizontal platforms that
operate across industries including healthcare,
education and agriculture. One of the reasons
for business to invest in IoT is to provide
capabilities and insights that support industry
value chains. Whether it’s an orginal equipment
manufacturer (OEM) of tractors or that of
engines or aeroplanes who wants to have a
lifecycle management view of the sold or leased
asset to improve support and maintenance as
well as driving product innovation.
“Our approach to IoT is to build horizontal

One of the reasons for business to
invest in IoT is to provide capabilities
and insights that support industry
value chains.
Deon Liebenberg, Vodacom Business

to the internet, now machines are using the
internet,” says Deon Liebenberg, Managing
Executive, Internet of Things, Vodacom
Business. “It’s the time of the fourth industrial
revolution, where machines talk to one another,
things are connected and communicating and
the possibilities and implications are endless.”

Defining IoT
The Internet of Things is defined by Vodacom
as machines and objects talking to machines
and objects talking to people. This is a process
facilitated by the internet, which allows for the
monitoring and management of people, assets
and processes. The application of IoT is endless;
from the management of the fermentation
process within the wine industry, via automated

platforms for digitalisation that allow various
specific solutions or micro-networks to
integrate and gather insights about the state,
condition and context of operation for key
elements of the business operation. These
could, for example, include chillers of large
retailers, blood refrigerators in healthcare
facilities or an electricity grid switch gear,”
explains Liebenberg.
Linked to the platform is big data analytics
and decision logic, which support management
decisions. In certain applications, IoT is not only
about collective data, intelligent logic must be
able to crunch big data and trigger a decision
that will automate the management of the
various operations’ systems with limited or no
human interventions.

A key contributor to the success of IoT is
an ecosystems of partners and collaborators,
creating a web or micro-networks of niche or
specialist providers.

Scaling our investment in IoT
“We’ve strengthened our M2M unit and
changed its name to IoT to reflect the true
scope of the opportunity,” says Liebenberg.
“We’ve increased our stake with Xlink, a point
of sale and retail M2M company, from 51% to
100%, signalling our intent to grow our IOT
business. Mezzanine, a 78% owned Vodacom
IoT company focusing on healthcare, education
and agriculture, is making major strides not
only in South Africa but across the continent.
We’ve just completed rollout of stock visibility
solutions in more than 3 000 clinics across the
country using Mezzanine’s IoT platform. Through
this deployment, the challenges to medicine
stockouts in clinics will be mitigated. We’re
using the same platform to drive digitisation
in community-based healthcare services
delivered by healthcare community workers.
Through this solution we’re able to provide
clinics and district hospitals with visibility of the
health profile of these communities. We’ve had
a number of similar successes in other areas of
the business, including usage-based insurance,
education and agriculture.”
South Africa has yet to make any significant
inroads in establishing smart cities, although
some of the elements of a smart city are being
deployed, albeit in a fragmented fashion.
Whether it’s security cameras covering parts
of the city or its traffic management system or
its refuse collection programme, technology
decisions are being made by various owners
or authorities operating in the cities. What’s
needed is a horizontal platform that allows all
the various elements to connect using open
APIs and that enables aggregation of data for
better insights and decision support.
Liebenberg concludes, “We’ve made great
progress in building our IoT capabilities and are
the go-to provider for customers both in the
private and public sector when it comes to IoT
solutions. We believe that South Africa is at the
cusp of an IoT revolution that should deliver
greater productivity gains to our customers
and the economy in general. At Vodacom, we
continue to invest in our business to ensure
that the country and our customers remain
competitive when compared to counterparts
or other parts of the world. We have high
ambitions in this regard.”
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Vernon Fryer

Security is the
keystone for digital
transformation
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A strong cyber security network built on real-time intelligence, technology and expertise, will
ensure that your business is never under threat.

C

ompanies are transforming their
businesses through the increasing
adoption of digital technology,
extending their reach, improving
management decisions, accelerating the
development of new products and services,
and even evolving their business models.
However, as stated by the European
Commission: “The more we depend on the
internet, the more we depend on its security”.
A recent internet security threat report by cyber
security company Symantec noted that more than
430 million new unique pieces of malware were
discovered in 2015, up 36% from the year before.
Vernon Fryer, Group Chief Technology
Security Officer at Vodacom, which hosts the
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largest Cyber Intelligence Centre in Africa and
monitors many countries on the continent,
says the threat of global cyber-attacks on
South African organisations is frighteningly
real. “Attacks make the headlines with such
regularity that there’s a risk of becoming numb
to the sheer volume of cyber threats,” says
Fryer. “The reality is that threat levels have
sharply increased, and cybercrime, digital
espionage and hacktivism are serious risks for
business.
Fryer says organisations need to be protected
from three particularly harmful types of
attack – ransomware, identity theft and denial
of service. Ransomware, malicious software
designed to block access to a computer system

until a sum of money is paid, ensnares users
and can hold any network-connected devices
hostage for profit. In the digital workplace,
anyone connected to the internet can be
infected, with employees unsuspectingly
introducing ransomware to their corporate
networks. The risks of ransomware have also
been heightened by the ‘bring your own device’
(BYOD) trend.

