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Introduction
According to global telco executives, the application of real-time 
insights to improve the delivery of relevant and personalized 
experiences to customers will be the top strategy for delivering value, 
improved margins and revenue growth. 

Particularly in Africa, where over half of telco executives surveyed by 
the CMO Council believe real-time customer and operational data are 
key to boosting performance through personalization. 

Telco leaders are actively seeking inspirations that spark innovation in 
value and experience. By leveraging rich data insights, investing in 
digital transformation and putting the customer at the forefront of 
strategy, they expect to remain competitive and even increase market 
share in the continent. 



Defining Customer Value Creation
The CMO Council defines customer value creation as all the elements 
that go into uplifting the customer experience and engendering a higher 
level of customer satisfaction, retention, repeat purchase and positive 
word-of-mouth. 

This includes:

• Well-designed, affordable, highly functional, sustainable, usable products

• Superior levels of customer support 

• Reliable service

• Unique offers, inducements, privileges, perks and benefits

• Reward policies, preferred pricing, recognition and special treatment

• Aftermarket service offerings (warranties, returns, repairs), etc.



Defining Customer Revenue 
Optimization
The CMO Council considers customer revenue optimization as those 
strategies, practices, techniques, data analytics, and insights that advance 
the profitability, return, value and longevity of customer relationships. 

This includes: 
• The strategic management of pricing
• Derivative services
• Diverse product portfolios
• Bundling and add-ons
• Up-sell and cross-sell 
• Renewal, retention and churn management
• Contract monitoring
• Product line expansion or consolidation



Research Objectives
• Identify opportunities for customer value creation across Africa’s diverse 

communities

• Uncover new business opportunities presented by digital transformation, 
effective partnerships, and new technology investments and innovation

• Delve deeply into the challenges and complexities of data availability, 
accessibility, quality, timeliness, dependency, disorder, drag, delay and 
dysfunction

• Explore the competitive imperative to leverage real-time, refined data for 
revenue growth, customer gratification and trusted decision support

• Help functional business leaders review, value and prioritize data assets; 
give guidance on how to identify most relevant data sources, and determine 
what types, formats, and interfaces would boost usability of data 

• Examine gaps and deficiencies in the data value chain as it impacts 
customer journey, path-to-purchase, lifetime value, and end-to-end 
experience

• Create a roadmap for telco transformation in order to achieve both customer 
value creation and revenue optimization



Market Research Methodology
This presentation highlights key findings from a CMO Council survey of 
marketing executives at leading communication service providers, 
mobile network operators and digital media companies in Africa.

It also includes perspectives from deep-dive interviews with marketing 
executives at the top telcos and consultancies in Africa, offering unique 
regional perspectives about the state of telco customer value creation 
today. Executives interviewed hail from MTN, Telkom SA, Vodacom, 
Cell C, Accenture and AT Kearney. 



Why Africa?:
Overview into a high-growth, relatively 
untapped, data-driven, diverse mobile market

“Africa is one continent consisting of 54 different countries. 
Each country has different infrastructures and economic 
passions. But Africa as a whole is rising. The fact that we are 
so different, while a challenge, makes us push ourselves when 
it comes to innovation. In order for us to scale innovation 
across the continent, you must understand the region in terms 
of variations and nuances. You must also have an innovation 
mindset that looks at opportunities to address common 
problems in all countries.” 

– Mmathebe Zvobwo, TelkomSA



Mobile Growth in Africa
• Mobile revenue in Africa is set to grow from 

$54.9 billion in 2017to $68 billion in 2022. 
• While voice revenues are predictably declining 

as cheaper OTT services continue to gain 
popularity among cost-conscious consumers, 
mobile broadband and digital services revenue 
are set to more than double over the same 
period (from $13.1 billion in 2017 to $32.1 billion 
in 2022).



v



The Focus of Digital Transformation 
for Telcos in Africa

THE BIGGEST AREAS OF OPPORTUNITY FOR DIGITAL APPLICATIONS IN AFRICA

Digital Experience Management Artificial Intelligence

Data and Analytics Cloud

AREAS OF OPPORTUNITY

Digital transformation for telcos is crucial due to the gradual decline in revenue from 
traditional services. Telcos therefore must transform by introducing new value-added 
services to map new routes to revenue. 



