Vodafone Strategy
In 2018 Vodafone has presented a new strategic plan to reshape the company to gain growth in converged connectivity markets in Europa, and mobile data and payments in Africa. The company has delivered the reshape through four strategic priorities: Strengthening customer engagement, Digital-first transformation, Asset utilisation improving, Portfolio optimisation. As Table 1 shows the number of mobile contract customers has increased by 0.9 per cent, NGN broadband had risen by 1.4 million with 43.7 million homes having been supplied with one-net gigabit capability with an exponential growth of 37 per cent.			   	
	Strategic progress summary
	Units
	FY21
	FY20

	Strengthening customer engagement
	
	
	

	Europe mobile contract customers1
	million
	65.4
	64.4

	Europe broadband customers1
	million
	25.6
	25.0

	Europe on-net gigabit capable connections1
	million
	43.7
	31.9

	Europe Consumer converged customers1
	million
	7.9
	7.2

	Europe mobile contract customer churn	
	%
	13.7
	14.62

	Africa data users3		 
	million
	84.9
	82.6

	M-Pesa transaction volume3	                                                                                         
	billion
	15.2
	12.2

	Business fixed-line service revenue growth4	                                                                    
	%
	3.0
	3.3

	IoT SIM connections	                                                                                                      
	million
	123.3
	102.9

	Accelerating digital transformation
	
	
	

	Europe net opex savings5	                                                                                            
	€bn
	0.5
	0.4

	Europe digital channel sales mix6	                                                                                 
	%
	26
	21

	Europe frequency of customer contacts p.a	                                                                   
	#
	1.4
	1.4

	Europe MyVodafone app penetration	                                                                                 
	%
	63
	65

	Improving asset utilisation
	
	
	

	Average mobile data usage per customer in Europe 
	GB/month
	7.2
	5.7

	Europe on-net NGN broadband penetration1	                                                                   
	%
	30
	30

	Pre-tax return on capital employed (controlled)7	 
	%
	5.5
	6.3

	Post-tax return on capital employed (controlled and associates/joint ventures)7	         
	%
	3.9
	3.9


	Notes:
1.Including VodafoneZiggo.
2. Excluding the impact of inactive data-only SIM losses in Italy during Q3 and Q4 FY20.
3. Africa including Ghana, Egypt and Safaricom.
4. Organic growth.
	5. Europe & Common Function operating costs.
6. Based on Germany, Italy, UK and Spain.
7. We calculate two ROCE measures: i) Pre-tax ROCE for controlled operations only, and ii) Post-tax ROCE which also includes our share of adjusted results in equity-accounted associates and joint ventures. See pages 223-224 for more information


Table 1
“The new generation connectivity and digital services provider for Europe & Africa, enabling an inclusive & sustainable digital society” [1]
The next phase of the strategic plan focuses on three enabling strategies, three customer commitments over three customer market segments: Europa, Africa, and Vodafone Business. The combined strategy in the centre of the plan pressing forward the company revenues growing, margins expanding and improving cash conversions. Execution of the plan will create a sustainable value for the company stakeholders and returns above the average capital costs.
The enabling strategies
Simplified & most efficient operator
“Delivering further efficiencies through digital transformation, standardisation of products and procedures, and automation of processes at scale.” [1]
Social contract shaping digital society
Influencing policy and regulation to shape a more healthy industry structure, and build a resilient, inclusive and sustainable digital society.
Leading gigabit networks
Maintaining our leading gigabit networks as we provide our customers with the best connectivity products and ‘best on Vodafone’ user experience.
Customer commitments
Best connectivity products & services
Grow revenue through providing the best core connectivity products and services in each of our markets for both consumers and businesses.
Leading innovation in digital services
Leveraging our unique platforms and partnering with leading technology firms to provide customers with a ’best on Vodafone’ user experience.
Outstanding digital experiences
Using our leading digital architecture to provide a seamless customer experience across all channels – app, online, retail and physical delivery at home.

Simplified & most efficient operator detailed overview
Vodafone has implemented the strategy with the following key concepts:
Connectivity
Developing and improving the repeatable processes of sales activities, customer support, network operations and deployment, procurement and billing and transaction processing gave the company the opportunity to relocate operations to lower-cost centres by standardising processes across the market and applying automation at scale. 
In the next phase of the strategy, two operational models will be significantly evaluated. Firstly, the integration of European network and digital teams and secondly product development and customer care within the commercial market. The company predicts a 20 per cent reduction of operational expenses by the implementation of these two key components.
Integration network & digital teams
The integration of the European network and internal digital teams will lead to an increase in speed of execution, IT capabilities, standardisations of development environments and key processes and the leverage to use the _VOIS shared service environment among the digital teams. With this new model of operational processing, the digital teams are enabled to redefine the company technology architecture following the “Telco as a Service” (TaaS) model. The TaaS model is based on two existing layers of inter-connected digital technologies. 
The company has created a new standardised suit called “OnePlatform”. OnePlatform is powered by Vodafone Digital eXperience Layer(DXL) which is an abstract layer into the IT architecture of the company. This layer sets the foundation framework which separates customer-facing microservices, requiring frequent and rapid adjustment from back-end systems such as billing and CRM, to standardise and improve customer omnichannel processing.
 By integrating more than 50 per cent of core network functions in the cloud the company now supports voice and data core functions on over 1300 virtual networks. Combining all European Vodafone networks into one digital architecture enables the design building, testing and deployment to be processed 40% faster at 50% lower cost.  

	Customer commitments
	Units
	Q3 FY22
	Q3 FY21

	Best connectivity products & services
	
	
	

	Europe mobile contract customers1
	million
	66.3
	65.4

	Europe broadband customers1
	million
	25.7
	25.5

	Europe Consumer converged customers1
	million
	8.6
	7.7

	Europe mobile contract customer churn
	%
	13.7
	15.0

	Africa mobile customers2
	million
	187.8
	175.4

	Africa data users2
	million
	89.8
	85.8

	Business service revenue growth
	%
	0.6
	0.7


1. Including 100% VodafoneZiggo | 2. Africa including 100% Safaricom
Table 2
Table 2 shows the results of deploying the new strategy for quoter three of financial year 22 comparing to the same quoter of year 21. The number of mobile contract customers has increased by 0.98%, NGN broadband had risen by 0.2 million.			   	  
