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Safaricom Limited (Safaricom) exists to transform lives. We provide voice, data, 

financial services and enterprise solutions for a range of subscribers, small 

businesses and government, using a variety of platforms. We operate solely in 

Kenya and our headquarters are located at Safaricom House in Nairobi. *

This section presents a brief overview of the company and the business 

ecosystem within which we operate. It includes a summary of our strategy, an 

explanation of how sustainability fits into our strategy, our business model and 

an assessment of the total value we have created and allocated during the 

reporting period.

* Safaricom has four subsidiaries, which are 100% held and are disclosed in the notes of the Annual 

Financial Statements in our 2017 Annual Report. These subsidiaries are covered by the disclosures in 

this report.

 

OUR BUSINESS
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ABOUT SAFARICOM

Year Founded

M-PESA Agents

Customers
(million)

Market Share
(% subscribers)

Annual Revenue
(KES billion)

Network Sites

2G Coverage
(% population)

3G Coverage
(% population)

Employees

Fibre Optic Footprint

Headquarters

Nairobi, Kenya

Safaricom 
at a Glance

2000

130,000+

28.12 m

4,677

71.2%

95%

212.9 bn

85%
2G 3G

5,085

4,700 km
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OUR BUSINESS MODEL
 

 

OUR NETWORK

Our services are 

delivered through 

4,677 network sites that 

provide 95% of the 

population with 2G 

and 85% 

with 3G 

coverage.

 

VALUE FOR SHAREHOLDERS

Annual revenue

Please refer to our Annual Report for 

further detailed information about our 

financial performance.

 

VALUE FOR KENYAN SOCIETY

 

SUSTAINABLE DEVELOPMENT GOALS

 

CONSUMER BUSINESS

 

FINANCIAL SERVICES

 

REGIONAL SALES 

AND OPERATIONS

 

SUPPORT SERVICES

Technology, Risk 

Management, 

Corporate Affairs, 

Internal Audit, Customer 

Operations, Marketing, 

Strategy and Innovation, 

Resources, Finance

 

VOICE Prepaid and post-paid 

voice call plans

 

ENTERPRISE BUSINESS

 

M-PESA Mobile money transfer 

services

 

MOBILE DATA Mobile broadband 

bundles and services

 

MESSAGING SMS and MMS 

services

 

FIXED SERVICES Fixed, fibre and 

leased lines, wireless and hosted 

services

 

DEVICES Handsets, routers and 

other devices

 

OUR RELATIONSHIPS

We rely on our 

relationships with our 

28.12 million customers, 

130,000+ M-PESA 

agents, 400 dealers, 

1,200 business partners, 

5,085 employees and 

other stakeholders.

TRUE VALUE

PROFIT
IMPACT ON SOCIETY

on average
annually

CONTRIBUTION
TO GDP

6.5%
SUSTAINING
EMPLOYMENT

10.03 x

PROCESSES OUTPUTS OUTCOMES INPUTS

jobs in 2017, down 
from 845 K in 2016

823 K
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OUR STRATEGY
During the year, we successfully completed the first phase of integrating the UN Sustainable 

Development Goals (SDGs) into our business and corporate strategy. The SDGs have enabled us to unite 

our three-pillared business strategy with our sustainability vision and to translate our strategic sustainability 

ambitions into specific, measurable objectives for every division, department and team.

OUR SUSTAINABILITY VISION

We aspire to use our products and services to 

transform lives and contribute to sustainable living 

throughout Kenya. Based on this fundamental 

aspiration, our vision sets out how we use our ability 

to deliver connectivity and innovative services to 

improve the quality of life and livelihoods of the 

people we reach. Central to achieving this vision 

is our commitment to managing our operations 

responsibly and ethically. Our vision is based upon 

the twin pillars of responsible, ethical business and 

transformational products and services.

OUR INTEGRATED SDGS

The purpose of integrating the SDGs is to convert 

our sustainability ideals into a set of meaningful, 

realistic and tangible daily objectives for every 

member of the company. The first phase of 

this process involved asking each division to 

select the goals most relevant to their activities 

and then communicating the importance of 

the goals to every employee. Based on the 

deliberations of the divisions, we selected nine 

SDGs to integrate into our business operations. 

During the year, specific SDG-related targets 

were then identified and cascaded from 

divisions to departments and teams by divisional 

sustainability champions, directors and line 

managers. We are pleased to report that an 

independent survey found that 83% of staff 

members understand the relevance and 

purpose of integrating SDGs into the business. 

Our focus going forward will be to report 

against SDG-related targets and, ultimately, to 

empower individuals to set their own SDG-related 

objectives.

OUR CORPORATE STRATEGY

Our corporate strategy is based on three strategic 

objectives: ‘Customer First’, ‘Relevant Products 

and Services’ and ‘Operational Excellence’. 

‘Customer First’ requires understanding our 28 

million customers and their specific needs better 

by classifying and analysing them in much smaller 

groups or ‘segments’. ‘Relevant Products and 

Services’ requires using our better understanding 

of customer needs and challenges to design 

more relevant products and services that meet 

those exact needs. ‘Operational Excellence’ 

requires us to assess every aspect of the business 

from both the perspective of how well it is serving 

the customer and how it is helping us to deliver 

superior returns to our shareholders.