Defining the Opportunity:
Digital Experience Management
• Customer expectations are rising. Other industries 

are advancing faster than telcos, and customers now 
have a different level of expectation as it relates to 
customer service, personalization and rewards.

• Applications measuring end-to-end customer journey 
can unlock new opportunities to better reach and 
engage with customers, as well as lay out 
opportunities for upsell and cross-sell. 

• Telcos seeking to improve customer experience must 
focus on customer service. In Africa, this ranks 
highest amongst customer requirements. 



Defining the Opportunity:
Artificial Intelligence
• AI can be a game-changer in areas such as:

- Network optimization 

- Customer service (AI-enabled chatbots)

- Customer experience (ability to tailor based on an 
individual customer's preferences)



Defining the Opportunity:
Data and Analytics
• Telcos are at the forefront of big data custodianship as 

subscribers use an array of data-generating apps and 
services all linked to their mobile phone. 

• These present huge opportunities to telcos who can 
quickly analyze vast amounts of individual customer 
data, build complex and multidimensional customer 
profiles, and develop individualized customer offers and 
experiences to deepen brand affinity and increase share 
of wallet.

• BUT, if telcos are to take advantage of their big data 
opportunities, they must give customers assurance that 
they fully appreciate the responsibility of being custodian 
to customers' most personal habits and preferences and 
take the necessary measures to protect and manage 
their data.



Defining the Opportunity:
Cloud
• One of the key challenges of cloud adoption in Africa is 

related to the matter of data residency vs data sovereignty; 
in other words, who owns that data, and where is it allowed 
to be stored? This has made it critical that cloud services 
providers have in-depth in-country experience of the data 
sovereignty and residency laws of various African countries 
and regions.

• Telcos have a mandate to provide near-100% uptime, have 
extensive infrastructure and understanding of the various 
regulatory aspects that could impact cloud services. There 
is immense potential for telcos to become private-managed 
cloud providers for data that is bound by data residency 
and sovereignty laws and enable Africa's high-growth 
businesses to more easily scale to new markets or 
geographies without transgressing any local laws.



Opportunities in Digital Applications
In Africa, data is very expensive relative to income. 
Innovative applications that can bring the internet and 
services to a highly rural population can make the 
greatest impact. 
Already, there are many entrepreneurs creating 
innovative apps using mobile devices to solve some of 
the continent’s greatest challenges. 
If telcos can effectively partner with the right 
organizations, start-ups and governmental agencies, 
there are many new lines of business they can uncover 
to provide real value to their customers. 



Areas of Greatest Opportunity
Areas of greatest opportunity for mobile-led 
innovation include:

Healthcare Education Agriculture Security

Financial 
Services 

Community 
and 

Democratic 
Engagement

Music, Video 
and Sports 
Streaming



Exploring Innovation for Africa:

POINTS OF LIGHT 
IN MOBILE INNOVATION



Addressing The High Cost Of Data



Sliide Airtime App
• Invented in Nigeria

• Named World’s Most Innovative App at the GSMA 
Awards

• Due to the high cost of mobile internet in Africa, a 
significant portion of the population is still offline 

• The app, which sends the user personalized news 
stories, solves this problem by using 65% of its 
advertising revenues to buy mobile data from MNOs to 
give to its users – who can then earn more airtime by 
completing tasks such as answering surveys from 
brands.



BRINGING MORE INSIGHT & 
OPPORTUNITY TO FARMERS



Farmerline
• Founded in Ghana

• Farmerline equips farmers with real-time agricultural 
education via SMS and voice messages in 9 languages.

• It has helped solve the problem of farmers lacking 
imperative information due to a lack of internet access or 
the inability to read and write in a language they do not 
understand.



