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Values: Mission: uman Resources
1. “Niko na Safaricom” 1. Deliver the ‘Best Network in Kenya
2. Community involements 2. Grow mobile and fixed data

- M-Pesa Foundation 3. Deepen financial inclusion

» Safaricom Foundation 4. Retain and reward the loyal

» Safaricom Sevens customer base

« Niko na Safaricom Live 5. Encourage further innavation
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+ 1597 - Founded as a private limited lizbility company {LLC)

« 2002 - Became a publicly traded company
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= Safaricom History

- 1997 - Founded as a private limited liability company (LLC)

» 2002 - Became a publicly traded company

- Largest mobile provider in Kenya

» 19.4 million customers

- Prepaid and postpaid mobile, voice, and data services
(99% customers are prepaid)

- (Over 2,900 base stations that provide 2G and 3G services

Safaricom




{3 Key Values and
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Values: Mission:
1. “Niko na Safaricom” 1. Deliver the ‘Best Network in Kenya
2. Community involvements 2. Grow mabile and fixed data

- M-Pesa Foundation 3. Deepen financial inclusion

- Safaricom Foundation 4. Retain and reward the loyal

- Safaricom Sevens customer base

- Niko na Safaricom Live 5. Encourage further innovation




Key People and
Human Resources

Robert (Bob) Collymore John Tombleson Rita Okuthe
CEO as of November 2010 & CFO as of November 2011 Marketing Director as of May 2013
Executive Director on Board of
Directors

3,254 employees; hires equal numbers of men and women



Internal Analysis

Business Segments Marketing
1) Service Revenue (voice, messaging, mobile « Distribution channels
data, fixed service and M-Pesa) « Sales and Advertising
2) Other Revenue (handset, acquisition and

« “Send Money Home™ marketing campaign

| other revenue)

Financials Growth Strategies

- The Safaricom Foundation
- Base Station Investments
« Acquisitions
« Partnerships




Business Segments

1) Service Revenue (voice, messaging, mabile
data, fixed service and M-Pesa)

2) Other Revenue (handset, acquisition and
other revenue)