How attacks happen
Attacks take place in a number of ways,
says Fryer. “A user receives an email with an
attachment, they open it, their device is then
infected and encrypted, and they receive
an email demanding a sum of money to
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Attacks make the headlines
with such regularity that there’s a
risk of becoming numb to the sheer
volume of cyber threats.
Vernon Fryer, Vodacom

remove the encryption. In other cases, the user opens
a hyperlink in an email, which takes them to a bogus
website and then encrypts their PC. Certain types of
ransomware are able to enter a network undetected by
anti-virus solutions, and simply download themselves
onto the system.”
A second major threat is identity theft, usually
connected with the theft of intellectual property, which
has become a major global phenomenon. Syndicates
engaged in identity theft are known to steal customer
data and then sell this personal information to the
highest bidder.
“We’ve seen many instances of this recently,” says
Fryer. “Today, personal information has a higher value
than stolen credit card details. Again, companies are often
held to ransom and made to pay, to ensure that their
customer information is not sold to unscrupulous entities,
which would result in major reputational damage.”
A denial-of-service (DoS) is any type of attack where
the attackers prevent legitimate users from accessing
the service by keeping the network or server busy.
To launch a DoS, a network of malicious computers
launches an assault on a website or group of sites,
overloading it with information and forcing it to collapse
and go offline. “It’s like diverting thousands of vehicles
on a highway into a single lane,” says Fryer.

Mitigating the risks
Threat intelligence is only useful if you can take action
quickly to protect networks, systems, data and critical
infrastructure. Many organisations today are challenged
with a high volume of security events produced by the
ecosystem of their non-collaborative security solutions.
It’s not a question of receiving intelligence on attacks,
but rather, what data should you use to find indicators
of critical security threats based on a myriad attacks
mounted in enterprise networks daily.
As a global network services provider, Vodacom has
an expansive view of worldwide internet traffic and a
broad view of associated cyber or digital risks. Its 24/7
Security Operations team, a group of trained security
professionals, monitors approximately 80 000 000
NetFlow sessions per day to protect the network and
customers’ infrastructure.

With a broad lens of bi-directional communications
across the internet, the team sees victim computers
around the globe connecting with bad actors. Every day,
the security team monitors approximately 4.2 million
security events and mitigates roughly 24 distributed
denial of service (DDoS) attacks. The team identifies
and removes, on average, 3 467 control and command
server (C2) networks a month. Its goal is to gather and
share insights about the global threat landscape and
respond with a clear intervention to protect customers’
information assets.
Fryer says: “We derive threat data by sampling
communication flows across our network each day. We
correlate this data with Vodacom’s reputation database,
which produces risk rankings based on a proprietary,
threat-scoring schema. This threat-scoring schema
is derived from Vodacom Managed Security Services
systems, algorithmic research on NetFlow and thirdparty reputational data feeds.”
This internet-wide threat communications data
complements other information sources, such as
honeypots, which help security professionals protect
their data, systems and networks worldwide.
With this threat data, Vodacom takes action on its
backbone, customers’ networks and the internet, if
necessary, to mitigate and prevent a range of attack types.
“When it comes to mobile communications partners
that are able to protect subscribers, it makes sense
to partner with the leader on the African continent,”
says Fryer. “Vodacom maintains a world-class Cyber
Intelligence Centre that’s aligned with the best global
information security leaders. By monitoring malicious
traffic, we’re able to take defensive measures as attacks
change, enabling our customers to block attacks or
respond in a way that ensures minimal loss.”
Vodacom’s security solutions include web and mail
content filters, anti-spam and anti-virus software,
virtual hosting and perimeter firewalls as well as
secure remote access. Most importantly, however,
Vodacom has access to the latest intelligence on new
methodologies being used by hackers, as well as the
ability to detect early warnings and take defensive
action on behalf of all subscribers.
“Security today is no longer simply about firewalls
and anti-virus software,” says Fryer. “Instead, visibility
of what’s happening on the corporate infrastructure
when it comes to the movement of data is far more
important. At Vodacom, we view the intelligence we
gather and feed to the larger global community as an
important contribution to society. As part of Vodafone,
we’re able to share and learn from the lessons of
organisations in more than 120 countries around the
world. Through predictive analysis, we enable our
customers to stay ahead of cyber-attacks, helping
them to differentiate themselves from the competition
by cutting down on losses incurred through fraud and
reputational damage.”
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Transformation
through education
BY: SASHA MACKAY

Photography: VERNON REED

Tshepo Letsie

Digital has the potential to change the face of education
through investment and commitment.
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frica has the youngest population in
the world – about two-thirds of its
total population is under 25 years
of age. There are almost 200 million
young people aged between 15 and 24 on the
continent, and in South Africa, young people
account for more than 60% of the population.
Education is the most powerful weapon for
societal transformation. For Africa to realise
the promise of its youthful population, its
governments must disproportionately invest in
quality education. It’s through such investment
that African leaders can swing the pendulum of
the potential the youthful population has from
being a time bomb to being a true demographic
dividend.
Africa’s education today faces a litany of
challenges, ranging from lack of education
infrastructure and facilities, lack of learner
and teacher support material (LTSM), limited
numbers of teachers and lack of contextually
relevant teaching materials. The existing
schools are distributed institutions spread
across wide geographies with limited
resources, most of these schools have limited
and inconsistent contact with the centre of
education administration. There’s limited
connectivity into these schools, which means
reporting is manual, paper-based and relies
on people movements between centres of
administration and the schools themselves.
For Africa to improve the quality of
education for its citizens, African governments
cannot rely solely on traditional methods of
building institutions of learning. New strategies
that will help Africa leapfrog its education
evolution process need to be discovered and
implemented. This is where the digitisation of
education in Africa becomes the key leapfrog
strategy for Africa’s education development.
Digitising Africa’s education will professionalise
and strengthen school administration, provide
students with access to rich educational
content, enable educators to be more effective
in teaching and most importantly create a
platform for students, teachers, parents,
publishers and administrators to collaborate to
improve the quality of education in Africa.