HelloTractor
• Founded in Nigeria

• Through strategic partnerships been able to expand to a 
total of 5 markets across Africa 

• Solves the issue of food security in Africa through access 
to information and resources for small-scale farmers

• Farmers can request affordable equipment inputs, while 
providing enhanced security to tractor owners through 
remote asset tracking and virtual monitoring

• Farmers are optimizing their land and increasing their 
crop percentage yield



PROVIDING HEALTHCARE 
SOLUTIONS TO RURAL 
POPULATIONS



Medcera
• Invented in Nigeria

• An absolutely free EHR (electronic health record) for 
Africa, accessible anytime, anywhere

• Provides health records, patient appointment scheduling, 
electronic billing and health analytics

• Medcera systems run on the cloud with no requirement 
for any hardware installation



LUCY
• Invented in Ethiopia, which has one of the highest 

maternal mortality rates in the world because many 
women do not seek maternal health services 

• LUCY is a free and anonymous SMS and voice 
messaging service for women who are pregnant or 
breastfeeding to receive information and education about 
their pregnancy and how to take care of newborns.



With almost half of its population under 19

BRINGING EDUCATION 
TO THE LAST MILE

https://www.populationpyramid.net/fr/afrique/2017/


Kytabu
• Founded in Kenya

• Kytabu is a digital textbooks and educational resources 
app that allows students, who cannot afford to purchase 
all their school textbooks, to buy digital copies for less 
than half the original price.

• Students are able to either buy or rent pages, chapters 
or the full textbook on an as-needed basis. 

• This app has allowed students to remain engaged with 
relevant, up-to-date content without having the cost of 
textbooks remain a barrier to keep students from 
excelling in their studies.



Ubongo
• Founded in Tanzania. 

• Provides low-cost, accessible, educational entertainment 
(“edutainment”) for children. 

• Available in 31 countries and used in 11 million 
households with a 12% increase in educational 
outcomes so far.



Chalkboard Education
• Invented in Ghana

• Allows students to download textbooks, exercises, tests 
and to be in permanent contact with teachers through 
their phone, even without an internet connection. 

• It is already partnering with universities in Ghana to 
enable people to study wherever they are, bypassing 
infrastructures and expansive connection costs 
problems.



DEFINING THE 
TELCO OPPORTUNITY



Create Value; Optimize Revenue
• Across Africa, there are many points of light in 

mobile innovation that are already changing the 
lives of people around the continent. 

• Communications service providers (CSPs) are 
poised to leverage the wealth of mobile 
consumer data in their possession and create 
meaningful partnerships that will provide whole 
new revenue streams and bring meaningful 
value to their customers
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Transform to Create Value, or Perish
Telcos in Africa are facing intense pressures to transform and uncover new areas of customer 
value creation. With 444 million mobile subscribers, 250 million of whom have a smart phone, 
customer expectations for apps that provide value to their daily lives are at a peak. In the 
meantime, digital natives are leapfrogging telcos in innovation and taking over significant 
portions of the mobile market. As the African market matures in terms of customer 
expectations, telcos recognize they must shift gears if they are to remain competitive. 

Proliferation of mobile 
applications, streaming 
content and digital services

45% 25%
Declining communications 
service revenue in core 
business

Complexity and multi-
dimensionality of today’s 
digital ecosystem 

30%
Maturing markets, 
technologies and 
commoditized services

20%

Disruptive competition, 
diversification and innovation 
from digital natives 

25%



Telcos facing new competitive market entrants look to digital transformation to 
empower new revenue opportunities in content and streaming services, financial 
services and commerce. Telcos unwilling to explore new revenue streams will be 
reduced to a commodity. 

“Due to digitization, the boundaries are starting to disappear between different verticals -
making anyone a potential competitor, but also unlocking the opportunity for telcos to move into 
financial services, media and content.” 

– Errol Van Graan, Vodacom

“Telcos need to ask themselves about their relevance going forward because they've had a 
monopoly for so long. My advice to telcos: Don't get caught with your head bent down. Don’t 
think you can dictate the market, or you might just find yourselves in a position where you're 
saying, ''Wow, people are only using us to make calls.''

– Hentus Honiball, AT Kearney

“We are working towards a smart future; the network on its own is no longer sufficient to 
complete, but it's how we utilize emerging technology to become smart. But even with the 
businesses of the future that we're building, we face competition from agile entrepreneurs who 
have very little costs, and quite frankly, have very little to lose, compared to a large Telco.”

