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Navigational Icons

Our six capitals

e o

FINANCIAL CAPITAL
The pool of funds and assets that we maintain.

HUMAN CAPITAL
Our employees, and all the competencies, abilities experience and expertise
that they bring to the Group.

INTELLECTUAL CAPITAL

The policies, procedures, intellectual property (IP), knowledge that exists
and is cultivated in our organisation, including our vision, mission, purpose,
reputation, and the value of our brand.

SOCIAL AND RELATIONSHIP CAPITAL

The partnerships and relationships that we build and maintain with all our
stakeholders, including our employees, providers and suppliers, and our
communities.

MANUFACTURED CAPITAL

For more on our technology and services, see pages 76 and 19 respectively.

NATURAL CAPITAL
The beneficial projects that help to sustain the environment in which
we operate.

Our four strategic pillars
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Our stakeholders

Governments and regulators
Our customers

Investors and shareholders
Our employees

Our suppliers

Society and communities
Business partners

Media

Material matters

Our platforms

Environmental stewardship
Innovation and partnership
Governance, business ethics and risk

Our regulatory environment

UNSDGs

Good health and wellbeing

Quality education

Affordable and clean energy

Decent work and economic growth
Industry, innovation and infrastructure

Reduced inequalities

Responsible consumption and
production

Peace, justice and strong institutions

Partnerships for the goals
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A Snapshot of Safaricom in FY2024

Key numbers FY2024

Safaricom Group performance

< W B

Service revenue grew Voice revenue declined Messaging revenue grew
4 13.4% YoY 1o ¥ 0.6% YoY to 1+ 8.3% YoY 1o
KShs 335,353.1 million KShs 80,541.1 million KShs 12,319.2 million

Safaricom Kenya performance

< W

Service revenue grew M-PESA revenue grew Voice revenue declined

2 11.7% YoY 1o 2 19.4% YoY 1o ¥ 1.7% YoY 1o

KShs 329,805.5 million KShs 139,914.8 million KShs 79,511.7 million
3.?

C2 @)
f

Message revenue grew Fixed line and wholesq|e revenue grew Mobile dOI’G revenue grew

1 8.0% YoY 1o 2 12.0% YoY to 1 18.0% YoY to

KShs 12,277.0 million KShs 15,111.3 million KShs 63,236.2 million

N>

p

Active M-PESA customers grew Active customers grew
4 0.9% YoY 10 + 4.6% YoY to
32.41 million 34.64 million
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>

M-PESA revenue grew Mobile data revenue grew Fixed line and wholesale revenue grew
4 19.5% YoY to 4 24.9% YoY to £ 11.2% YoY 1o
KShs 140,006.7 million KShs 67,404.3 million KShs 14,962.2 million

Safaricom Telecommunications Ethiopia (STE) performance

3.9

o
Service revenue Mobile data revenue Voice revenue
KShs 5,758.3 million KShs 4,168.1 million KShs 1,029.4 million
Mobile incoming revenue M-PESA revenue Messaging revenue
KShs 360.4 million KShs 91.9 million KShs 42.3 million

N

T

Total gross adds Three-month active customers M-PESA registered customers

9.4 million 4.35 million 4.51 million
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A Snapshot of Safaricom in FY2024 ..

Key numbers FY2024 (continued)

HUMAN
CAPITAL
(SAFARICOM
KENYA)

NATURAL
CAPITAL*

* 6,661 % 80%
Employees (Group) Proportion of staff excited about
(2023: 6,616) Safaricom’s future
(2023: 75%)
¥ 49% * 86%

Women in our workforce
(2023: 49.3%)

Proportion of staff who are happy

working at Safaricom
(2023: 84%)

¥ 5.67%

Procurement spend on women-owned

businesses
(2023: 5.81%)

=0
Staff fatalities; O third-party employees
(2023: O staff; 2 third-party employees)

*42.4%

Women in senior management
(2023: 40.1%)

* 3.3%

Employees with disabilities
(2023: 3.0%)

66,208 m3
Water consumption

4 40.8%
(2023: 47,023 m?)

290.438 tonnes

e-waste collected - 100% recycled/
refurbished

Total to date — 2,048.438 tonnes

+>100% YoY
(2023: 132 tonnes; total to date: 1,758 tonnes)

>1,400

Sites using solar and hybrid clean power
(2023: >1,400)

178,237 kg
Total solid waste collected 174,496 kg
recycled

98% recycling rate for solid waste
(2023: 91,920 kg - 88,796 kg recycled)

468,675 kg

Total waste collected — 464,934 kg recycled

99% recycling rate for total waste

*Assured data will be included in the 2024 Sustainability Report
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44.67 million
Total customers (Safaricom Kenya)

% 2.1% YoY
(2023: 43.75 million)

5.44 million
M-TIBA customers

1 4.6%
(2023: 5.2 million)

4.35 million
Total customers (Safaricom Ethiopia)

1+ >100% YoY
(2023: 2.14 million)

248,574
Fixed home customers

1+ 27.0%
(2023: 195,741)

32.41 million
M-PESA customers

% 0.9%
(2023: 32.11 million)

262,016
Active M-PESA agents

¥ 0.1%
(2023: 262,309)

1,193.2k
M-PESA Global customers

1 22.9%
(2023: 971.2k)

633,009

LNM active merchants

* 4.3%
(2023: 602,662)

27.59 million
One-month customers (Safaricom Kenya)

% 5.8%
(2023: 26.07 million)

4 1.99 million, > 100%
(2023: 0.92 million) (Safaricom Ethiopial)

632,681

Pochi tills (Safaricom Kenya)

*116.2%
(2023: 292,634)

17,000 km
Cumulative fibre-optic footprint

1 21.4%
(2023: 14,000 km)

371,989

Residential homes connected to

fibre-optic network

1 34.9%
(2023: 275,657)

97.3%

Proportion of population with
4G coverage

1 0.3%
(2023: 97%)
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How we continued to create value in FY2024

4 N
For our
customers,
g / J
FY2024 FY2023
Enhanced:

4G coverage to 97.3%

* 3G coverage to 97.5%
* 2G coverage to 97.6%
* 803 active 5G sites
Enabled:

3.93 miillion 4G+ devices (which covers both 4G

and 5G) added to our network

3,500 transactions per second on M-PESA

28.33 billion transactions via M-PESA, valued at
KShs 40.24 trillion

Volume of non-chargeable transactions 56.9% & Value of
non-chargeable transactions 43.5%

Network of 1.2 million active businesses accepting
payments on M-PESA

633,000 active LNM merchants

632,681 Pochi tills

Enabled industry full interoperability for person to person
across all the networks

Enhanced value through:

Price reduction in voice and data rates

A price reduction in outgoing rate-per-minute by

12.7% and incoming rate-per-minute by 16.1% YoY

A decline in rate-per-MB by 4.6% YoY

Double permanent bandwidth to fibre customers

99.7% systems-availability and 60% incidents reduction
on our network

Deployed:

17,000 km of fibre-optic cable (+21.4% YoY)
560,261 homes passed (+20.3% YoY)
248,574 FTTH customers (+27.0% YoY)

Launched:

M-PESA operations in Ethiopia

4G coverage to 97%
3G coverage to 97%
2G coverage to 97%
205 active 5G sites

*  2.63 million 4G+ devices (which covers both 4G
and 5G) added to our network

* 2,600 transactions per second on M-PESA

e 21.03 billion fransactions via M-PESA, valued at
KShs 35.86 trillion

¢ Network of about 1.0 million active businesses
accepting payments on M-PESA

* 0.65 billion free M-PESA wallet-to-bank and bank-to-

wallet (C2B and B2C) transactions, valued at
KShs 5.78 trillion, accounting for 16.1% of the
total value of M-PESA transactions

e 607k active LNM merchants

* 292,634 Pochi tills

* Reduced Fuliza charges by up to 50%

* Reduced Bank to M-PESA charges by an average of
61% and M-PESA to Bank charges by an average of
47 % post return to charging

e Reviewed Paybill prices reducing them by more
than 50%

®  Price decline in voice and data

e Price decline in outgoing rate per minute by 11.5% YoY

and incoming rate per minute by 5.0% YoY
e Decline in rate per MB by 31.2% YoY
*  Double permanent bandwidth to fibre customers

°  99.71% systems availability and incidents reduction on

our network

* 14,000 km of fibre-optic cable
* 465,558 homes passed
e 195,741 FTTH customers

e Commercial operations in Ethiopia and finalised
commercial and technical readiness fo launch M-PESA
operations within FY24

N—

)
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For our
shareholders,
we.

\ \/ J
FY2024 FY2023
Declared:
* KShs 48.08 billion in dividends e KShs 48.08 billion in dividends
e KShs 0.55 DPS interim dividend e KShs 0.58 DPS interim dividend
e KShs 0.65 DPS final dividend e KShs 0.62 DPS final dividend
* FY24 DPS KShs 1.20 * FY23 DPS KShs 1.20

Recorded:

®  537% in total shareholder returns (TSR) since listing
(TSR = {End-of-FY Price (IPO + Dividends} + Purchase
Price (IPO)

°  46.32% of total NSE market capitalisation on
the NSE

®  520% in total shareholder returns (TSR) since listing
(TSR = {End-of-FY Price (IPO + Dividends} + Purchase
Price (IPO)

°  44.4% of total NSE market capitalisation on the NSE

J
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A Snapshot of Safaricom in FY2024 ...

How we continued to create value in FY2024 (continued)

r

For our

employees, we:

~\

. \ / J
FY2024 FY2023
Recorded:
*  That 79% of our employees are extremely satisfied working e That 84% of our employees are happy working
at Safaricom at Safaricom
e That 89% of our employees would recommend Safaricom as e That 75% of our employees are excited about the future
a great place to work of Safaricom
e That 75% of our employees completed at least one e That 90% of our employees completed at least one

future skills course in Safaricom Business School and
instructor-led training in:
o Agile
o Cybersecurity
e Data science
o Analytics
° A MF 51-49 gender split .

future skills course in Safaricom Business School and
instructor-led training in:

o Agile

o Cybersecurity

e Data science

o Analytics

A MF 51-49 gender split
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we.

For our society,

A\

FY2024

Recorded:

* 9.5 million SMEs and enterprises opting in on M-PESA
¢ 3.81 million active users on M-TIBA solution for sending,
saving and spending funds for medical treatment at:

5,580 clinics

Attained in digitisation and parinerships:

* 20,000 government workflows digitised and running on
Safaricom infrastructure

e KShs 49.5 million in value disbursed to 21 million
customers under the Hustler Fund initiative

e 8.2 million bags of fertiliser distributed to 5.9 million
farmers in 41 counties,via M-PESA fertiliser distribution,
to a transacted value of KShs 23.6 billion

Digitising Devolution:

* 11 Counties on my County App
2 Counties on Integrated County Revenue Management
System (ICRMS)

FY2023

e 3.2 million SMEs and enterprises opting in on M-PESA

* 4.7 million subscribers making use of our M-TIBA
solution for sending, saving and spending funds for
medical treatment at: 3,700 clinics

° 400 of 5,000 government workflows

* KShs 24.44 billion in value disbursed to 15.8 million
customers under the Hustler Fund initiative

* 2 million bags of fertiliser distributed to 2.3 million
farmers in 28 counties via M-PESA fertiliser distribution,
to a transacted value of KShs 7.1 billion

* 42 of 47 county governments

2024 | SAFARICOM PLC | ANNUAL REPORT AND FINANCIAL STATEMENTS 07
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A Snapshot of Safaricom in FY2024 ...