Making education accessible to all
Access to education is one of the key tenets
of improving the education of any nation.
Making the traditional education system more
accessible often means increasing the cost

of delivery. Africa needs to find methods that
change the relationship between demand and
supply of education, especially with regards to
its delivery.
Increased investments in mobile broadband
networks, development of digital educational
content, investment in content delivery
platforms, decreasing mobile data costs
together with lowering costs of entry level
tablets and smart devices, is beginning to
decouple delivering education at scale from the
underlying costs of such delivery.
Using digital content delivery platforms
makes it possible to aggregate content from
different learning institution and make it
available to a wider audience at a fraction of
the costs a traditional brick and mortar delivery

broadband in the transformation of education
in Africa. Not only have we invested in content
delivery platforms and other capability to
deliver rich education content commercially,
through the Vodacom Foundation we have
invested in 160 teacher training centres
to ensure that educators can be equipped
with skills that help them to be able to use
21st century digital education technology
confidently. We have made curriculum
approved content freely available in South
Africa. Students need to have a data balance
in their accounts to access this content. To
access this grade 4 to 12 content, South
African students need to register at
www.vodacom.co.za/e-school .
“We see our role as that of content

Another role that digital takes on
is that of allowing students to receive
more personalised educational
support and guidance.
Tshepo Letsie, Vodacom Business

method would have attracted. Digital learning
and teaching materials include innovations
such as epubs, and interactive PDFs, as well
as rich video content that helps bridge the
gap of lack of science laboratory. “There’s an
English idiom that says ‘A picture is worth a
thousand words’,” says Tshepo Letsie, Managing
Executive for Public Enterprises at Vodacom
Business. “When children visualise education
concepts through video and pictures, their
level of comprehension and recall increases
significantly. This is the difference that digital
education brings to that table.”

Digital’s impact on education
Letsie says, “At Vodacom we have long realised
the centrality of technology especially mobile

aggregator and a delivery channel through
our content delivery platform and mobility
solutions. With South Africa looking to go digital
in education, new opportunities for job creation
through local assembly of smart devices
begins to be more feasible. Digitising education
in South Africa will not only deliver quality
education but has a potential for a much bigger
socio-economic impact.”
Transformation does not have to be limited
to primary and secondary education, digital
presents opportunities to make higher
education more accessible through digital
online and Open University concepts. Letsie
concludes, “Using technology to deliver
education will help lower the cost of making
education more accessible to the citizens.”
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The path to digital
transformation
BY: MONIQUE VERDUYN

Digital transformation is driving business change, with organisations looking at digitalisation
strategies as a way to improve processes, and ultimately better serve their customers.

Photography: VERNON REED

B

ig data and analytics play a key role in digital
transformation, with access to specific
information about employees and customers
helping to tweak marketing, sales, and
operations, and having the drive to increased ROI.
“Customers are realising how much data they actually
have now, and that there are major opportunities out
there,” says Deshan Govender, Managing Executive, Large
Enterprises, at Vodacom Business. “What they’re not
yet sure of is how to take that data and make it usable.
Many are talking to OEMs about how to take analytics
to the next level. At the same time, we’re seeing more of
an interest in the trends and possibilities rather than a
burning desire to buy something right now.”
Another factor impacting digitalisation is the Internet
of Things (IoT), which is driving digital transformation
across many industry sectors. In South Africa, however,
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says Govender, there’s a need to broaden the discussion
to include people and processes. “At the centre of the
move to digitalisation is the question of how to make the
customer experience better,” he says. “The focus on the
customer signifies a major shift in thinking, with IT now
far more in tune with business needs than ever before.”

The challenges of the digital transformation
The number one challenge for enterprises that are moving
towards digitalisation is how to transform traditional IT,
which historically responded to business requirements,
to be the key architect of the new world of business. With
digital, IT is no longer an enabler of the business, operating
in the background, it has become one of the main drivers
of a company’s competitive advantage. “With the focus so
heavily on transforming the customer experience through
digital transformation, IT systems that were put in place
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Deshan Govender

20 years ago are simply not going to make the grade.
There are few, if any, legacy systems that are able to go the
distance with companies on the way to digitalisation.”
This challenge is exacerbated by the fact that
traditional business processes have been created for
an IT environment that’s now becoming outdated.
As a result, large enterprises are faced with a need
to redefine business processes if they want to take
advantage of the digital world.
“When it comes to rewriting business processes, the
major objection is that ‘this is the way we have always
done it’,” Govender cautions. “Holding onto that familiar
refrain will stifle innovation.”