Operatio

nal E
xc

e
lle

n
c

e
Re

le
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nt p
roducts & services

Customer First

Responsible, ethical 
business

Transformational 
products and service
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WHAT ARE THE SUSTAINABLE 
DEVELOPMENT GOALS?
Officially adopted by the United Nations on 25 September 2015, the Sustainable 

Development Goals (SDGs) are an articulation of how we can work together to end 

poverty, protect the planet and ensure prosperity for all.

Officially known as Transforming our world: the 2030 Agenda for Sustainable Development, 

the SDGs are a set of 17 ‘Global Goals’ with 169 targets between them. The SDGs have 

set the sustainable development agenda for the next 15 years (to 2030) and will guide our 

efforts as countries, businesses and individuals to end all forms of poverty, fight inequalities 

and tackle climate change, while ensuring that no one is left behind.

The SDGs are unique in that they call for action by all countries, poor, rich and middle-

income to promote prosperity while protecting the planet. They recognise that ending 

poverty must go hand-in-hand with strategies that build economic growth and address 

a range of social needs including education, health, social protection, and job 

opportunities, while tackling climate change and environmental protection. The SDGs are 

also a unique call to action for business to drive the delivery of the goals through business-

driven approaches.

THE SAFARICOM SDG PURPOSE STATEMENT

“We commit to deliver connectivity and innovative products and services (SDG9) 

that will provide unmatched solutions to meet the needs of Kenyans by enabling 

access (SDG10) through our technologies and partners (SDG17) and by exploring 

opportunities in Health (SDG3), Education (SDG4) and Energy (SDG7). We will do so by 

managing our operations responsibly (SDG12) and ethically (SDG16). This will stimulate 

growth and generate value for our company, society and economy (SDG8).”
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THE TRUE VALUE WE HAVE CREATED
We assess the significant indirect value contribution we make to the economy, society and environment 

in Kenya using the KPMG “True Value” methodology. When monetised, the net value of the most material 

social, environmental and economic impacts of the company, both positive and negative, gives an 

indication of the total value that Safaricom creates for the people of Kenya. The following ‘True Earnings’ 

bridge shows that the total value we created for Kenyan society in FY17 was KES 486 billion, 17% greater 

than in FY16 and around 10 times greater than the financial profit the company made in the same year. This 

ratio is slightly smaller than the 10.8 ratio of FY16. This  illustrates that, even in years in which the profit of the 

company grows substantially, Safaricom continues to create value for society that far outweighs value for 

shareholders. 

FY17 TRUE EARNINGS BRIDGE
The economic impact made through the operations of Safaricom is the greatest contributor to the value 

created, and has also grown significantly (23%) since FY16. This is in contrast to the value created through 

operational expenditure, which was particularly high in FY16 as a result of the active network expansion 

of the company during that period. The reduction in capex activity is also the cause of the comparatively 

lower value of the ‘social value of jobs’ category, as less jobs were created through capex in FY17 than FY16. 

The social value of M-PESA remains a significant creator of value for Kenyan society, increasing by 12% in the 

last financial year. The major driver for this growth has been the increase in customer, agent and merchant 

numbers, as well as the increased value paid to M-PESA and M-Shwari users in interest.

FY17 has seen substantial growth in the contributions made both through the M-PESA and Safaricom 

Foundations. These contributions have almost doubled in the past year, from KES 3.6 billion to KES 6.6 billion. 

The greatest growth has been seen in the areas of education and health.

10.03 x
IMPACT ON SOCIETY

PROFIT

TRUE VALUE

The True Value assessment suggests  

that Safaricom sustained over 154,370  

direct and indirect jobs during the year and,  

if the wider effects on the economy  

are included, this number increases to over  

823,243 jobs.

Source: 
KPMG 2017, KPMG True Value Case Study - Safaricom Ltd

Figures in KES million
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(61.3) (244)

486,125.9

SOCIAL EXTERNALITIES ENVIRONMENTAL  
EXTERNALITIES TRUE EARNINGS

Water Carbon 
Emissions

True 
Earnings

159,651.1

M-Pesa 
Social Value

4,565.4

Social Value  
of Jobs

6,694.9

Strategic Social 
Investments

(124.0)

Health 
& Safety

EARNINGS ECONOMIC VALUE-ADD

Revenue

212,885

Cost

(164,440.8)
48,444

Profit Economic 
Value Added 

Operations

286,253.7 8,957.8

Economic 
Value Added 

Capex

(27,243.5)

Corruption

CONTRIBUTION
TO GDP

TOTAL ECONOMIC 
VALUE ADDED

SOCIAL IMPACT 
OF M-PESA

WATER USAGE  
& CARBON EMISSIONS

on average 
annually

up from 2016 
results

up from 143 bn 
in 2016

KES billion KES million 
of value 
eroded

6.5% 19.2% 159.6 305.3
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