How we continued to create value in FY2024 (continued)

Our Safaricom journey

e Safaricom is licensed e Safaricom is officially

launched in October

*  Vodafone PLC (UK) buys
40% of Telkom Kenya

*  Michael Joseph is appointed

CEO

w @ )

° 26,000 subscribers * KShs 9 billion in

*  Entry of Kencell (Present revenue
day Airtel) into the Kenyan e Converted into a public
market company with 60%

owned by GoK
e KShs 100 scratch card
is introduced

&

54.0% customer market-share

2 million subscribers milestone reached
Telkom exclusivity with Safaricom ends
Kencell sold to Vivendi then Celtel
Mobile internet launched

@ A

* 54.0% customer market-share
e Drive info mass market:

o Launch of Simu ya Jamii (Swahili for communal phone) -
users are able to make affordable calls at regulated rates
charged per unit second

o Launch of persecond billing — this counters competition
per-minute billing rates by charging in seconds per unit

=

¢ 54.5% customer market-share °
*  Launch of Sambaza allowing

subscribers to share credit/airtime
* Launch of “Please Call Me”,

Safaricom’s Flash Back service

60.8% customer
market-share

@ ]

65.4% customer market-share
6 million subscribers

Launch of M-PESA on 1 March

First to market with 3G

=

*  79.1% customer market-share
*  M-PESA interoperability with banks, WiMAX
e Offisland fibre, investment in SEACOM and TEAMS

% ‘

59.2% customer market-share

10 miillion subscribers

KShs 61 billion in revenue

Safaricom Initial Public Offering (IPO) with government selling
25% and diluted to 35% ownership

Celtel branded to Zain

Telkom partners with Orange

Entry of Essar Telecoms, YU

IMT pilot partnership with Vodafone and Western Union

&z

° 78.3% customer market-share °
e Bob Collymore appointed CEO

e Airtel buys Celtel branded as Zain °
L]

The Communication Authority assigns additional frequency ~ ©
spectrum resources fo Zain to enable it to offer 3G services

*  Regulator implements MTR reduction to KShs 0.99, sparking
a price-war

68.2% customer °
market-share o
17 million subscribers o
Mobile number portability
introduced

Price-war in the market

65.3% customer market-share
KShs 107 billion revenue
Safaricom partners with NCBA
Bank (Formerly CBA Bank, prior to
its merger with NIC Bank in Sept
2019) to launch the M-Shwari

savings and loan product

08
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=

65.7% customer market-share

Launched M-PESA in Ethiopia

33.11 million active subscribers

Merchant interoperability, Paybill/Buy Goods

Launch of M-PESA GlobalPay Virtual Visa Card

Commercial launch of operations in Ethiopia

Commercial launch of 5G Services

Launch of M-PESA Go for Teens (10-17 years)

Launch of the Hustler Fund — Phase 1, in partnership with government
First inaugural investor day held in Kenya

Adil Khawaja appointed Chairman of the Board

Solarised over 1,400 network sites resulting in energy savings of 22%

Launch of County App in Makueni and Kitui Counties

Partnered with the government to roll out the Women Enterprise Fund (WEF) on M-PESA

[ 02 8
__f

*  65.9% customer market-share

Safaricom joins UN Global Compact Forward
Faster Initiative

Safaricom Foundation Celebrates 20 years of
Transforming Lives

Safaricom PLC hosts second Investor Day in
Addis Ababa, Ethiopia

Kenya Sets up First Smartphone Assembly Plant
in East Africa, East Africa Device Assembly
Kenya (EADAK)

Safaricom expands 5G coverage fo 35 counties
Launch of merchant overdraft product for
businesses by Safaricom and KCB

+=

65.3% customer market-share

M-PESA celebrates achieving 30 million monthly-active
customers

M-PESA celebrates 15 years of Transforming Lives

Launch of M-PESA Consumer Super App and Business App
Awarded Telecommunications licence in Ethiopia

Launch of Halal Pesa, the first Sharia-compliant digital financing
product, in partnership with Gulf Bank

64.4% customer market-share

Peter Ndegwa takes over as CEO

Michcel Joseph is appointed Chairman of the Board
Launch of new strategy and Agile organisation
Launch of 5G trials

Launch of device financing with Lipa Mdogo Mdogo

1]

64.2% customer market-share
29 million subscribers

Launch of e-commerce — Masoko
Launch of DigiFarm

Launch of M-PESA Global

62.4% customer market-share 64.8% customer market-share

31.8 million subscribers

Launch of Nawe Kila Waka
Always With You campaign
Launch of Fuliza

Launch of “FOR YOU" customer promise
Acquisition of M-PESA brand via joint
venture with Vodacom

Partnership with Visa

fi (NKW)

"

71.9% customer market-
share

28 miillion subscribers
KShs 224 billion in revenue
Rebrand to Twaweza “When

we come together, great things
happen”

Launch of Home Solutions and
e-commerce

65.6% customer
market-share

Safaricom becomes the first
company in Kenya to link its
growth strategy to the

17 UN SDGs

w ]

67.1% customer market-share

Regional structure — Inspired by Safaricom’s desire to put the
Customer First and provide Operational Excellence in line with
our strategic pillars

Safaricom relocates M-PESA servers from Germany to Kenya
Launch of KCB M-PESA

Launch of True Value Report

Safaricom’s contribution to Kenyan economy reaches 6% of GDP
Orange and Airtel receive approval to test 4G

Safaricom partners with GoK to launch Citizen, the online
payment for GoK

65.1% customer
market-share

Launch of Lipa na M-PESA
Launch of Kenya's first
Sustainability Report

67.8% customer market-share

21 million subscribers

Launch of 4G network

Launch of National Security Surveillance

Launch of Spark Venture Fund to help tech start-ups
grow their businesses

Events/milestones on the Safaricom journey are per calendar year.
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SAFARICOM OUR REPORT WE ARE

About Our Report

Our reporting scope and boundary

This Annual Report is the primary report of Safaricom PLC

(the Company) and its subsidiaries (together, the Group) fo its
stakeholders, and is a concise, material and honest assessment,
reviewed and authorised by our Board of Directors (the Board)
of how we create long-term value and how we deliver on our
purpose of Transforming Lives. The report provides an overview, in
terms of the six capitals of our strategy and business model, risks
and opportunities, operational and governance performance and
activities for the financial year 1 April 2023 to 31 March 2024.
Our intention in this report is to describe both our financial and
non-inancial activities and performance during the year.

In compiling the report, we have reflected the integrated thinking
that we apply fo our business activities, and we have endeavoured
to demonstrate our commitment to the principles of integrated
reporting as aligned with our ability to create value in the short,
medium and long term, which we define as less than twelve months,
one to five years, and beyond five years, respectively.

Materiality

We consider material matters to be those issues that could
substantively affect our ability to create value over time, and as part
of our commitment to understand and provide information on those
material matters, we undertake a structured process involving senior
decision-makers within the Group to identify and prioritise them.

This process includes a considered review of our business model
and strategy, our operating environment, and the inferests of our
key stakeholders as expressed by them during our normal business
engagements with them.

Through research and analysis, and our engagement with
stakeholders, we strive to identify and gain insight into the
environmental, social and governance issues that present significant
risks, and or provide opportunities, to our business, and our ability
to create and deliver value for our stakeholders.

In providing the basis for a broader understanding of the risks and
opportunities inherent in our business, our process of determining
the material matters that pertain to our activities is central in both
guiding our decision-making and underpinning our strategy.

Our approach to the preparation of
our Integrated Report

Integrated thinking is infrinsic to how we manage our business,

our strategy development and reporting practices. Our strategy,
with its four strategic pillars, has been developed to ensure that we
manage the key resources and relationships that enable us to create
value over time. Considered assessment of our four strategic pillars
informs our strategy and the materiality process used to determine
the content and structure of this report, whose drafts, concepts and
structure have been systematically reviewed and supported by the
ultimate assurance of independent assurance providers.

Our reporting frameworks

This report is prepared in accordance with the International
Financial Reporting Standards (IFRS) Framework and the
International Integrated Reporting Framework. Our reporting
process is guided by the principles and requirements of IFRS, the
Nairobi Securities Exchange (NSE) Listings Requirements and the
Kenyan Companies Act, 2015 (the Act).

MESSAGE FROM
THE CEO

OUR STRATEGIC

MESSAGE FROM
APPROACH

THE CHAIRMAN

Forward-looking statements

This report contains certain forward-looking statements in respect

of our strategy, performance and operations, and refers to

certain global, regional and domestic political, social and or
macro-economic conditions. By nature, these forward-looking
statements involve risk and uncertainty as they relate to future events
and circumstances which are difficult to predict, and therefore
beyond our control. The conditions described could thus cause

our actual results, performance or achievements to be materially
different from any future results, performance or achievements
expressed or implied by such forward-looking statements.

Assurance

Both our Board Audit, Risk and Compliance Committee and

our Nominations and Remuneration Committee provide internal
assurance to the Board on an annual basis on the execution

of our strategic priorities. The Group's financial, operating,
compliance and risk management controls are assessed by its
infernal audit function, which is overseen by the Board Audit, Risk
and Compliance Committee. Our Annual Financial Statements are
assured by our external auditors, Ernst & Young LLP.

Directors’ Statement of Responsibility

The Board has a statutory duty to provide oversight in promoting
the business success of the Group for the benefit of its stakeholders.
In fulfilling this duty, the Board has due regard for the long-term
implications and consequences of their decisions, as well as the
legitimate interests of all the Group’s stakeholders and the impact
of our operations on the community and the environment. The
Board acknowledges its overall responsibility for good corporate
governance across the Group and ensures that the Group's
governance policies and mechanisms are appropriate fo its
structure, business and risks.

As a fundamental principle of its commitment to full and transparent
compliance with all laws, regulations and standards applicable to
it, the Board ensures adherence to the standards and practices of
good corporate governance, and to the principles, practices and
recommendations set out under the Code of Corporate Governance
for Issuers of Securities in Kenya (the Code) as well as the Act.

The Board has established internal procedures and monitoring
systems to promote compliance with applicable laws, regulations
and standards, and is supported by qualified legal and compliance
professionals.

The Board has applied its collective mind to the contents of this
report and believes that it fairly represents the Group’s material
matters and that it offers a balanced view of our strategy, business
model, financial and non-financial activities and value-creation.

On the recommendation of the Board Audit, Risk and Compliance
Committee and the Nominations and Remuneration Committee, the
Board approved the Safaricom PLC Consolidated Audited Financial
Statements on 8 May 2024.