The building blocks of digital transformation
Customer experience is at the heart of digital
transformation. Among the key findings of Forrester
research commissioned by Accenture was that customers
are in control of their interactions with businesses in the
digital age. Attracting, winning, and retaining customers
requires a concerted effort across the entire organisation,
with profitability, ROI, and customer satisfaction as key
measurements of their progress.
“Businesses need to understand who their customer
is and how to extract the full revenue potential from
each one, in a seamless omni-channel sales journey,”
says Govender.
Improving operational processes is also critical to
successful digital transformation, particularly when
it comes to productivity gains that can be achieved
through moves such as digitising salesforces out in
the field, and digitising internal processes to improve
productivity. True end-to-end enterprise mobility gives
the workforce the ability to work anywhere anytime on
any device and be confident that the user experience is
the same in the office, the airport and at home.
Another key component of digital transformation
is the ability take standardised processes and digitise
them in a way that ensures customers remain

Businesses need to understand
who their customer is and how to
extract the full revenue potential
from each one, in a seamless
omni-channel sales journey.
Deshan Govender, Vodacom Business

comfortable. “It takes time to develop a digital
mind-set, which makes it imperative that we help our
customers to understand the entire value chain. That’s
often the longest part of the journey to digitalisation.”

Smoothing the transition for large enterprises
Vodacom has successfully enabled companies across
several industry sectors to transform into digital
organisations, including security firms, financial services
organisations and retail businesses.
Vodacom offers enterprise customers all the building
blocks required for digital transformation, Govender
says. “We believe in stakeholder engagement and are
committed to mapping out the journey to digitisation
with all stakeholders in the organisation. Where
necessary, we also have the partnerships in place to
provide for any specific requirements.”
“The advantage of a partnering a company like
Vodacom is that we’re able to leverage the successes of
the group as a whole,” Govender adds. “In the public sector,
for example, we’ve successfully developed a platform for
the digital classroom. We’re now taking it to our corporate
customers who want to deliver training to their employees.
We have the network and the apps too; all that’s required is
for the customer to make their content available.”
In partnership with Mezzanine, Vodacom is also
creating a health footprint across Africa through an
m-health platform that enables collaboration, the
collection of insights and stock monitoring across the
medicines supply chain.

A trusted total communications provider
“Our built to last cloud infrastructure, combined with
the fact that mobile is its DNA, makes the company the
credible go-to provider when companies are looking to go
digital.” Govender says, “We’re at the cusp of a platform
economy, where ecosystems of value comprising
businesses and their customers, OEMs, specialised and
niche providers on specific solutions for key verticals, will
determine winners and losers. Vodacom has invested in
platforms through which it’ll orchestrate the interactions
between various actors in the ecosystem.”
Whilst traditional retail and call centres still have a
space under the sun, app-enabled digital platforms create
a new point of engagement between the business and
its customers. Enabling customers to interact with their
providers through reverse billing data applications, with
deeply embedded security features, is driving confidence
in business digital strategy. Vodacom has a deep
understanding of both drivers and enablers of digital.
“It’s about bringing it all together for our customers
across every element of the ICT spectrum,” says
Govender. “Every day we add more products and services
in response to our customers’ needs. If they ask for it, we
make it. Digital transformation is not a one-time initiative.
To digitally transform is to foster a culture of constant
evolution and cross-functional collaboration.”
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Fatima Hassim

Starting
small
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Vodacom has developed a range of offerings designed to
help SMEs leverage the benefits of digitalisation.

T

he South African economy is largely
driven by the small and medium
enterprise (SME) sector, which makes up
a substantial proportion of businesses
in the country. These entities are highly diverse
and operate across a range of different business
sectors, yet many of their basic business needs
are the same. Therefore, the transition to a digital
world offers them the chance to tackle many of
their ongoing pain points.
The onus is on large business and government
to help address the key challenges that constrain
SMEs and, at times, threaten their very survival.
The major challenges faced by SMEs, especially
startups, are around access to markets, finance
and business management expertise. At the end
of the day it’s about ability to deliver on projects,
and there’s often concern as to whether SMEs –

| August 2016

especially in sectors that require higher technical
skills such as construction – can deliver on key
projects. This tends to signal execution risks,
which sometimes make it difficult for financial
institutions to finance complex projects, even
when the SME has been awarded a contract.
Any strategy to support SMEs should
therefore focus on providing them with requisite
technical skills to guarantee project delivery,
help simplify daily business operations, thus
limiting the need for more overheads given the
SME’s cash flow challenges, and last but not
least, help SMEs to access more markets and
grow their revenues.
At Vodacom we believe that increased use
of ICT by SMEs could address two of the major
challenges, business simplification and access
to markets to grow revenues. Of course, ICT is

not a panacea to all of the SME’s ailments; SMEs
also require technical support, shorter supplier
payment cycles and credit guarantee schemes.
Fatima Hassim, Managing Executive for SME and
Indirect Channels at Vodacom Business, points out
that the fact that the majority of these companies
are startups, means that their first challenge is
simply getting their business off the ground.

Lifting the SME through ICT
Fatima explains that while Vodacom Business
has long served the large enterprise market, it
has realised the opportunity presented by the
SME space and has thus focused on how it can
use its core business to get them connected
and provide mobility and the ability to work
from wherever they are. In this way, she says,
SMEs can vastly improve their productivity.
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To address the challenge of business
simplification and access to market, Vodacom
has had to rethink its product philosophy for
this market segment. Fatima says, “Our mission
is to cost-effectively get SMEs connected and
online. We can then offer them solutions that
lower the administrative burden associated with
running a business. This is where technology
can really be a key enabler for business
success. Finally, we focus on providing the SME
with solutions that’ll open markets for their
businesses using online and digital platforms.
For example, in the hospitality sector, we can
link the SME with global booking engines,
thereby increasing the occupancy rates of
B&B establishments, increasing revenues and
bolstering their sustainability.