– Mmathebe Zvobwo, TelkomSA

Perspectives on Transformation



Value Creation:
Most Important to Customers
Value is being created due to exceptional, frictionless, efficient access and 
engagement. But for customers in Africa, service is most important.

75%

65%

65%

65%

30%

Efficient and accessible customer care and quick problem 
resolution 

Consistent, predictable experience across all 
channels of engagement

Operational excellence, reliability, uptime 
and quality of service

Simplified customer journey to subscribe 
and use services

Personalization of content, 
plans, and support programs



Value Creation: 
Least Important to Customers
Surprisingly, telco marketers in Africa ranked the following three 
areas as less important for customer value creation: 

10%

5%

5%

Recognition and reward of customer 
loyalty and longevity

Customer-inspired, integrated and 
competitively priced options

Reduced cost and complexity of plans, 
products and support programs



Telcos in Africa need to put the customer at the forefront of their transformation 
strategies. They must understand what value means both in a B2C and B2B context 
and ensure that any transformation efforts or technology investments will deliver on 
that customer value promise. 

“Customers in Africa are comparing Telcos to other service providers who provide excellent 
customer experiences – consumers interact on a daily basis with all manners of local and 
global service providers. It's no longer comparing one Telco to the next one, but comparing 
them with retailers, financial services organizations, Over-The-Top (OTT) players, etc. The 
cost of switching is low and Telcos in the pre-paid market currently have very little customer 
loyalty. It’s not uncommon to find a person with SIM cards of three different Telcos in one 
country. If Telcos want to drive customer loyalty, they must ensure that the customer 
experience is one of the highest priorities in the business.”
– Vukani Mngxati, Accenture

“Customer centricity is at the core of our business. It is imperative that we keep in mind that 
customers expect the following from a service provider: 1. It is easy to navigate the 
website, 2. It is easy to transact; bills must be accurate and on time, 3. It is easy to access 
service points, whether face-to-face or online, 4. I am treated as an individual  
5. I am provided tailor-make solutions that solve my specific needs.”
– Grace Mothusi, MTN

Perspectives on Value Creation



Strategies and Drivers of Value Creation
Looking to counter competitive threats and inroads, telco marketers are embracing a 
wide range of new strategies to deliver both customer value and incremental margin or 
revenue. While they continue to prioritize infrastructure and network upgrades, a 
strong imperative in the region, they are also making inroads in new customer-centric 
technologies that will help to optimize engagement and provide new routes to revenue. 

Implementing new AI, machine 
learning and customer 
engagement technologies

Applying customer insight to 
continuously adapt, modify 
and improve relevancy

Better use of real-time 
operational intelligence to 
boost performance

Formation of revenue-
producing partnerships 
and alliances

Network and infrastructure 
upgrades and bandwidth 
capacities

35%

55%

30%40%

30%



Facing strong competition from traditional competitors as well as new-market entrants, 
combined with an increasingly-discerning customer base means organizations need to 
be strategic about their value-creating programs. They need to properly articulate their 
value proposition to gain customers and retain them. 

“We need to ensure that we are providing the right coverage, through the right 
device, on the right price plan, with the best service for our customers.”

–Enzo Scarcella, MTN

“If telecoms don’t diversify to collectively bundle and provide all services around 
mobile, streaming and content, we will face so much competition that we will die.”

–José Henriques, Cell C

“Customer loyalty is based on three dimensions: network, service and value. So 
when we look at our customer journey, from the moment they join to every 
touchpoint thereafter, we are focused on making that a seamless experience. We 
believe that to build brand advantage, we need to be pro-customer on service and 
be competitive on network and value.”

–Enzo Scarcella, MTN

Perspectives: Strategies and 
Drivers of Value Creation



Telco organizations in Africa are slightly 
more optimistic than their global 
counterparts as it relates to the 
effectiveness of their organizational 
structure to deliver optimal value. Only 10 
percent feel their organization needs 
work, while 40 percent feel this is an area 
where they are actively improving. Fully 
half of all respondents felt their 
organizations were well-structured to 
deliver value. This is in contrast to only 44 
percent of global respondents that felt 
their organizations were well-structured, 
and 37 percent that felt they were 
improving. One out of five felt their 
organization needed work in this 
department.