Signed on behalf of the Board

s

Adil Arshed Khawaja (MGH)

Chairman

V2

Peter Ndegwa (CBS)
Chief Executive Officer
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Who
We Are

e OUR CAPITALS

OUR GUIDING SDG FRAMEWORK FOR THE KENYAN BUSINESS
OUR STAKEHOLDERS

¢ OUR PRINCIPAL SHAREHOLDERS

e FOREIGN AND EAST AFRICAN SHAREHOLDER SPLIT
THE SPIRIT OF SAFARICOM

CUSTOMER OBSESSION
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Who We Are

Safaricom is one of a select group of about 400 companies across
Africa whose annual revenues exceed USD1 billion. Many of these
companies are pan-African in their operations and are active in
increasingly diverse sectors. Safaricom Group operates in Kenya
and Ethiopia via Safaricom Telecommunications Ethiopia Limited,
being our latest expansion since July 2021.

We invest in a unique way of doing business through our purpose
of Transforming Lives and seek to create opportunities for Kenyans
and Ethiopians to be a part of our ongoing story of progress,

by empowering them with the right tools for their own economic
growth. The Group has 49 million customers on our network and
over 33 million people use our M-PESA service. We also have over
6,500 towers connecting Kenyans across the country and 2,806
active 2G/3G/4G base stations in Ethiopia.

Care, education and dignity

Through our M-PESA and Safaricom Foundations, we work to
enable Kenyans access to quality healthcare, education, skills and
sustainable employment, by providing resources, opportunity, hope
and dignity fo communities.

In 2006, we signed up to the UN Global Compact (UNGC) and
in 2012 we began reporting on our approach to sustainability
and progress. In 2016, we brought our approach into alignment
with the aims of United Nations Sustainable Development Goals
(UNSDG:) to help translate our sustainability ideals into meaningful
and concrete plans. These range from overarching objectives to
simple daily activities that could be put into practice throughout
the organisation.

In 2018, we were awarded UN Global Compact LEAD Company
status in recognition of our commitment to the 10 principles of the
UNGC. LEAD companies are identified annually for high levels

of engagement as a participant in the United Nations Global
Compact.

Participation in the UN Global Compact at the LEAD-eligible

level provides a unique opportunity to be recognised for
commitment, and to take a leading role in the quest for a new era
of sustainability by bringing committed companies together with
relevant experts and stakeholders in action platforms.

Our current strategy builds on our strong history of results and
partnerships and aims fo contribute towards the UNSDGs, nine
of which we have adopted to help guide us into our next phase
of growth.

We subscribe to the belief that the UNSDGs represent humanity’s
shared vision of the actions that need to be taken to create growth
for the benefit of everyone, and thereby form a social contract
between the world's leaders and its people.

In accordance with this belief, and with the commitment it requires,
we became the first Kenyan company to integrate sustainability
within the core of our every business decision. We use the UNSDGs
to transform and boost the success of our business and enhance our
purpose of Transforming Lives.

[For more on our strategy see page 43. }

MESSAGE FROM
THE CHAIRMAN

MESSAGE FROM
THE CEO

OUR STRATEGIC
APPROACH

Our vision - where we see ourselves going
We are a purpose-led technology company that uses innovation to
drive social and socio-economic empowerment in society.

Our mission - what we aim to accomplish
To Scale Tech Solutions in order to be a Purpose-Led Technology
Company by the end of 2025.

Our culture - how we conduct our journey

Purpose-driven, customer-obsessed, innovative and collaborative.

Our values - the principles which govern our
conduct

e Simple - in the way we reach out o you

* Transparent — in what we deliver o you

* Honest - in what we say to you

Our brand promise is founded on these values:

Simple. Transparent. Honest. FOR YOU

This promise expresses our commitment to inspire trust and belief in
our customers. It is indicative of who we are, and what differentiates
us from our competitors. It embodies what our customers can expect
to experience when engaging with us, and it is built on authenticity
across all the facets of our brand.

l 6 2024 | SAFARICOM PLC | ANNUAL REPORT AND FINANCIAL STATEMENTS



THE VALUE THE COMMERCIAL SCALING OUR

THE SOCIAL VALUE HOW WE FINANCIAL

WE EMBED VALUE WE DELIVER OPERATIONS IN ETHIOPIA | WE CONTRIBUTE SAFEGUARD VALUE STATEMENTS

Our Group structure

Safaricom PLC

.Ioo% One Communications Limited

and its Subsidiaries

1 oo% Instaconnect Limited

East Africa Tower Company
(<)
100% Limited

1 [0]0)/l Digifarm Kenya Limited

Safaricom Money Transfer
o, Y
1 oo A’ Services Limited

Our capitals

Financial Capital
The pool of funds and assets
that we maintain.

Human Capital

Our employees, and all the competencies,
abilities experience and expertise that they
bring to the Group.

Intellectual Capital

The policies, procedures, intellectual property (IP),
knowledge that exists and is cultivated in our
organisation, including our vision, mission, purpose,
reputation, and the value of our brand.

Vodafamily Ethiopia 8
Holding Limited 90%

Global Partnership for o
Ethiopia (GPE) 57.41

Safaricom Telecommunication

Ethiopia (STE) PLC VO

N
N
©
—_
)

Safaricom M-PESA Mobile

Financial Services ]00%

Note: IFC joined the consortium during the year which diluted the shareholding of the other
4 consortium members.

Social And Relationship Capital

The partnerships and relationships that we build and
maintain with all our stakeholders, including our
employees, providers and suppliers, and our communities.

Manufactured Capital

Our buildings, properties, fibre-optic and cable
networks, towers and other infrastructure,

and vehicles that support our operations.

Natural Capital
The beneficial projects that help to sustain the
environment in which we operate.
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WhO We Al‘e (continued)

MESSAGE FROM
THE CHAIRMAN

MESSAGE FROM
THE CEO

OUR STRATEGIC
APPROACH

Our guiding SDG framework for the Kenyan Business

17

Through M-PESA, we are able to help restore dignity to thousands of
refugees. Through a partnership with the World Food Programme,
we are leveraging M-PESA to help more refugees access food,
through a product known as Bamba chakula. M-PESA has enabled
us to digitise food delivery to over 110,000 households.

and on M-PESA, see pages 120 and 95 respectively.

For more on our contribution to society and communities, }

Partnerships

Through our partnerships with various groups, we deliver more
than just voice or data fo communities across Kenya by leveraging
our respective strengths to deliver healthcare solutions to Kenyans
through various health care providers. We are in partnership with
the government, in addition to farmers. We have partnered to
streamline payments to: Health care workers (Global Fund), Social
protection payments to the Elderly, Orphaned and vulnerable
children, flood victims and HELB sponsored students.

For more on our partnerships see page 119. }

Our awards and accolades - FY2024

We commit ourselves 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 inﬁ

and energy (SDG7). We will do so by managing our operations responsibly
(SDG12) and ethically (SDG16). This will stimulate growth and generate value
(SDG8) for our company, society and economy.

ealth (SDG3), education (SDG4)

Relevant solutions

Our goal as a business is fo continue to deliver a wide range of
products and services designed fo present sustainable solutions
to some of society’s most pressing challenges by establishing
ourselves as a digitalfirst and insights-led organisation. To this
end, we provide a wide range of connectivity and financial
services including voice, mobile data, devices, fixed services,
loT and M-PESA.

A network for the future

Since the activation of our 5G service in March 2021, and its
subsequent launch in October 2022, we have greatly expanded
network access, with 803 5G sites across 43 out of the 47 Kenyan
counties, as at the end of March 2024. Our aim is to continue
increasing the empowerment of our customers with super-fast
internet at work, at home and on the move, by supplementing our
growing fibre network. Our 4G coverage now stands at 97.3%
across Kenya, with 6,528 4G stations.

We are proud that during the year under review, we received a number of awards and accolades from external stakeholders.

Diversity &
Inclusion

Sustainability
Awards

Financial Top
Employer

Reporting

2024 | SAFARICOM PLC | ANNUAL REPORT AND FINANCIAL STATEMENTS



THE VALUE
WE EMBED

THE COMMERCIAL
VALUE WE DELIVER

SCALING OUR

Our services and solutions*

OPERATIONS IN ETHIOPIA
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We provide an extensive offering of financial, technological and innovative services and products
catering to the needs of all our society’s key business and consumer sectors.

Our financial services include

*  M-PESA - A mobile phone-based money transfer service,
payments and a microfinancing service platform launched
in 2007

*  M-PESA Go - designed for children aged between 10 and
17, allowing them to use M-PESA services, with guardians and
parents retaining the ability to guide their financial journey

°  M-PESA Interoperability — A joint project between
Safaricom, Airtel and Telkom that allows all customers to pay
for goods and services at any merchant outlet regardless of the
network on which they operate

° M-PESA Global Pay Virtual Visa Card - providing a fast,
efficient and easy app that allows users fo tfransact worldwide,
facilitating payments on international online merchants such as
Netflix and Amazon, using card details

* Lipa Na M-PESA - Enables merchants to transact using a till
number to collect payments from customers

*  Fuliza - An overdraft facility that enables customers to access
an unsecured line of credit by overdrawing on M-PESA to
cover shortterm cash-flow shortfalls subject to applicable
predetermined limits

* KCB M-PESA - A savings and loan service that enables
M-PESA customers to save as little as KShs1, and access credit
from KShs1,000

*  M-Kesho - A bank account product launched to enable
Safaricom’s mobile money clients to access their Equity bank
accounts directly

°  M-KOPA - provides solar home systems that innovatively
integrate machine-to-machine technology (M2M) with a
micro-payment solution

°  M-TIBA - A health payment application or e-wallet that
enables low-income earners to save towards their healthcare
expenses and helps donors to target funds accurately and
confidently

* M-Shwari - a microlending/savings product

* Soma Na Shupavu 291 - An SMS- and USSD-based
education plafform that enables students to study without an
internet connection

°  M-Salama - A USSD and SMS platform that sends early
warning information

* Pochi La Biashara - Allows M-PESA to register informal
business owners such as food vendors, kiosk owners,
boda-boda operators and second-hand clothes dealers, to
receive and separate business funds from personal funds on
their M-PESA number

Our customer-centric apps

°  M-PESA Consumer App - An app that delivers the suite of
M-PESA solutions, redesigning the M-PESA customer experience
journey to reduce call-centre demand and simplify multiple
payments

° M-PESA Consumer App Mini-Apps - A mini-apps
programme, available via the M-PESA App, it is a key
component of our ecosystem, effectively enabling us to function
as a play store

°  M-PESA Business App - An app that allows merchants
and businesses to better visualise their payment collections
and spend, see full statements, and transact directly from their
M-PESA Business Till App

Our innovative enterprise solutions

o Kifaru Net — A fast, secure fibre internet connection with
24/7 firewall protection that, in addition to easy website
management for employees, reduces the cost of owning,
managing and maintaining a physical firewall in-office device

e Cloud Services - A computing service whereby software,
hardware and information are provided to business as a
metered service over the internet

¢ Scaling Cloud & Security in Large Enterprises —

o Full stack cyber security including security operations
center (SOC)

o Integrated offerings; Hosted contact centers, professional
services, unified communications & professional services

* Accelerated loT Solutions — Smart Water project and Fleet
management telematics solutions

* Fibre to the Business (FTTB) - Fast and affordable internet
service for small and medium sized businesses that are located
in buildings that have Safaricom internet fibre

Our home value propositions

* Fibretothe-Home (FTTH) with add-ons like secure-net, smart TV
box, home CCTV and home insurance

¢ Seamless and fast WIFl internet via 4G and 5G Wireless
Connection.

collaborate to deliver and meet our customers’ requirements,

*For more details on these, and the partners with whom we
please visit our website at: www.safaricom.co.ke

Our strategic focus*

Our strategy is founded on four strategic pillars

* Our strategic focus for FY24
To scale technology solutions in order to be a purpose-led
technology company by 2025

* Our strategic focus for FY25-FY2030
To become Africa’s leading purpose-led technology company

Invested in our society

As a responsible corporate citizen, we consider the broader needs
of the society in which we operate, as we pursue our mission to
scale technology solutions in order to be a purpose-led technology
company by 2025.