For instance, an SME starting up a health and
beauty spa could struggle with billing solutions
or managing appointments or staff productivity.
These solutions can be available online almost
free of charge, yet they are good enough for
an SME to use in the startup phase, where cash
flow is normally a major constraint. Vodacom
has reliable connectivity solutions tailored to
the size of the SME. Its broadband connect suite
of products provide SMEs with a bridge to the
online and digital world.
“To address the challenge of business
simplification and lessen the administrative
burden, we offer SMEs solutions that are simple
to use working through different types of digital
channels, app, web and mobi. One such example
is helping SMEs with financial administration,

Vodacom has introduced an SME
equivalent to enterprise mobility
applications, allowing them to work
from anywhere, at any time and via
any device.
Fatima Hassim, Vodacom Business

“Our product philosophy for this segment
is premised on three principles: confidently
connected SMEs; ICT enabled business
simplification; and digitally enabled growth.”

Building a better business
Whatever the size of a business, the two most
critical goals are to acquire and retain good
customers and profitably grow the business,
says Fatima. Digital becomes the platform for
achieving these goals.
“Firstly, digital transformation gives SMEs
access to new tools and solutions that can put
them on a more equal footing with their larger
competitors. Then, when it comes to being
more productive, Vodacom has introduced
an SME equivalent to enterprise mobility
applications, allowing them to work from
anywhere, at any time and via any device.”
By merely going online through a reliable
internet connection, SMEs can gain access
to freely available online resources and
start operating until they can afford to buy
customised solutions for their businesses.

where Vodacom has developed easy-to-use
online accounting packages, time and work
attendance solutions. We’re also busy developing
an e-commerce offering, whereby SMEs will be
able to host a store to sell their goods and services
online,” she says.
Vodacom has also developed Business
Booster, a mobile solution designed to assist
SMEs with providing quotes, invoices and
the collection of money directly from their
customer’s premises. It includes a mobile
point-of-sale offering, and enables everything
from the provision of quotes to the delivery of
invoices, through to the backend accountancy
requirements to keep track of all this financial
information. This solution is a true example of
being able to work whenever and wherever.
The onsite invoicing and PoS will ensure that
the SME can manage its cash flow by collecting
cash for services immediately, and posting
to the accounting system will ensure that
accounting records are always up to date.
“The accounting aspect is critical for an
SME’s success, so we’ve created an accounting

package that’s simple and easy to use and
manage. It’s designed to record all financial
transactions and allocate these to ‘debit’ or
‘credit’. This allows the SME to account for all
work and track profits and losses without a
qualified daily accountant on site.”

What about IT?
Of course, continues Fatima, in a digital world, IT
is more crucial than ever, yet this is another area
that impacts on the SME, as few have the funds
to afford a dedicated IT professional.
“Vodacom has therefore created a ‘Virtual
CIO’ solution that will launch later this year and
is designed to enable virtual management of
their IT on a 24/7 basis. Vodacom will provide
the experts who’ll remotely manage and resolve
SMEs’ major IT challenges, eliminating this
particular headache for small businesses.”
Backup is another key issue, she suggests,
which is why Vodacom’s OneDrive cloud storage
offering is ideal for the smaller organisation.
Moreover, the company is also looking at ways to
provide SMEs with automatic constant backups
that offer customers a far more secure solution
than existing public domain services.
For the same reason, adds Fatima, the
company offers the Vodacom Secure Device
Manager, coupled with Norton Security. This
is designed to ensure that company data on
mobile devices is protected and kept separate
from personal information. This solution has
also been designed to cater specifically to the
needs of SMEs.

The next level
It’s all about helping to take SMEs to the next
level, she says, assisting them to digitally
transform in the easiest manner possible.
“From providing them with plug and play
products, coupled with managed services,
we’ve looked at how we can deliver everything
an SME will need to be successful – from
connectivity through to productivity.
“We’re also highly focused on helping these
entities to increase their revenue, as this is the
only real measure of business success. This is
why our next phase will include the provisioning
of e-commerce solutions for SMEs, as this
will lay the foundation for them to truly grow
their businesses. Vodacom believes that South
Africa’s small businesses are amongst the most
innovative players in the market today, which
is why they need to be offered innovative
solutions from an innovative partner. This is
where Vodacom fits into the picture, as this,
after all, is what we do,” she concludes.
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Guy Clarke

Infrastructure
key to business
success in Africa
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The key to unlocking the continent’s immense economic potential is,
undeniably, its digitisation