50%

40%

10%

Well-structured Improving Needs Work

Organizational Ecosystem



Perspectives: Organizational 
Ecosystem
To realize program effectiveness, it is imperative to ensure the organization structure, 
process and culture feeds value creation through strong cross-functional alignment, 
data integration, and 360-degree view of the customer. Telco organizations are 
breaking traditional models and favoring those that enable greater cross-functional 
insight, quicker feedback loops, and more agile operations. 

“To deliver customer value, it is vital to have a well-known vision backed up by a 
well-known strategy, backed up again by a well-known execution plan across all 
functions.”

– José Henriques, Formerly of Cell C

“Telcos are structured in a very specific way because that's the way they 
evolved. But telcos must not be too arrogant and think they can maintain the 
current operating models without adjusting to new technologies and processes. 
The market is not going to adapt to the way that telcos are structured. Telcos
need to adjust to the market.”

– Hentus Honiball, AT Kearney



“Recognizing that data is the key to customer value, the strategy that we've we've 
tried to embark on now is a central data team that works across the various 
business units.” 

– Mmathebe Zvobwo, Telkom SA

“Telcos need to evaluate their relevance in terms of their offerings to the 
customers and to their business customers. The mistake they're making is that 
they are doing it in context of the existing products and not future products. The 
easiest way to literally bypass without going through a massive transformation 
program is to create a layer inside of your organization that would focus on value 
chains in specific industries. Those individuals then became a broker in between 
the customer outside, the SME, and then the internal capabilities.”

– Hentus Honiball, AT Kearney

“While we differentiate between the enterprise and consumer teams, the support 
structures cut across the two verticals. For example, our retail stores service both 
consumer and small- to mid-sized enterprises. Likewise, our contact center is 
structured as one team, with certain contact numbers specific for consumers and 
others specific for enterprises.” 

–Errol Van Graan, Vodacom



Quality, Use and Availability of Data
African telco leaders recognize that quality data will help them to be more effective in 
customer value creation. But there is still a ways to go before they feel confident in their 
capabilities. Indeed, only 30 percent feel their capabilities are high or at least consistent 
while 20 percent admit these capabilities are lacking. In better news, 50 percent feel they 
are getting better, likely given the heightened emphasis on improving in this area.  

10%

20%

50%

15%

5%

Very high
Consistently good

Getting better
Inconsistent

Not very good



Quality, Use and 
Availability of 
Data, Cont.
When it comes to their ability to actually 
leverage historical data, a solid 40 
percent feel good about their 
capabilities. While one in four admits 
they are inconsistent in their ability to 
leverage historical data to actually 
create meaningful value, 35 percent feel 
more optimistic that they are actively 
improving in this area. 

10%

30%

35%

20%

5%

Very high Consistently good
Getting better Inconsistent

Defused across silos



Perspectives: Quality, Use and 
Availability of Data
Value creation is dependent on the proper utilization of data insights to drive 
relevant, personalized experiences. Real-time information, a deep understanding 
of the customer journey in an omni-channel environment and the proper utilization 
of those insights to inform targeted campaigns are vital to success. 

“Voice is declining fast. Data is the most important growth area that Telcos are selling today. 
Extending their services beyond that is fundamental for their future growth.”
– Vukani Mngxati, Accenture

“Telcos have been focusing a great deal on data aggregation, but just aggregating data and 
pulling it together doesn't add value. Data needs to be interpreted. It needs to be formatted 
in a way where it makes my life easier.”
– Hentus Honiball, AT Kearney

“Data helps us internally to analyze our network, offer predictive maintenance and 
understand which markets are viable. Externally, it enables us to analyze insights from our 
customers to determine which services we can overlay on top of the network to provide 
value. So data is quite critical.”
– Mmathebe Zvobwo_TelkomSA



Before these telco leaders can achieve success in data-driven customer initiatives, 
they need the infrastructure and talent to support it. Legacy technology lacks the 
capabilities to extract relevant data in a timely and strategic fashion, and telcos still 
needs to catch up to the idea that remaining competitive now requires a certain 
level of “data science.” 