[*For more on our strategy, see page 43. }
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WhO We Al‘e (continued)

Our stakeholders

Governments and .
Our suppliers
regulators

Society and
Our customers Y e
communities
Investors and

Business partners
shareholders P

Our employees Media

For more on stakeholder engagement, see page 64. }

Our principal shareholders

For a list of the 10 largest shareholders in the Company (ordinary
shares only) and the respective number of shares held as at
31 March 2024 please see Appendix on page 270.

Foreign and East African shareholder split

0.13%

Foreign

Individual 4.32%

- East African
7.43% Individual
Foreign
Corporate

Investor
distribution

88.11%
East African
Corporate
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WhO We Al‘e (continued)

The Spirit of Safaricom

ﬂ The Spirit of Safaricom forms an important part of our human, intellectual, social and
relationship capitals. It is the foundation of our culture, guides our beliefs, behaviours and
ﬁ |on(§;uc|ge, and comprises four key pillars — purpose, customer obsession, collaboration

m and innovation.

PURPOSE CUSTOMER OBSESSION INNOVATION COLLABORATION

Belief We transform lives We are simple, Belief We are a market We are partners in
Belief transparent, shaper one ecosystem

We are purpose
Purp honest

Behaviour :
driven : We experiment We get it done
Beh . [¢] ,

Ready, Willing, eNAvIOUT 4nd learn fast Behaviour together

Language | am Safaricom Behaviour Able (RWA)

Go Beyond | own my inch and

Language .
9Y99¢ " Twende Tukiuke) SEIGUEL the collective

| am notoriously

Language
9vage  istomer obsessed

During the year under review, we continued to enable and empower staff to adopt and foster the change and culture that will support us in our
purpose of transforming lives. This involves:

Key element Our enabling beliefs

Empowering others with the resources and autonomy to win
Emphasise efficiency, production and value

Providing clarity and consensus on purpose and mission
Removing impediments fo achieving missions

Purpose

Putting the customer at the centre
Customer Using insights concerning the external environment to act on opportunities
Obsession Putting the customer first, so that value will follow

Promoting ownership and developing simple, clear, customer-centric solutions

Experimenting and learning quickly
Innovation Playm.g to win by doing what is right

Creating a safe space to speak up

Driving innovation and creativity

Recognising everyone’s contribution

Collaboration Empowerment in being honest, transparent and candid
Undertaking blameless post-mortems for the sharing of learnings and information
Working together towards the same goal

Where we measured our success in FY2024

96% | Response rate

97% | Purpose - Transforming Lives

96% | eNPS (Employee Net Promoter Score)
86% | Experiment and Learn Fast (Innovation)
81% | Agility Index

70% | Leadership Index
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Customer obsession

[}
B2

As in integral and integrating philosophy, customer obsession is not only one of the four
pillars of our Spirit of Safaricom culture, but is a key part of our social and relationship
capitals. It is central to the way we do business, in that it drives our quest to meet the
needs of our customers in digitally, relevantly and affordably promoting the identity of the
brand as one that provides a superior product and service experience, while internally
underpinning our strategic imperative of new growth areas.

Customer obsession thus stands at the core of our business, and we work to embed it among all our employees, to better deliver our brand
promise of Simple, Transparent, Honest. We do this in terms of a framework centred on:

Our Agile

Future-ready
talent

Operating Model

Measured against the Agile Pulse Survey Including: 90% Employee engagement, including
and the quarterly Agile Maturity Platform ®  Succession cover for critical roles through submissions for:

*  Women in leadership roles e  Vodacom CEQO’s Awards

* Pay equity and competitiveness e Spirit of Safaricom Awards

®  Persons with disability (PWDs) *  Vodacom Customer Excellence Awards

49% (2,721 full-time equivalent
(FTE)) of our employees have adopted
Agile across 25 tribes, 11 CoEs and

83 squads, including:
e 752 in Commercial*

90% of all actions for top talent new/
stretched roles completed

Quarterly extended leadership forums
19 New hires and women-inleadership

*  100% SEMA cascades completed
across all divisions

e Launch of harassment advisors to
embed psychological safety and

) promotions bully-free environment
e 1,557in Techno|ogy'* e Launch of Safaricom Connected
o 412 Corporate functions Women

42% Women in leadership roles
Employee Value Proposition
(EVP) Framework completed
261 Digital Academy graduates
99% Gender pay equity

99% Internal pay competitiveness
16 PWDs taken on as Customer
Experience Executives

30 PWDs onboarded

pages 76 and 78 respectively.

*For more on these areas of our business, see pages see }

Our customer obsession strategy

Our customer obsession strategic journey has comprised three phases:

KPI

FY2022: Phase 1 - to establish the foundations for ensuring that

we are a customer-obsessed organisation

Net Promoter Score (NPS)

Indicator

#1 Benchmark, jNPS
(40pts baseline)

*  FY2023: Phase 2 - to embed and anchor customer obsession Brand love +3pts, Consumer 63%
°  FY2024: Phase 3 - to enfrench customer obsession as a way

. Detractors <6%

of working
Customer Obsession Score 87%

Accordingly, our strategic focus during the year was on examining
our processes, the ways in which we operate, and our structure to M-PESA downtime <4 hours
ensure that they fully facilitate putting the customer first, and that .
there are governance structures in place to underpin the approach, Fraud prevented ?1%
and drive ownership. System uptime/availability 99.95%

To aid us in measuring our progress, we employ key performance
indicators (KPls) that are aligned with, and support, the company’s
business strategy.
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Customer obsession (continued)
Our consumer business
Customer obsession in our consumer business* during the year *  Accelerated 4G+ Devices
under review, was predicated on: e 17.5 million 4G+ devices on the network
*  Enhancing value through: o Open market support with mobile data bundles
¢ Integrated propositions for connectivity and content o Over 1.3 million customers supported with a device under
o Enhanced experiences through dignified journeys via apps Lipa Mdogo Mdogo
and 5G
2 . . . e Launched new Neon Smarta and Neon Ultra to enable
o 30.3% growth in all-in-one plans following the Go Monthly o
promotion 4G affordability
o Offers on integrated for as low as KShs 20 under Shine
Kenya Bundles e Consumer segmentation driving personalisation and relevance
o Delivered simple DIY postpay journey o 4.5 million youth on Safaricom hook platform accessing

o Use of Machine Learning to deliver personalised offers
o Launched Innovative Cluster Based CVM Platform that
delivers differentiated value at a site level

propositions
e Over 50% of base using Tunukiwa personalised offers,
« Leveraging on: Okoa (call cgmpleilc?n), reverse call, Bonga points (loyalty
o Accelerated 4G device penetration through our device programme) innovations
financing programme o Over 1,000 customers engaged in networking event on

o Strategic partnerships to drive relevance, including with financial wellness
Google, Meta, TikTok and ShowMax
e Our vast network of customer experience touchpoints

*  Demonstrating value by:
o Profecting the base with relevant voice offers
» Innovation via digital gamification to drive acquisitions
o Providing integrated propositions to accelerate growth.

The challenges we faced in FY2024*

Challenge How we responded

Infroduction of value offerings through:

Macro-economic issues *  Cutting pricing by up to 50%
as reflected in the

1 * Review of data pricing
LULIE [P * Device financing
index (CPI) * Increased organisational productivity, ensuring agile adoption

Regulatory risk

taini f
pertaining to *  Know your customer (KYC) adherence
requirements of:

o Communication Authority (CA) o Lever'ogfe M—PESA'\ agent network to assist with SIM swap
e Central Bank of Kenya (CBK) *  Monitoring security and fraud

e Data Protection
Commissioner

° Promote our attractive proposition, including SIM, network and product and service innovation
* Provide increased app availability for a one-stop-shop experience

* Integrated propositions

* Introduce a value proposition for the youth market

o *  Training in service culture

Maintain our market * Governance and accountability that monitors delivery and addresses customer needs
share of 67% e Net Promotor Score (NPS) surveys

* leverage customer insight through data analysis and audits

*  Rollout of 155 additional sites

* Roll out franchises through channel and distribution teams

e Continued investment in systems

*For more on our operating environment, material
matters and risk management, see pages 84, 44 and
50 respectively.
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How we measured our performance

We maintain a large quality assurance team to ensure delivery
against defined KPIs. During the year under review, we assessed
our performance with respect to the following criteria:

Looking ahead

In the short, medium- and long-term, we will continue to promote
our customerdirst culture. To this end we have completed a six-year
strategy to guide us fo the year 2030.

In the short term we will focus on fixing the basics in order to meet
customer expectations. The aim will be to become the customer

experience leader in Africa by leveraging on artificial intelligence
(Al) to enable effective delivery of the customer journeys we
envisage. This will include, from an infernal perspective, the
building of a customer experience governance framework.

VALUE WE DELIVER OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE HOW WE
WE CONTRIBUTE SAFEGUARD VALUE

FINANCIAL
STATEMENTS

We also continue to evolve our agency network into franchise outlets,
and repurposing the dealer ecosystem by ensuring digitisation.

In the medium- to long-term we will endeavour to establish a
customer experience academy to build capabilities across the
Company and provide certification. We will also seek to gamify the
journeys and experiences we offer to ensure that they are immersive
with both augmented reality (AR) and virtual reality (VR).
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Message from the Chairman
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I am proud that on behalf of the Board | can express satisfaction that
we have been able to perform extraordinarily well and deliver the
positive returns for our shareholders.

It has also been a transformative year for the Company. We not

only continued our expansion into Ethiopia, but we also laid out

a new strategy to take us through to 2030, to realise our vision of
becoming Africa’s leading technology company. The Board reaffirms its
commitment fo providing strategic advice and support fo management
as they execute the company’s strategy by remaining faithful to our
purpose of Transforming Lives.

Indeed, our expanding presence in Ethiopia marks a significant
milestone in our overall growth trajectory. We are encouraged by

the resilience that the business has shown since we switched on

our network. Moreso we are happy to see the Ethiopia business
aftaining significant milestones such as M-PESA growth, rapid network
deployment, and high data usage by customers amongst others.

We are committed to building sustainable partnerships and contributing
to Ethiopia’s digital transformation.