A

frica holds tremendous promise,
considering the demographic dividend.
A lack of energy infrastructure
and logistics frameworks, as well
underperforming agriculture assets, all create
opportunities for businesses.
When contrasted with inherent risks in doing
business in Africa, such as policy uncertainty,
fragile legal frameworks, exchange rate
volatility and lack of credit management
instruments, the opportunity could become a
bit opaque to those who neither have appetite
for risk nor a track record to navigate delicate
governance and complex legal frameworks.
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Africa’s opportunity is real for business,
notwithstanding the volatility of the exchange
rates against major trading currencies such as
the US dollar, euro and the British pound, the
underlying demand for goods and services
in Africa has not tapered down. People still
buy food, travel, take children to school, buy
houses and clothes. The demand is there.
What complicates doing business in Africa
is that in most countries, critical inputs to
business are largely imported and come with
a dollar denominated price tag, meaning that
business executives must walk a tightrope of
dollar denominated input costs, while revenue

streams come in local currency. Exchange
rate movements have a significant impact
on company business plans. What further
exacerbates the problem is the inefficiency
associated with handling of imports and the
levels of taxation of such imports, even in cases
where there are no local alternatives.
There are four primary inputs to doing
business in any environment, other than an
enabling legal and regulatory environment.
These are energy, water, ICT and transport
or logistic networks. These are vital if any
economy is to sustain growth rates and
compete with other nations.
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We focus on giving our
customers the same experience
that they would have in their more
established operating markets.
Guy Clarke, Vodacom Business International

“Whilst there’s probably very little we can
do about the other three economic inputs,
when it comes to ICT, Vodacom Business
enables enterprises with ICT services across the
continent, helping them establish continent
wide area networks (CWAN), ensuring that
all their branches operate off common ERP
systems as they were offices in the same
building,” says Guy Clarke, Managing Executive
of Vodacom Business International.

Seamless service provision
Vodacom Business continues to grow its footprint
across Africa – it’s now the largest pan-African
service provider with on-the-ground presence
in 16 countries, 46 points of presence across the
continent and over 500 full-time employees –
excluding the South African business. “We live,
breathe and eat enterprise. Nothing interferes
with the enterprise requirement; we don’t have
millions of consumers distracting management
and our customer support centres,” says
Clarke. “We focus on giving our customers
the same experience that they would have in
their headquarter operating markets, from the
initial sales engagement to service delivery,
customer support, account management and
billing.” Flexible billing options, says Clarke, is
an important aspect of doing business across
the continent, as customers can be billed either
centrally to their head office, wherever that
may be, regionally or locally, in the currency of
that country. This allows customers to use their
local currency within the country and therefore
limits forex exposure, withholding taxes or
VAT implications, which can all be costly when
billed centrally. “This is a huge benefit for our
corporate customers,” he says, “but perhaps
more important, we can service them locally
in-country. We have customer service centres in
each of these markets, with an additional option
extended to our multinationals who enjoy the
benefit of a central 24/7 customer services
operating centre (CSOC) based here in South
Africa. This, together with a centralised service
management overlay across the continent,

differentiates Vodacom from its competitors
in exceeding customer expectations. Many of
our global customers insist on a single provider
interface, with a single SLA and a single service
management experience, but it falls short
when you don’t have in-country execution. The
products and services we offer allow us to build
highly flexible customer solutions and tailored
billing options.”
Leading the way in fixed-line operations,
Vodacom is also expanding its mobile capability,
either directly or through partners. In addition,
the organisation’s range of VSAT options
ranges from broadband internet access,
dedicated private leased lines and VPN QoS
over satellite. This broad level of service offering
is made possible through access to a range of
infrastructure across the continent – either
Vodacom’s own, or that of partners – as well as
access to multiple terrestrial and subsea cables.
Constant investment in network reach and
capacity, services and products works handin-hand with Vodacom’s focus on customer
experience, says Clarke.
The underlying ICT infrastructure Vodacom
provides for customers across the continent
plays a critical role in ensuring that its customers
experience a seamless and consistent service
even in countries without a stable infrastructure.
Clarke says, “Using our extensive knowledge
of the operating environments across Africa,
we take on the challenge of dealing with local
stakeholders and deliver client service to agreed
SLAs. Our teams speak the local languages, thanks
to our diversity and inclusion strategy, therefore
nothing gets lost in translation and as such we can
deliver to customer requirements the first time.”
To provide customers with MPLs and
datacentre capability across the continent,
Vodacom goes beyond the ordinary and
provides solutions that seek to transform key
value chains in Africa. For Africa to deliver on
the promise of the demographic dividend and
reach its potential, the following three sectors
of its economies need rapid transformation:
education, healthcare and agriculture. Africa