Challenges in Advancing Data

45%
Insufficient resources, across 

both teams and talent to 
implement

40%
IT infrastructure limitations and 

legacy systems

35%
Sources of customer data are 

siloed, not unified

30%
Organizational agility and 

cultural mindset

20%
Lack of AI, machine learning 

and computational technology

15%
Lack of in-depth contextual 
knowledge of the customer



While new privacy regulations, data overload, and the complexity of integrating third-
party data sources are much in the news, they are not among the top obstacles to 
better leveraging data assets and customer insights among telco companies.

10%
Too much customer 
data to sift, sort and 

select from

5%
Sourcing and 

integrating third-party 
data to enrich offerings

5%
Concerns about 

customer data privacy 
and information security

Challenges in Advancing Data



Data transformation is a journey, and organizations across regions face unique challenges 
on their road to a centralized data lake that provides a real-time, 360-degree view of the 
customers, shared by all functional groups to ensure a cohesive customer experience. 

“Telcos have been selling voice for a long time. Thinking about how to leverage  and monetize 
data hasn't been top of mind for them. So there's an internal rotation just to see the value of how 
important data is in the modern world.

– Vukani Mngxati, Accenturehought-leadership/events/grounded-summit

“Real time data will assist us in identifying customer trends, buying patterns and usage behavior, 
thus enabling us to service them better. The challenge is accessing that data, because we have 
multiple systems that do not talk to one another. For clean, in-depth data we require a system that 
can cater for both Mobile and ICT and a CRM tool that can be used by both sales and marketing.”

– Grace Mothusi, MTN

“To make the most of our data sets, we need a comprehensive data warehouse, wherein we use 
AI technologies to connect the dots. Then, we need to fold in intelligent recommendation engines 
to drive intelligent decisions.” 

– Enzo Scarcella, MTN

`

Perspectives: Challenges in 
Advancing Data

https://www.cmocouncil.org/thought-leadership/events/grounded-summit


Leveraging Data to 
Advance Value
While historical data can reveal a great 
many insights that impact strategy, real-time 
insights are invaluable in making pivotal 
decisions impacting customer value. When 
looking at real-time data insights, telco 
marketers in Africa believe access to 
customer journey and lifecycle analytics 
would be the best way for them to deliver 
more relevant and valued products, services 
and experiences. Having timely insights into 
customer interactions, transactions, 
preferences and responsiveness to offers 
were among the top five most valued areas 
of intelligence for customer value creation.

Customer journey 
/lifecycle analytics 

Multi-channel 
engagement 

Pricing and profitability

Preferences and habits

Responsiveness to 
ads/offers

70%

65%

40%

40%

35%



Customers demand a personalized experience. Smart telco marketers are 
responding through intelligent data collection to craft highly personal and targeted 
campaigns. Executives point to usage data and demographics as leading drivers of 
intelligent campaign targeting. They also recognize that high-quality partnerships will 
only enhance their ability to create value via data. 

“We want to give our customers the content and campaigns that are most relevant to them. 
Rather than send general messages, we are communicating with them specifically about 
products they have purchased to provide tutorials or recommend other products. We build 
consistent consumer lifecycle management through the data that can contribute to the 
creation of more relevant conversations with our customers.”

– Enzo Scarcella, MTN

“By understanding usage patterns and how customers are using data and their devices, we 
can make sure we are providing the right offerings to those consumers at the right time.”