[ For more on our Ethiopian operations, see page 114. }

Our changing operating environment

Against the backdrop of a rapidly evolving regulatory landscape,
which included changes in taxation and mobile termination rates
(MTR) in Kenya, we fully embraced the growing needs of our various
stakeholders across both Kenya and Ethiopia. It is pleasing to see our
contribution to social and economic development in both countries so
meaningfully continuing.

[ For more on the environment in which we operate, see page 84. }

Transforming lives

Like all members of the Board, | am extremely proud of Safaricom’s
purpose of transforming lives. It is gratifying to note that the
organisation has continued to be actively involved in supporting the
communities among which we operate. This was exemplified during
the year by the support we have offered to those people who have
been affected by the recent floods.

I would also like to acknowledge the good work that both the M-PESA
and Safaricom Foundations have done in Kenya during the year
under review. | look forward to seeing Board members continuing to
participate and join staff in activities that assist our communities.

[ For more on our corporate social investment, see page 120. }

Dividend

It gives me great pleasure fo report that the Board has proposed a final
dividend of KShs 0.65 per ordinary share — amounting to KShs 24.84

billion — to be approved at the Annual General Meeting (AGM). This is
in addition fo the interim dividend of KShs 0.55 per ordinary share that
was already declared and paid during the year.

For more on our financial performance, see page 83, and
the Annual Financial Statements section of this report from
page 159.

Engaging with our stakeholders

[ would like to emphasise the immense significance we place on
the relationships that we have with our various stakeholders. We
understand the added value that collaboration with committed and
able partners brings.
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THE SOCIAL VALUE
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HOW WE
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That is why, as a Board, we continued during the year, to engage

with all our stakeholders. We unwavering in ensuring that our strategy,
vision, and purpose reflect and meet the needs and expectations of the
individuals, communities and other stakeholders who are impacted by
what we do as a business.

During the year under review, we also maintained our programme
of constructive engagements with policymakers. In that regard, we
remain committed to collaborating with government, regulatory
bodies, and all our stakeholders to drive positive change and
promote sustainable growth.

| would therefore like to express the Board's sincere gratitude to both
the Kenyan and Ethiopian governments for their steadfast support.
There is no doubt that the alignment of our strategy with the national
visions of the two countries was a crucial ingredient in our impressive
results this year.

The Board appreciates the commitment of the governments of both
Kenya and Ethiopia, to creating an environment that fosters growth
and innovation in the felecommunications sector. Indeed, the support
extended by both governments has played a pivotal role in enabling
Safaricom to carry out its role in society effectively and efficiently.

[ For more on our engagements with our stakeholders, see page 64. }

The effectiveness of the Board

| would like to extend my appreciation to my fellow Board members
for their continued strategic guidance. Their insights and effective
and knowledgeable leadership have been instrumental in steering
Safaricom.

[For more on our governance, see page 129. }

Looking ahead

In the short, medium and long term, | anticipate that Safaricom will
continue fo go from strength to strength, as we implement and realise
our strategic vision, and bring cutting edge technology to the lives of
the people and communities we serve. We will continue to bolster the
economies in which our endeavours play an increasingly important
societal and financial role.

Safaricom’s journey over the past financial year reflects resilience,
innovation, and a deep commitment to our purpose. | am certain

that as we expand our footprint into Ethiopia and continue to lead

in Kenya, we will drive positive change and create value for our
company, customers, and the communities among whom we operate.

It is my sincere conviction that we will continue to nurture a harmonised
business environment by working together with all our stakeholders to
ensure our sustained success.
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Ujumbe kutoka kwa Mwenyekiti
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Ninajivunia kwamba, kwa niaba ya Bodi, ninaweza kueleza
kuridhishwa kwangu kwamba tumeweza kupata matokeo mazuri sana
na kuzalisha faida kwa wenyehisa wetu.

Umekuwa pia ni mwaka wa mabadiliko kwa Kampuni. Tuliendelea
upanuzi wetu Ethiopia, lakini pia tukawa tunatekeleza mkakati wetu
mpya wa kuelekea 2030, ili kutimiza ruwaza yetu ya kuwa kampuni
ya kiteknolojia inayoongoza Afrika. Bodi inakariri kujitolea kwake
kutoa ushauri wa kimkakati na kusaidia wasimamizi wa kampuni
wanapotekeleza mkakati wa kampuni na kutimiza lengo letu la

Kubadilisha Maisha.

Kwa kweli, upanuzi wa shughuli zetu Ethiopia ni hatua muhimu

sana katika mkondo wetu wa ukuaiji wa jumla. Tumetiwa moyo na
ukakamavu ambao biashara yetu imeuonyesha tangu tulipoufungulia
mtandao wetu humo. Muhimu zaidi, tunafurahia kuona biashara yetu
Ethiopia ikipiga hatua kuu kama vile ukuaji wa M-PESA, usambazaiji
wa mtandao wetu, na matumizi makubwa ya data na wateja wetu,
miongoni mwa mengine. Tumejitolea kujenga ushirikiano endelevu na
kuchangia katika mabadiliko ya kidijitali nchini Ethiopia.

Kwa maelezo zaidi kuhusu shughuli zetu Ethiopia, tazama
ukurasa 114,

Mabadiliko katika mazingira tunayohudumu
Mazingira ya kisheria na usimamizi yamekuwa yakibadilika kwa
haraka, ambapo miongoni mwa mengine kulikuwepo na mabadiliko
katika kodi na ada ya kupiga simu kutoka mtandao mmoja hadi
mwingine (MTR) nchini Kenya. Lakini tuliendelea kukumbatia mahitaiji
yanayobadilika ya wadau wetu mbalimbali nchini Kenya na Ethiopia.
Inaridhisha kuona mchango wetu katika ustawi wa kijamii na kiuchumi
katika mataifa hayo mawili ukiendelea na kuwa wa manufaa.

Kwa maelezo zaidi kuhusu mazingira ambayo tunayudumu,
tazama ukurasa 84.

Kubadilisha maisha

Kama wanachama wengine wote wa Bodi, ningjivunia sana lengo la
Safaricom la kubadilisha maisha. Inaridhisha kwamba kampuni yetu
imeendelea kushiriki moja kwa moja katika kusaidia jamii maeneo
tunayohudumu. Hili lilionekana wazi katika mwaka huo kupitia usaidizi
ambao tulivtoa kwa watu walioathirika na mafuriko ya hivi majuzi.

Ningependa pia kutambua kazi nzuri ambayo imefanywa na Wakfu
wa MPESA na Wakfu wa Safaricom nchini Kenya katika mwaka
tunaouangazia. Nasubiri kuona wanachama wa Bodi wakiendelea
kushiriki na kujiunga na wafanyakazi katika shughuli za kusaidia jamii.

Kwa maelezo zaidi kuhusu uwekezaiji wetu kwenye jamii,
tazama uvkurasa 120.

Mgawo wa faida

Ni furaha yangu kuu kuripoti kwamba Bodi imependekeza mgawo wa
faida wa mwisho wa KShs 0.65 kwa kila hisa ya kawaida — ambazo
ni jumla ya KShs 24.84 bilioni — ili kuidhinishwa katika Mkutano Mkuu
wa Kila Mwaka (AGM). Hii ni juu ya mgawo wa faida wa muda wa
KShs 0.55 kwa kila hisa ya kawaida ambao ulitangazwa na kulipwa
katika mwaka huo.

Kwa maelezo zaidi kuhusu matokeo yetu ya kifedha, tazama
ukurasa 83, na sehemu ya Taarifa za Kifedha za Mwaka
katika ripoti hii kuanzia ukurasa 159.

Kuwashirikisha wadau

Ningependa kusisitiza umuhimu mkubwa ambao tunauweka kwenye
uhusiano ambao tunao na wadau mbalimbali. Tunafahamu thamani ya
ziada ambayo huletwa na washirika waliojitolea na wenye uwezo.
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HOW WE
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Hii ndiyo sababu, kama Bodi, katika mwaka huo tuliendelea,
kuwashirikisha wadau wetu wote. Tuko imara katika kuhakikisha
kwamba mkakati wetu, ruwaza, na lengo kuu vinaonyesha na kutimiza
mahitaji na matarajio ya watu binafsi, jamii na wadau ambao
huguswa au kuathiriwa na shughuli tunazozifanya kama biashara.

Katika mwaka tunaouangazia, tulidumisha pia mpango wetu wa
kuwa na mashauriano mwafaka na watunzi wa sera. Kuhusu hili,
bado tumejitolea kushirikiana na serikali, mamlaka zinazosimamia
sekia yetu, na wadau wote ili kufanikisha mabadiliko ya manufaa na
kuwezesha ukuaiji endelevu.

Kwa hivyo, ningependa kutoa shukrani za dhati za Bodi, kwa
serikali za Kenya na Ethiopia kwa vungaji mkono wao muhimu.
Hakuna shaka kwamba kulainishwa kwa mkakati wetu na ruwaza za
mataifa hayo mawili kulikuwa kiungo muhimu katika matokeo yetu ya
kuridhisha ya mwaka huu.

Bodi inatambua kujitolea kwa serikali za Kenya na Ethiopia, katika
kuunda mazingira mahsusi ya kuchochea ukuaiji na uvumbuzi katika
sekta ya mawasiliano. Kwa kweli, usaidizi ambao umetolewa na
serikali zote mbili umeiwezesha Safaricom kutekeleza mchango wake
katika jamii kwa urahisi na kwa njia bora zaidi.

Kwa maelezo zaidi kuhusu mashauriano na vhusiano wetu na
wadavu, tazama uvkurasa 64.

Ufanisi wa Bodi

Ningependa kutoa shukrani kwa wanachama wenzangu katika Bodi
kwa uongozi wao mwema. Ujuzi wao na uongozi wao bora na wa
busara vimekuwa muhimu sana katika kuiongoza Safaricom.

Kwa maelezo zaidi kuhusu utawala katika kampuni yetu,
tazama uvkurasa 129.

Kutazama Mbele

Katika kipindi kifupi, cha wastani na kirefu, ninatarajia kwamba
Safaricom itaendelea kukua na kuimarika zaidi, tunapotekeleza na
kutimiza ruwaza yetu ya kimkakati, na kufikisha teknolojia za kisasa
kwa watu na jamii tunazozihudumia. Tutaendelea kusaidia uchumi
katika mataifa tunayohudumu ambapo huwa tunatekeleza mchango
muhimu wa kijamii na kifedha.

Safari ya Safaricom katika mwaka wa kifedha uliopita ni ishara ya
uthabiti, uvumbuzi na kujitolea kutimiza lengo letu. Nina uhakika
kwamba tunapopanua shughuli zetu Ethiopia na kuendelea kuongoza
Kenya, tutaongoza mabadiliko ya manufaa na kuendelea kuunda
thamani kwa ajili ya kampuni, wateja na jamii maeneo ambayo
tunahudumu.

Ni imani yangu kwamba tutaendelea kuchochea mazingira mazuri ya
kibiashara kwa kufanya kazi kwa pamoja na wadau wetu kuhakikisha
ukuaiji endelevu.