must dramatically improve the quality of
education if its youthful population is to be
an opportunity and not a ticking time bomb.
Similarly, Africa has to systematically improve
healthcare delivery to improve its human
development index and meet the sustainable
development goals by 2030. Lastly, despite
Africa holding vast acres of arable agricultural
land, it’s still not able to feed itself. Africa’s
agriculture potential remain nascent while it
imports tons of food.
In all three aforementioned areas, Vodacom
has built capability to help Africa leapfrog the
development cycle that the developed world
went through to get where it is. Mobile and big
data are key to Africa’s leapfrog development
strategy.
Vodacom is digitising primary healthcare in
Africa using mobility, big data and analytics,
from basic management of stock visibility at
Africa’s distributed primary healthcare centres, to
digitising the work of community health workers.
Vodacom helps healthcare administrators and
clinicians make better and timeous decisions for
improved patient health outcomes.
Vodacom enables education executives to
better manage distributed public schools using
mobility and its digital education platform.
From time and attendance, grade tracking,
asset management, educator empowerment
including management of school nutrition
programmes, Vodacom helps governments
and private sector clients in Africa improve
education outcomes.
In agriculture, it’s all about value chain
integration, from seed to shelf. Some 85%
of Africa’s farming population is smallholder
farmers who farm no more than five hectares
per farmer. This presents challenges around
improving production yields, access to finance
and access to markets. Though mobility and
Vodacom’s digital platform, it registers all the
farmers and builds vital information about their
farming practises. Through this deep insight into
the farmers’ proficiency and farming practices,
financial institutions can have a better
understanding of the project’s risk profile.
“Using our cloud capability, we’re able to
set up the digital capability and kick start
project implementation in weeks. We have
high ambitions of enabling Africa to leapfrog its
development cycle. For example, the African
Development Bank in its ‘Feed Africa’ strategy
has stated ambitions for zero food imports to
Africa by 2025. This can only be achieved if
ICT is an integral part of Africa’s agricultural
transformation strategy,” says Clarke.
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Ready
Business in
a digitising
world
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relevant digital marketing initiatives will drive
conversion.
• Post purchase stage is critical for customer
engagement to trigger customer advocacy.
Furthermore, suggests Masito, digitalisation
enables improved customer engagement.
After all, he says, to engage with today’s
customer, you need to be where they are,
which is inevitably online, in the digital space.
Such engagement, he continues, is also
two-way, meaning organisations can deal with
customer complaints, facilitate discussions and
ultimately obtain a far better and more intimate
understanding of their customers’ needs.

Partnering for progress

Mzamo Masito

There can be little doubt that the growing trend of
digitalisation is leading to new forms of engagement
developing between businesses and their customers. Thus,
it becomes clear that the key to competing in the new
economy is to adopt a strategy of digital transformation.

A

ccording to Mzamo Masito,
Managing Executive for Brand and
Communications at Vodacom, all
organisations, regardless of their size,
seek to increase productivity, obtain better
shareholder value and achieve profitable
growth. Digital transformation is the most
critical ingredient in this recipe, as it’s an
enabler that will assist the organisation in
achieving its ambitions.
“Naturally, such transformation is fraught
with challenges, including the organisation’s
ability to embrace the change that digital
transformation brings. It‘s no surprise to learn
that often staff and management are scared of
such change, thus if a business is to effectively
transform, it’ll need to alter their mind-sets in
order to get them to evolve as the business
itself evolves,” he says.

Genuine benefits
When businesses embrace digital, a new
world of marketing is opened to them and the
opportunities are endless. Digital marketing
helps businesses to attract customers by
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increasing loyalty and driving revenue growth.
Building on digital infrastructure platforms,
businesses must build an agile and strategic
approach to marketing. For digital channels
to work optimally, businesses large and small
need to develop a deep understanding of the
customer buying journey by mapping the
online and digital marketing channels to the
various stages in the customer journey in order
to gain advantage in the following aspects:
• Audience reach through search engine
optimisation, social networks, publishers and
blogs, this makes the businesses’ products
visible to the customers’ exploration stage.
• Execute a series of online activities to bias
the customers’ decision making stage
and towards the business products and
services. This is achieved through company
website, company blogs, community and
interactive tools.
• The business digital capability must include
e-commerce capability with product, price
and promotional initiatives made visible
as the customer enters the purchasing
stage of her journey. Investing in context

It should be obvious, he indicates, that
implementing an effective digital transformation
strategy will require a strong partner.
“As a key player in the telco sector,
Vodacom sits at the centre of the new trends
and innovations happening with respect to
digitalisation. After all, it’s telco infrastructure
that’s the enabler for the new technologies
being exploited by those at the forefront of
the digital revolution. From providing the
network infrastructure to data services, and
encompassing security, mobility and cloud
services, we sit at the epicentre of digital
innovation,” states Masito.
“Vodacom has learned that you can no longer
simply paint every customer with the same brush.
Instead, you need to determine the specific
needs of specific industry verticals, so that you
can provide a better, more targeted service to the
individual in a faster and more agile manner.”
This is another key value Vodacom can offer
to its customers, namely its experience and
insight in how to best segment a customer base
and how to correctly engage with it. Having
already done this internally, Vodacom has the
experts with the skills needed to transfer such
knowledge to its partners.
“Finally, we also bring to the table what we
call Ready Business, which is a way of helping
our customers to assess their readiness for
digitalisation. It is, after all, pointless embarking
on a digital transformation strategy until you
know where you stand and what it will take to
close the gaps.
“This is just another way Vodacom is
able to assist its customers in preparing for
digitalisation – Ready Business provides them
with the foundation upon which they can craft
a relevant, effective, long-term digitalisation
strategy and how to be ready in the digitisation
world,” he concludes.
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Hail to
the omni
king
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Vodacom’s omni-channel journey is already showing
results… and it’s only getting started.