– Errol Van Graan, Vodacom

“We are at the stage of correlating the data with have. Viewership data around what 
customers watch, where they watch it, and how they watch it provides us a massive 
opportunity to leverage those analytics and provide more targeted services.” 
– José Henriques, Cell C

Perspectives: Leveraging Data to 
Advance Value



Data’s Role in Value Creation

More relevant, 
customized and 
adaptive services 

55%

Deeper, richer 
understanding of customer 
needs and preferences

45%
Predictive and 
pre-emptive 
troubleshooting

25%

Better customer 
care, handling and 
overall experience

45%

Contextual 
engagement and 
service offerings

45%

In a crowded, competitive and maturing digital media and communications sector, 
telco marketers believe selective, real-time customer data can help differentiate 
their brand and embed customers. They rate the top five areas for where and how 
real-time data can add customer value as:



Perspectives: Data’s Role in Value 
Creation
New market demands require telcos to re-structure and re-focus their efforts on new 
business opportunities and a more seamless, data-driven response to customer value. 
While these are not easy hurdles to overcome, they payoff is greater than the sacrifice. 

“Telcos in Africa are sitting on top of a data gold mine and are expanding fast to 
unlock the potential of their rich datasets. The application of the primary data and 
building services could be good for the business.”

– Vukani Mngxati, Accenture

“In a growing economy, telcos are doing a reasonably good job at segmenting 
their offers for the various income groups they’re servicing. But they are not doing 
enough as it relates to industries. The concept of a data aggregator needs to be 
more specific within specific value chains and specific service offerings.”

– Hentus Honiball, AT Kearney



In executing on their strategies, telco marketers ranked 
the top 10 new products, programs, experiences, 
partnerships or services that exemplify how they are 
furthering customer value.

• Implementation of 5G services

• Security and threat protection

• Subscription-based content 

• Cloud services 

• Remote monitoring and management (IoT)

• Loyalty and rewards

• Bundled services (quad play)

• Music on-demand

• Mobile financial services

• Software-defined networking

Innovation Investment



Innovation Investment
To execute customer value creation strategies, 8 in 10 telcos in Africa rank omni-channel 
experience management tools the most important investment they will make, followed by 
customer journey analytics solutions. Mobile money remains a significant investment as 
the “cashless society” takes a stronger foothold across the continent. Of course, smart 
tools like AI and CRM platforms will also enable better, more targeted engagement.

63% Mobile payments and 
digital wallets

Omni-channel experience 
management79%

Customer journey and 
path-to-purchase solutions68% Customer relationship 

management (CRM) platform

58% Artificial / Augmented 
Intelligence

53%



Investments in technology, fiber, broadband and digital transformation add up quickly. 
The process of moving over from legacy technologies to new platforms requires 
intelligent decisions for future viability. Investment decisions must be predicated on an 
understanding of what will drive true value, given the environment in which these telcos
operate and where they are headed. 

We are investing in new technologies and digital platforms, especially for our youth markets. 
These include educational content, music, health  and gaming.
– Grace Mothusi, MTN

“We are now actively looking for an innovation strategy that would tap into start-ups, develop 
them, invest in them, and help them really look at the ideas from ideation to commercialization, 
which will thereby supplement our own innovation.”
– Mmathebe Zvobwo_TelkomSA

“When it comes to advancing technology, we are looking at fiber, but we are also looking at 
how to leverage content on top of the fiber plane to integrate into the digital lives of our 
consumers. Video streaming and music streaming are fundamental to our success, because 
consumers today expect it.”
– Errol Van Graan, Vodacom

Perspectives: Innovation Investment



“We are not monetizing the data that we have. We only use it for our own consumption. However, if 
we could partner with other organizations as well as government entities, we could unlock other or 
additional revenue streams.”

– Grace Mothusi, MTN

“The consumption of new technologies like AI and IoT is not very high yet in the marketplace, but 
we have a very clear indication that this is where we are headed. The big thing in the customer 
experience space is the ability to service the customer instantly with hyper-personalisation. The 
ability to create multiple channels will enable seamless interactions with the customer and leave 
the customer feeling valued. And, of course, in this particular area, AI will be an instrumental 
building block.”

– Vukani Mngxati, Accenture

“AI and automation tools can deliver improved customer care experiences and calculate customer 
lifetime value. This information will enable us to craft campaigns and be able to deliver value to our 
clients. These clients must be tagged in order for front line staff to able to recognize and offer them 
the service they deserve by being a long-standing customer of ours.”