Shukrani

Kwa niaba ya Bodi, kando na shukrani zetu za dhati kwa serikali,
wasimamizi wa sekta na bila shaka wadau wote kwa uvungaiji mkono
wao kwetu, ningependa pia kushukuru kundi letu la wasimamizi na
watu wote wanaofanya kazi katika Safaricom kwa bidii na kujitolea
kwao pamoja na uaminifu wao. Ni bidii yao ambayo imetuwezesha
kuandikisha matokeo haya mazuri ambayo tunayaripoti.

A

Adil Arshed Khawaja (MGH)
Mwenyekiti
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Message from the CEO

In the financial year under
review, we experienced

a challenging operating
environment. Nonetheless, the
business displayed significant
resilience in producing
outstanding growth in both

our top and bottom lines. This
enabled us to achieve a major
milestone, attaining — in our
Kenyan business alone earnings
of more than USD1 billion before
tax and interest (EBIT). Safaricom
is the first company in the Eastern
Africa region to attain this
landmark number.
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Purpose - Transforming Lives

In the year under review, we were firmly guided by our purpose of

Transforming Lives, exhibiting this in four key ways, through:

e Product development such as Boost ya Biashara

* Active support of communities through the right tools and
technology, and helping fulfil their potential through our M-PESA
and Safaricom Foundations

* Helping address societal needs through Ndoto Zetu, assisting
deserving Kenyans fo achieve their dreams

e Our commitment fo transparency and accountability by
publishing our operations and business activities with our twelfth
Sustainability Report

We have demonstrated at firsthand the transformative power of
leveraging technology to change lives, create shared value, drive
positive change, and develop solutions that address societal challenges
at scale.

Business Performance

It is extremely gratifying that the growth we have seen during the
year under review has been broad-based, as it means that all our
growth-engines are performing well. This, taken together with the
commercial momentum we are making in Ethiopia, bodes well for
the significant value that we anticipate the Company will deliver in
the medium- to long-term.

For more on our financial performance and Ethiopian
operations, see pages 83 and 114 respectively.

The challenges

The year under review proved to be an extremely difficult period for
our operations in both Kenya and Ethiopia. High rates of interest and
inflation produced challenging conditions during the year, even with
resilient GDP growth in Kenya of 5.6% in 2023.

Currency weakening together with a tightening of monetary policy in
Kenya, and the controlled currency in Ethiopia compounded this effect,
and impacted energy pricing. This in turn exacerbated the consequent
inflationary outcome and the constraints on disposable income.

It is important to note that all this played out against a sfill unsettled
global economy, in which war and its effects on trade, logistics and
energy continued to exert knock-on pressures across the world and
especially on developing economies.

[ For more on our operating environment, see page 84. }

A further challenge emanated from the regulatory landscape, where
we saw increased excise duty rates imposed on mobile money
transfer services and additional taxes on SIM cards. We continue

to keep a watchful eye given the impact that additional taxes could
have on the business and our operations.

The opportunities

With the approval of our 2030 strategy by the Board, our goal is to
become Africa’s leading purpose-led technology company. Led by
this vision, we aim to maximise the opportunities we have identified.
Among these is the strong commercial momentum that we forecast
for Ethiopia in the short to medium-term. This includes growing a
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quality subscriber base, monetising opportunities such as mobile
data — which has recorded a very high usage — acceleration of
M-PESA penetration, and scaling our operations across the country
thanks to a stable security environment. We note and appreciate the
support and collaboration of the Ethiopian government as we work
together towards supporting its ambition of creating Digital Ethiopia.

Ethiopia has the second-largest population on the continent, and it
is weighted towards the young. However, it still only exhibits a 50%
connectivity penetration, a fact that demonstrates the potential of
the market. We closed the year with 2,800 sites and we anticipate
that that we will have integrated 3,500 into our network by the end
of FY2025. This will facilitate our aim of being in the forefront of
digitisation and financial inclusion in that market.

With our connectivity business in Kenya already largely mature,
we see an opportunity in mobile financial services, enabling us to
provide more access and drive financial inclusion in the process.
We are advancing M-PESA into becoming a platform that offers
wealth management, diversified credit and savings propositions
amongst others.

We are working with government to enable the digitisation of
government services and ease of service delivery fo citizens. Together
with various industry players and with the support of Government of
Kenya, we launched a firstof-its-kind device assembly plant in Kenya
that will manufacture smart phones and other devices, making it easier
for the Government's digital economy agenda to be realised.

[For more on our strategy, see page 43. }

Delivering against our strategy

During the year we saw significant growth in our connectivity
business, as well as in mobile data. In the latter, affordable devices
that we are now able to deliver through our own manufacturing
facility began to make an impact - further proof that we have the
correct and relevant propositions for our customers.

By carefully segmenting our market, and targeting the segments

with what they most need, we have increasingly been using Al and
big data. We are powering growth and innovation for our large as
well as micro, small medium enterprises (MSMEs) through efficient
and cost-effective loT and ICT solutions. Amongst other solutions

for enterprises, we are scaling those in cloud and cyber-security,
layering them on our connectivity products. In addition, we are
aiding our MSMEs with solutions such as SME digital adoption plans
which provide cloud-enabled productivity tools.

For more on our technology and services, see pages 76
and 19 respectively.

We believe that we have successfully increased usage by focusing on:
*  What our customers really require

e The way they experience our services

e The journeys they undertake with us

We atiribute these growing volumes to our customer obsession
philosophy, as well as to the ongoing material reduction in pricing across
our product base by between 40% and 60% over the last four years.
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Message from the CEO (cineq

Technology has become an integral part of our daily lives, driving
innovation and progress across various sectors of the economy,
and our transition from a Telco to a TechCo is underpinned by our
firm commitment to bridge digital and financial divides. While
demonstrating our ability to utilise technology and provide relevant
solutions that solve societal issues, we have cemented our strategic
move to become a technology company.

For more on customer obsession, see page 23. }

It is pleasing to note that our Company ecosystem remains geared for
growth. We have put in place the measures fo facilitate this by driving
efficiency and cost reduction through our technology, infrastructure
and culture, as well as through our commitment to green principles.
Indeed, solar energy is already driving a full 24% of our sites.

For more on our financial performance, see page 83. }

Growing in Ethiopia

We have been operating in Ethiopia for around 18 months, and |
am extremely proud of the strides we have made there. Our focus
has been on scaling our operations to occupy the key position in that
country's telecommunications industry that we envisage for ourselves.

We now cover 40% of the population and have grown our customer
base to over 9.4 million since inception. Our goal of playing a
central role in the digitisation of Ethiopia remains in place, with both
infrastructure and usage demonstrating that we are poised for solid
growth in that country.

Supporting society

| am proud to reaffirm that Safaricom’s commitment to the people
among whom we operate, and the environment in which we all live,
remained as strong as ever during the year under review. In the
space of a year, the country went from drought to floods, itself a sad
confirmation of the climate crisis. | am honoured to be able to lead
the private sector’s representation on the National Disaster Response
Appeal Fund, to complement government efforts.

Our two foundations continued their essential work in alleviating
health, education, financial literacy and inclusion difficulties. The
dedicated support and innovation that the foundations provide
remain an essential part of our obligations as a responsible
corporate citizen.

Moreover, our support of the Chapa Dimba football tournament this
year enabled thousands of young Kenyan girls and boys across
3,300 teams, to realise their passion for the game. It is gratifying
to see them connecting through sport and music and advancing
their talent.

For more on our foundations, CSI and environmental
efforts, see pages 119 and 127 respectively.

Looking ahead

| believe that we are extremely well-positioned to continue our path
of strong growth in the short, medium and long term. In the medium
term, | anticipate that we will break even in Ethiopia by the end of

year four of our operations there.

In Kenya, with our mission of transforming lives, we are now
implementing our new vision and strategy. We will continue to see
growth, as we work towards assuming the mantle of being Africa’s
leading technology company by 2030.

| believe that with our agile ways of working, our culture of customer
obsession and societal relevance, we have both the impetus and the
tools to cement the growth that we have built on during the year.
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Ujumbe kutoka kwa Afisa Mkuu
Mtendaiji

Katika mwaka wa kifedha
tunaouangazia, tulikumbana na
mazingira magumu ya uendeshaji
shughuli. Hata hivyo, biashara
yetu ilidhihirisha ukakamavu
mkubwa katika kuandikisha
ukuaji mkubwa katika mapato,
mauzo na katika faida. Hili
lilituwezesha kufikia hatua kubwa
sana, kutimiza — mapato ya zaidi
ya USD1 bilioni kabla ya ushuru
na riba (EBIT) katika biashara
yetu ya Kenya pekee. Safaricom
ndiyo kampuni ya kwanza kabisa

kanda ya Afrika Mashariki kufikia

takwimu hiyo muhimu.
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Ujumbe kutoka kwa Afisa Mkuu

tendaii (mwendelezo)

Lengo - Kubadilisha Maisha

Katika mwaka tunaouangazia, tulikuwa imara katika kuongozwa na

lengo letu la Kubadilisha Maisha. Tulidhihirisha hilo kupitia njia nne kuu,

ambazo ni:

e Uandaaiji wa bidhaa na huduma kama vile Boost ya Biashara

*  Kusaidia jamii moja kwa moja kupitia vifaa na teknolojia zifaazo,
na kuwasaidia wanajamii kutimiza uwezo wao kupitia Wakfu wa
MPESA na Wakfu wa Safaricom

* Kusaidia kutimiza mahitaji ya jomii kupitia Ndoto Zetu, kwa kusaidia
Wakenya waliostahili kutimiza ndoto zao

*  Kujitolea kwetu kuhakikisha uwazi na uwaijibikaiji kwa kuchapisha
maelezo kuhusu shughuli zetu za kibiashara na nyinginezo katika
Ripoti ya Uendelevu ya kumi na mbili

Tumeonyesha moja kwa moja nguvu ya mabadiliko inayopatikana
kwa kutumia vyema teknolojia kubadilisha maisha, kujenga thamani
ya pamoja, kuongoza mabadiliko ya manufaa, na kutoa suluhu kwa
changamoto zinazoikabili jamii

Matokeo ya Biashara

Inaridhisha sana kwamba ukuaji ambao tumeushuhudia katika kipindi
tunachokiangazia umekuwa mpana, kwani hii ina maana kwamba injini
za ukudii zinafanya kazi sawa sawa. Hili, ukilizingatia pamoja na kasi
ya ukuaiji ambao tunaupata Ethiopia, linaendana vyema na thamani
kubwa ambayo tunatarajia Kampuni itaweza kuhakikisha inapatikana
katika kipindi cha wastani hadi kipindi kirefu.

Kwa maelezo zaidi kuhusu matokeo yetu ya kifedha na shughuli
zetu Ethiopia, tazama ukurasa 83 na 114 mtawalia.

Changamoto

Mwaka tunaouangazia ulikuwa kipindi cha wakati mgumu sana kwa
shughuli zetu Kenya na Ethiopia. Viwango vya juu vya riba na mfumko
wa bei vilizalisha mazingira magumu sana mwaka huo, hata licha ya
ukuaji mzuri wa GDP wa 5.6% mwaka 2023 nchini Kenya.

Kudorora kwa thamani ya sarafu pamoja na kukazwa kwa sera ya
kifedha nchini Kenya, na kudhibitiwa kwa sarafu nchini Ethiopia
vilizidisha makali ya changamoto hizo, na kuathiri bei ya kawi. Hili nalo
lilizidisha shinikizo za mfumko wa bei na kupunguza kiasi cha fedha za
matumizi ya hiari miongoni mwa watu.