T

oday, the customer is king. This is not
a revelation, as any astute business
all the way into antiquity understood
that knowing the customer’s desires
and whims are key to success. But what the
past lacked were the numerous channels that
a potential buyer could access, not to mention
the rich data that gave new insights to the
business about its clientele.
This has created the concept of the omnichannel consumer, says Gary Hagel, Vodacom’s
Chief Officer of Commercial Operations:
“Customers are always in a channel. In the past,
customers were served when and how business
wanted, but now it’s a 24-hour world. Business
needs the ability to serve customers all hours
of a day at their channel of choice. That journey
can start in one channel, such as a website, and
continue the experience in a store or through a
contact centre. To be able to move to a point in
a journey and continue seamlessly in another
channel – that’s omni-channel.”
It’s not something accomplished overnight,
even for a business as rooted in digital and data
culture as Vodacom. The company adopted this
strategic vision over several years, and brought
in leaders with a philosophy and experience
such as Hagel to lead the change.
Today, the results are quite obvious. For

example, the MyVodacom app was born from
this initiative and functions as an industryleading self-service portal to Vodacom’s
products and services. To do this, Hagel and
his team had to start by aligning the various
customer-facing areas of the business.
“Each were independent channels, so the goal
was to see the customer journey and share that
info across the channels, as well as train them
to understand the value of such an integrated
view. Now we’re putting in the plumbing – our
Customer 3D CRM system – that really enables
us to hook those channels together and get a full
360 degree view of the customer.”
This nuanced-yet-big picture view allows for
more products tailored to the market, such as
Vodacom’s Just 4 You product range. It’s a key
result for the entire project.
“It’s important that we’re relevant to the
customer by tailoring their experiences. The
businesses that don’t do that will cease to
become relevant and profitable.”
As Vodacom refines its view of customers,
it’ll mine its data more intensely to truly create
unique experiences and pre-empt market desires.
Hagel says data is really the engine that provides
the capability to enhance the experience.
“It took over two years to reach this point
and we’re already seeing huge gains through

Vodacom
has embraced
the omni-channel
future and it will
reshape the entire
company into a
true 21st century
enterprise.
Gary Hagel, Vodacom

new products and even better customer
loyalty. But what excites me is how we’re only
at the beginning. Vodacom has embraced the
omni-channel future and it’ll reshape the entire
company into a true 21st century enterprise.”
But what does it take for an enterprise
like Vodacom to execute a truly integrated
omni-channel strategy? Implementing such a
strategy is a business transformation project,
setting the playing field for digital engagement
underpinned by significant transitioning of IT
systems from legacy to modern scalable and
agile systems.
Vodacom having been built through a
combination of a number of service provider
entities in the past, meant that the billing and
some of the CRM systems were fragmented
and largely legacy. This made it impossible to
have a holistic view of the customer in terms of
the services they consume and the number of
relationships they may have with Vodacom.
To achieve a single view of the customer,
Vodacom had to undergo a business
transformation and transition from legacy IT to
modern, agile, scalable and future-proof systems
that allow it to better serve its customers.
“We had to build a new IT stack and migrate
customers from the legacy system to the
new platform, thanks to Vodacom’s scalable
datacentre and cloud infrastructure,” says Hagel.
Whereas the implementation of the
customer 3D, omni-channel approach was
executed largely as an internal IT-enabled
business transformation project, it took
advantage of Vodacom’s extensive datacentre
and private cloud capabilities. By setting up a
separate IT stack to transition to, enterprises
will need future-proof scalable and secure
infrastructure to meet the future capacity
demands of big data.
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Vodacom Business at a Glance
Connect your business to the continent
Vodacom Business is a tier 1 provider of managed ICT services to the enterprise market in Africa. Through Vodacom’s
investments in ICT infrastructure in continental Africa, combined with Vodafone’s global scale, we are able to connect enterprises in
Africa and between Africa and the world.

IoT

Cloud

South African
offices in:
• Cape Town
• Durban
• Bloemfontein

VSAT

Other points of presence in the
rest of Africa
•
•
•
•
•
•
•
•
•
•
•

Angola
Botswana
Cameroon
Congo (DRC)
Cote d’Ivoire
Djibouti
Equatorial Guinea
Ghana
Kenya
Lesotho
Liberia

Our
Managed
Services

• Johannesburg
• Port Elizabeth
• Pretoria

•
•
•
•
•
•
•
•
•
•
•

Madagascar
Malawi
Mauritius
Mozambique
Namibia
Nigeria
Swaziland
Tanzania
Uganda
Zambia
Zimbabwe

Security

Enterprise
Mobility

Unified
Communications

IPVPN

Why Vodacom Business?

Best network

Safe & secure

Help and Support

Innovative Solutions

Best network for
mobility and widest
broadband network in
South Africa.

Our products are built
with embedded security
and our Cyber Intelligence
Centre monitors customer
networks 24/7.

We provide
managed services for
all our solutions giving
our customers peace
of mind.

We provide customer-led
product innovation with
focus on industry vertical
solutions.

+27(0) 11 82 1960
http://www.vodacombusiness.co.za
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Widest PAN African
IPVPN
We connect businesses
across the continent
through our PAN African
MPLS Network.

A Ready
Business
is always a
step ahead
of security

threats.

As your business data rapidly expands and
becomes more and more online and digital, so
does the potential for security threats. Are you
Ready to address the security challenges and
cyber-attacks that come from being part of the
digital ecosystem?
Vodacom Business ensures your business stays
up-to-date with the latest technologies to keep
you protected.
Vodacom Business’ all-purpose-built platform
provides multi-threat security capabilities to
ensure your business remains operational.

Vodacom
Power to you

Let us help you ensure the highest level of
protection and performance at the lowest total
cost of ownership to your business.
To become a Ready Business
call 082 1930 or for more information
go to vodacombusiness.co.za/security