– Grace Mothusi, MTN

“There are still a lot of customers on 3G in Africa, and a lot still using feature phones. But by 
unlocking and accelerating 5G technology, we know we can leapfrog other markets because we 
don’t necessarily have the legacy infrastructure that hinders more mature markets. The 
government is also looking to increase spectrum availability, which will significantly help operators.”

–Errol Van Graan, Vodacom



In terms of customer value propositions, telco companies addressing 
B2B, B2C or hybrid markets, now center their sell around options, 
choices and innovations, while also underscoring performance and 
commitment to future-proofing digital operations. 
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Many telcos are creating personalized platforms to give customers exactly what they 
seek. Others are looking at new technology trends that open the door for incredible 
customer experiences. What they all have in common: an understanding that a solid 
network is not enough to succeed in today’s environment. 

“Combining different services into a packaged offering provides more value to the customer, 
because the more you bundle, the more value you provide in terms of bang for their buck. 
This leads to higher retention rates, because customers know they are getting a good deal.”
–José Henriques, Cell C

“Vodacom has a big data platform called “Just For You.” The platform analyzes customer 
usage patterns and the behavioral economics of those patterns, thereby enabling targeted 
and personalized offers. As a result, we have seen significant increases in bundle 
purchases and our services. We are also looking at IoT products that can fundamentally 
simplify our consumers’ lives through automation and digitization. This is also forcing us to 
redefine how we see ourselves and transform to become a platform business. 10 years ago, 
we were building these platforms to leverage internally, but now, we are thinking about how 
to monetize and scale those platforms for other companies.”
–Errol Van Graan, Vodacom

Perspectives: Value as a Differentiator



Value Creation: Business Outcomes

Primary business benefits resulting from more consistent, 
demonstrated customer value creation include: 
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Perspectives: Business Outcomes
Telcos are reinventing the way they do business by exploring new avenues for value 
creation. They recognize that digitally-native startups have the agility to surpass 
them. But if they are smart, leverage key data insights, invest in the right platforms 
and form strategic partnerships, they will expand their opportunities and find a 
multitude of new routes to revenue. 

“Telcos have the infrastructure to enable services such as IoT, Machine Learning and 
Robotics. Telcos need to build an ecosystem of organizations to deliver a solution to the 
end client. For example, to deliver e-health, telcos can work hand-in-hand with health care 
professionals and provide the right infrastructure and applications to enable those services.”
– Grace Mothusi, MTN

“Telcos traditionally offered data, infrastructure services hosting services, and connectivity. 
What's now happening is that they want to be a little bit more holistic. There is a new way of 
thinking and new business models centered around questions like: ‘How can I sell more? 
How can I sell new products and services – both to consumers and to enterprises? How 
can I sell beyond data? How can I drive my consumption even higher? How do I package 
my services and my value offerings to the client that they already have so that they 
consume more?’"
– Vukani Mgnxati, Accenture



Conclusion
Live Data Is Now The Lifeblood For Telco Value Creation
Possessing a vast abundance of ever-multiplying customer data, Africa’s leading wireless 
network operators and communications service providers are now hardwired to turn this 
under-performing asset base into a new form of “data currency” that can create customer 
value, generate new revenue streams, and be used for competitive advantage.
Industry analysts, commentators and consultants believe telcos are now hard-pressed not to 
become more adept at dealing with vast loads of dynamic, real-time data. Most importantly in 
applying this to create more operational efficiencies, engaging user experiences, secured and 
trusted services, as well as diversified revenue streams. 
The main advantage for telcos is the high quality of personal data. In particular, real-time 
location data collected through the mobile phone is a precious data source unavailable to the 
OTT players. Having an already established payment connection and related data is also a 
precious asset, not necessarily available to the likes of Google and Facebook who do not 
require payment for the use of their services. 
Some telcos are already embarking on the concept of selling anonymized and aggregated 
data to third parties, particularly to retailers and transport verticals to provide them with 
insights on how specific user clusters behave at any given time and location. 
The New Age of the Data Currency Exchange will soon be upon us as the telco industry 
awakens to the trading and monetization value of its live data assets and insights in all areas 
of marketing and customer value creation. 