Ni muhimu kueleza kuwa haya yote yalikuwa yakitokea katika mazingira
ya uchumi wa dunia ambao ulikuwa bado wenye misukosuko, ambapo
vita na athari zake kwenye biashara, uchukuzi na kawi viliendelea
kuongeza shinikizo kote duniani na hasa katika mataifa yanayoendelea
kiuchumi.

Kwa maelezo zadi kuhusu mazingira yetu ya uendeshaji
shughuli, tazama uvkurasa 84.

Changamoto nyingine ilitoka upande wa kisheria, ambapo tulishuhudia
kuongezwa kwa viwango vya kodi ya bidhaa katika miamala ya kutuma
pesa kwa njia ya simu na pia kodi ya ziada kwenye laini za simu.
Tunaendelea kufuatilia kwa karibu yanayotokea, ukizingatia kwamba
kuongezwa kwa kodi kunaweza kuathiri biashara yetu na shughuli zetu.

Fursa

Baada ya Bodi kuidhinisha mkakati wetu wa 2030, lengo letu sasa ni
kuwa kampuni ya kiteknolojia inayoongozwa na malengo inayoongoza
Afrika. Kwa kuongozwa na ruwaza hii, tunalenga kutumia kikamilifu
fursa ambazo tumezitambua.

Miongozi mwa fursa hizi ni kasi ya kibiashara ambayo tunaitarajia
nchini Ethiopia kuanzia kipindi kifupi hadi cha wastani. Hii ni pamoja na
ongezeko la idadi ya watu wanaotumia mtandao wetu, fursa za kufaidi
kifedha kama vile data kwenye simu — ambayo tumeshuhudia ongezeko
kubwa katika utumiaiji wake - kuongezeka kwa wanaotumia M-PESA,
na kusambazwa zaidi kwa huduma zetu kote nchini humo kutokana

na kuwepo mazingira yenye usalama. Tunatambua na kuthamini sana
usaidizi na ushirikiano wa serikali ya Ethiopia tunapofanya kazi kwa
pamoja kuisaidia kutimiza azma yake ya kujenga Ethiopia ya Dijitali.

Ethiopia ni ya pili kwa idadi ya watu barani, na wengi ni vijana. Hata
hivyo, matumizi ya simu ni 50% pekee, jambo linaloashiria uwezo
mkubwa wa soko hilo. Tuliufunga mwaka huo tukiwa na vituo 2,800
vya mitambo ya kutoa huduma za mawasiliano na tunatarajia kwamba
tutakuwa tumeongeza maeneo 3,500 kwenye mtandao wetu kufikia
mwisho wa mwaka wa kifedha wa 2025. Hili litawezesha kutimizwa
kwa lengo letu la kuwa mstari wa mbele katika ukumbatiaiji wa dijitali na
ujumuishaiji wa wengi katika mifumo ya kifedha katika soko hilo.

Ukizingatia kwamba biashara yetu ya huduma za mtandao Kenya
tayari imekomaa, tunaiona fursa katika huduma za kifedha kwa njia

ya simu, jambo litakalotuwezesha kufikishia wengi huduma za kifedha
na kuhakikisha watu wengi wanajumuishwa katika mifumo ya kifedha.
Tunaiendeleza M-PESA ili kuifanya kuwa jukwaa linalotoa huduma za
usimamizi wa mali, na huduma mbalimbali za mikopo na uwekaiji akiba.

Tunafanya kazi pamoja na serikali kusaidia kufanywa dijitali kwa
huduma za serikali na kurahisisha utoaji huduma kwa raia. Kwa pamoja
na wadau wengine katika sekfa hii na kwa usaidizi wa Serikali ya
Kenya, tulizindua kiwanda cha kipekee cha kufunganisha mitambo
Kenya ambacho kitazalisha simu za kisasa na mitambo mingine, na
kuifanya kuwa rahisi kutimiza ajenda ya Serikali ya uchumi wa dijitali.

Kwa maelezo zaidi kuhusu mkakati wetu, tazama
uvkurasa 43.

Kutimiza dhidi ya mkakati wetu

Katika mwaka huo, tulishuhudia ukuaji mkubwa katika biashara yetu ya
huduma za mtandao, pamoja na data kwa njia ya simu. Katika data
kwa njia ya simu, simu za bei nafuu ambazo tunazitengeneza kupitia
kiwanda chetu zimeanza kuonyesha matokeo — ishara nyingine kwamba
tunatoa huduma sahihi na zifaazo kwa wateja wetu.

Kwa kuligawa soko kwa busara, na kuangazia sehemu mbalimbali

za soko kwa huduma wanazohitaji zaidi, tumekuwa tukiongeza
matumizi ya akili bandia, au Al, na pia data katika kuongoza maamuzi.
Tunachochea ukuaji na uvumbuzi kwa biashara kubwa na pia biashara
ndogo na za wastani (MSMEs) kupitia huduma bora na za gharama
nafuu za Teknolojia ya Mtandao katika Kila Kifaa (loT) na Teknolojia
ya Habari na Mawasiliano (ICT). Miongoni mwa suluhu nyingine kwa
biashara, tunaimarisha suluhu za tarakilishi kwenye wingu, yaani cloud,
na usalama wa mtandaoni, kwa kuzifungamanisha na bidhaa zetu za
huduma za mtandao. Kadhalika, tunasaidia MSMEs na suluhu kama
vile mipango ya kutekeleza dijitali katika SME ambayo hutoa vifaa

vya uzdlishaiji vilivyowezeshwa kutumia teknolojia ya tarakilishi kwenye
wingu, yaani cloud.

Kwa maelezo zaidi kuhusu teknolojia na huduma zetu,
tazama ukurasa 76 na vkurasa 19 mtawalia.
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Tunaamini kwamba tumefanikiwa kuongeza matumizi kwa kuangazia:
*  Moahitaji hasa ya wateja

* Jinsi wanavyoingiliana na huduma zetu

*  Safari wanazozichukua wakiwa nasi

Tunaamini ukuaiji huu umetokana na filosofia yetu ya kuangazia mteja
katika kila jambo, pamoja na mpango unacendelea wa kupunguza bei
za bidhaa zetu katika vitengo vyote kwa kati ya 40% na 60% katika
miaka minne iliyopita.

Teknolojia imekuwa kiungo muhimu katika maisha yetu ya kila siku,
ambapo inaongoza uvumbuzi na maendeleo katika sekta mbalimbali

za uchumi, na kubadilika kwetu kutoka kampuni ya mawasiliano hadi
kampuni ya kiteknolojia kunaongozwa na kujitolea kwetu kuziba
mapengo yaliyopo katika kufikia huduma za kidijitali na za kifedha. Kwa
kudhihirisha uwezo wetu wa kutumia teknolojia kutoa suluhu zinazotatua
shida mbalimbali kwenye jamii, tumetilia mkazo safari yetu ya kimkakati
ya kuwa kampuni ya teknolojia.

Kwa maelezo zaidi kuhusu kuangazia mteja, tazama
vkurasa 23.

Inafurahisha kueleza kwamba mfumo ikolojia wa Kampuni yetu
umepangwa sawa kuhakikisha ukuaji. Tumeweka mikakati ya
kufanikisha hili kupitia matumizi bora ya rasilimali na upunguzaiji wa
gharama kupitia teknolojia, miundo mbinu, na pia kujitolea kutimiza
maadili ya uhifadhi wa mazingira. Kwa sasa, nishati ya jua au sola,
tayari inatumika kuendesha 24% ya mitambo yetu ya mawimbi ya
mawasiliano.

Kwa maelezo zaidi kuhusu matokeo yetu ya kifedha,
tazama ukurasa 83.

Kukua nchini Ethiopia

Tumekuwa tukihudumu Ethiopia kwa takriban miezi 18, na najivunia
sana hatua ambazo tumezipiga nchini humo. Lengo letu limekuwa
kupanua shughuli zetu ili kujiweka katika nafasi muhimu kwenye sekta ya
mawasiliano ya simu nchini humo kama tunavyotazamia.

Kwa sasa, tumefikia 40% ya wananchi nchini humo na tumeongeza
wateja wetu hadi zaidi ya 9.4 milioni tangu kuanza shughuli zetu.
Lengo letu la kutekeleza mchango muhimu katika kuifanya Ethiopia
kuwa ya kidijitali bado lipo, kupitia miundo mbinu na matumizi,
mambo yanayodhihirisha kwamba tupo katika nafasi nzuri ya ukuaii
nchini humo.

Kuisaidia jamii

Ni fahari yangu kukariri kuwa kujitolea kwa Safaricom kwa watu
katika maeneo tunayohudumu, na kwa mazingira kote tunakoishi,
kulisalia imara katika mwaka tunaouangazia. Katika kipindi cha
mwaka mmoja, taifa lilitoka kwa kiangazi na kuingia kwenye
mafuriko, jambo ambalo lenyewe ni ushahidi wa athari za mabadiliko
ya tabia nchi. Ni heshima yangu kuweza kuongoza uwakilishi wa

sekta ya kibinafsi katika Mfuko wa Msaada wa Kukabiliana na Janga
la Taifa, na kusaidia juhudi za serikali.

Nyakfu zetu mbili ziliendeleza kazi yake muhimu katika kutatua
changamoto za kiafya, kielimu na kifedha na ujumuishaiji. Usaidizi na
uvumbuzi ambao nyakfu hizo hutoa vinasalia kuwa sehemu muhimu ya
jukumu lefu kama shirika raia wa kuwaiibika.

OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE
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HOW WE
SAFEGUARD VALUE

FINANCIAL
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Isitoshe, udhamini wetu wa shindano la kandanda la Chapa Dimba
mwaka huu uliwawezesha maelfu ya vijana kutoka timu 3,300 kote
nchini, kutimiza ndoto yao kuhusu mchezo huo. Inaridhisha sana
kuwaona wakikutana na kujumuika kupitia michezo na muziki na
kuendeleza vipaiji vyao.

Kwa maelezo zaidi kuhusu nyakfu zetu, CSI na mazingira,
tazama ukurasa 119 na ukurasa 127 mtawalia.

Kutazama mbele

Ninaamini kwamba tupo kwenye nafasi nzuri ya kuendelea kwenye
mkondo wetu wa ukuaii thabiti katika kipindi kifupi, cha wastani

na kirefu. Katika kipindi cha wastani, ninatarajia kwamba tutaanza
kutengeneza faida nchini Ethiopia kufikia mwisho wa mwaka wa nne
wetu kuwa na shughuli zetu humo.

Nchini Kenya, kwa azma yetu ya kubadilisha maisha, sasa tunatekeleza
ruwaza na mkakati mpya. Tutaendelea kushuhudia ukuaii, tunapojizatiti
kuwa kampuni ya kiteknolojia inayoongoza Afrika kufikia 2030.

Ninaamini kwamba kwa njia zefu za wepesi wa kufanya kazi na
kuchukua hatua, utamaduni wetu wa kuangazia mteja katika kila kitu
na kuwa na manufaa kwa jamii, tunao msukumo, nguvu na vifaa vya
kuimarisha zaidi ukuaiji ambao tumeupata mwaka huo.

Shukrani

Ninaishukuru sana Bodi yetu mpya kwa jinsi walivyoniunga

mkono kwa kuijitolea, bidii na umakinifu na bila shaka kundi lote la
wasimamizi. Uongozi wao wa hekima umetupatia msingi imara ambao
umetuwezesha kufanikisha matokeo ya kuridhisha ambayo tumeyaona.

Ningependa pia kushukuru mamlaka simamizi za sekia yetu nchini
Kenya na Ethiopia, ambazo uungaji mkono wake ni muhimu sana katika
jinsi tunavyoendesha shughuli zetu. Wauzaiji wa bidhaa na huduma zetu
na maajenti katika mataifa hayo mawili, pia, wameendelea kuchangia
pakubwa katika ufanisi wetu. Ningependa kuwashukuru kwa uaminifu
wao na kwa kujitolea kukuza nembo yetu.

Kwa wenzangu kote katika biashara yetu — ningjivunia sana kujitolea
kwenu, vipaji na kwa kufuata mtindo wetu wa ufanyaiji kazi, kuangazia
mteja katika kila jambo na kujitolea kwetu kubadilisha maisha. Ni juhudi
zetu ambazo zimetuwezesha kufanikisha matokeo haya.

Ningependa kuwashukuru wenyehisa wetu wote, na washirika wetu
wote pamoja na wadau ambao wameendelea kutuunga mkono, jambo
ambalo ni muhimu sana kwa biashara yetu.

Mwisho kabisa, ningependa kuwashukuru wateja wetu kwa vaminifu
wao katika mwaka ambao ninajua umekuwa mgumu sana kwa wateja
wetu. Tunathamini sana imani yenu kwetu kuwapa huduma na bidhaa
mnazozihitaji.

2

Peter Ndegwa
Afisa Mkuu Miendaii
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2024 Investor Day in Ethiopia

Our 2024 Investor Day held on 22 and 23 February in Addis Ababa, Ethiopia, was attended by over 43 investors/analysts from Kenya,
South Africa, UK, US, British Virgin Islands and Singapore, in addition to Safaricom Plc, GPE & Ethiopia Board members, Management/EXCO
teams, Ethiopia Regulators & Government representatives and relationship partners (bank representatives).

SAFARICOM ARICOM SAFARICOM
INVESTOR DAY Err g INVESTOR DAY

Attendees of Investor Day representing investors, Analysts, Safaricom PLC and Ethiopia Board Members and Management teams.

With the theme “Scaling our operations for Ethiopia’s * Territory management is also key in creating clear
digital future”, this event enabled us to showcase the progress of accountability and visibility to drive distribution cost
our business, network and infrastructure roll out. efficiencies focusing on building a merchant network, accepting

payments and selling airtime via M-PESA float.

Key take aways from the event on execution Our winning strategy as the Challenger

progress in th|op|q * We are positioning our brand as the international brand

People & Organisation for the Youthful population of Ethiopia over indexing on youth
volume and value market share to:
e Asat 31 December 2023, we had 891 staff, of which 89% are o Win with Best-in-class Digital experience for
in market talent. (a) Know (b) Buy (c) Service Proposed digital first order to
* The company will continue to evolve into a fully-fledged inferact with our customers; App then Telegram then USSD.
Ethiopian-run organisation over the next 12-18 months. *  Win with supporting community via Technology-
Leverage on technology as an enabler of Youth Economic
Network Infrastructure progress. . .
e Win the battle on Quality across all touchpoints -
*  We are on track to meet our coverage obligations, 55% by Data network experience, Products, Customer Service.
June 2025.

* We have taken a self-build/sharing model with Ethiotel and, M-PESA
partnering with Ethiopia Electric Power (EEP) (high voltage long-
distance transmission) and Ethiopia Electric Utility (EEU) (last mile
distribution and grid connection).

* Ethiopia produces cheapest electricity in Africa, so we have
cost efficiencies to maximise.

o As of 31 December 2023, we had 2,242 base stations
(1,252 own built & 990 collocated) covering 33 cities including
large and medium towns. This represents 33% population
coverage.

*  Our focus now is to densify connectivity to continue enhancing
quality of connectivity as we create a contiguous network.

* The opportunity.
o Banking penetration in urban areas is high, but 99% of small
value transactions are in cash.
e Only 11% of the population has had access to loans from
financial institutions.
o The social construct is less geared to town-to-village money
transfer.
e USD 6.9Bn Annual Diaspora Remittances.
* Progress since acquiring the license.
o Customer acquisition; 3.1Mn M-PESA Registered
Customers and 95% conversion of daily GSM gross adds

e Our FY24 CAPEX guidance of KShs 45 - 48Bn remains « Agent & Merchant Ecosystem; 43K Merchants and
unchur’ged. We are on track to achieve our targeted 70+ Supermarket outlets and 26k Agents
3,000 sites by end of FY24. . o o Partnerships; 12 Banks, 3 e-commerce and for

* We have a 24/7 call center providing services in six languages, International Money Transfer: 12 partners + 3 corridors
with plans to build a second call centre serving more languages. (100+ corridors)

o Technology Platform; 400 TPS Platform, over 99%
Sales & Distribution service availability, converged App and USSD channels and
. . open AP platform

* Our S&D model has eV°',Ved since we |0un.che.d operations o Agile Delivery; 6 Active Squads - Consumer, Credit, Merchants,
gmded by coverage, sites capacity, distribution Infegrations, onboarding & support, Technology operations
infrastructure and perfor!namie targets. e We have leveraged on our experience to build a complete

° This is now fo.ufsed. on scaling sites, critical mass reach 3-Sided ecosystem from Day 1; a Business,
and cost efficiencies. Since commercial launch, we have Consumer and Developer community to drive a robust
taken learnings on the go to establish effective, efficient and fintech platform.
engaged distributor network.

*  We are also focusing on establishing one customer for both We also had the privilege of hosting various government
GSM & M-PESA services to drive acquisitions and, one trade representations to make key note speeches on Ethiopia’s macro-
without differentiation of retailers for GSM products and M-PESA economic conditions C.’”d the g'overnment’s initiatives
qgents & merchqnts, |mpachng our operahng environment.
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These were Eng. Balcha Reba the Director General, Ethiopian
Communications Authority, Mamo Mihretu the Governor, National
Bank of Ethiopia, Dr. Brook T. the Director General, Ethiopian Capital
Market Authority, Dr. Habtamu Simachew, Senior Legal Advisor,
Ethiopian Investment Commission (EIC) and Yodit Kassa, Chief
Business Development Officer, Ethiopian Securities Exchange (ESX).

safaricom PLC Inv

MACRONOTE DISCUSSION
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M-PESA Showcase booth James Maitai, Chief technology officer,
Safaricom Ethiopia during the technology
showcase

Adil Khawanja, Chairman Safaricom Plc Board and Michael Joseph
Mamo Mihrety, Governor, National Bank of Ethiopia Safaricom Ethiopia Board Chairman

Safal

Mamo Mihretu, Governor, National Bank of Ethiopia on the left and Dr. Brook T. the Director
General, Ethiopian Capital Market Authority on the right during their presentations
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Peter Ndegwa, Safaricom Group CEO Wim Vanhelleputte, Safaricom Ethiopia CEO

Safaricom PLC Team at the Device Assembly booth
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Strategic ,

Approach

OUR MATERIAL MATTERS

MANAGING RISK

e OUR ENTERPRISE RISK MANAGEMENT (ERM) PROCESS
e OUR RISK HEAT MAP

OUR STRATEGIC FRAMEWORK

e OUR STRATEGIC PERFORMANCE REVIEW

OUR VALUE-CREATING BUSINESS MODEL

OUR APPROACH TO STAKEHOLDER MANAGEMENT
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Our Strategic Approach

ﬂ Our strategic approach is informed by all six of our capitals, while comprising a
fundamental part of our intellectual and financial capitals. It constitutes an integral part of
) the thinking, planning, procedures and implementation of all the elements that underpin

the way we cf) business. Together with our strategic framework, it includes our material

matters, risk and opportunity management, as well as our business model and the way we
conduct and foster the relationships with our key stakeholders.

Our material matters

Our material matters are the most important environmental, social, economic and
ﬂ governance imperatives and opportunities for our organisation and our stakeholders.

Our last materiality assessment was conducted in 2021 and our priorities align with the
ﬁ 2023 materiality assessment conducted by GSMA for mobile operators. Below is

a summary of our five material topics with key highlights, challenges, and future focus.

In determining the internal and external factors that inform and influence our ability to create and deliver value, we follow a rigorous and
ongoing assessment process, which includes consideration of the UN SDGs, as well as the concerns and insights arising from our inferactions
with our stakeholders.

For more on the UN SDGs, see page 16. }
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Our Strategic Approach (i)

Our material matters (continued)

How we rank and manage our material matters

Our platforms

Our platforms — networks, stations and digital
ecosystems — are the core foundation of our
business, facilitating inclusive, sustainable
economic development and innovation to
transform lives.

In keeping with our Customer Obsession

focus, which means putting our customers first

in everything we do, we monitor the critical
components of our network — quality, availability
and coverage - fo ensure that we provide our
customers with the best overall experience.

This material matter incorporates the perspective
of our customer and reflects our transition from a
telco to a technology company.

Environmental stewardship

The way in which we live and work in the
environment underpins our strategic focus
on customers, colleagues, community and
company.

As one of the major players in Kenya's
economy, we have a particular responsibility
not only to manage and minimise our impact
on the environment, but to demonstrate best
practice in the ways in which we achieve,
as well as in reporting our environmental
performance openly and transparently.

Aligned with our net-zero-commitment, we
manage our operations responsibly and
work with our stakeholders to achieve this.

Ovur response:
Qur focus on the customer remains unwaivered as we seek to reconnect with our
customers and deliver more value to them.

Network: It is critical that our network experience is both of reliable and quality.
In the year under review, Safaricom’s Network NPS maintained 1st position

as compared to the competition scoring 78 points. Safaricom led in Network
NPS across the year, leading in both the Voice and Data metrics of NPS. This
was achieved through continuous Network Optimization at the Core and Radio
network, capacity expansion and rollout of new coverage sites in areas that
previously lacked coverage. 155 new sites were built to resolve coverage and
capacity issues, while 1,380 4G cells were also upgraded fo increase their

capacity.

Safaricom has 800 5G sites currently on air. These initiatives ensured that the
customers had a good network experience with Safaricom maintaining to be the
best network in Kenya. Current broadband population coverage (4G) stands at
96.3%. Indoor network coverage has also been a challenge thereby we had
190 new sites deployed to mitigate the challenge. Areas where indoor coverage
improvement was prioritised are Nairobi CBD, Eastleigh, Kasarani, Embakasi
and Kayole. More initiatives are being made to ensure good indoor coverage
which has been a challenge as we see mushrooming high-rise buildings in the
maijor cities, especially in Nairobi.

Our response:

Safaricom is committed to managing our operations responsibly, decreasing
our environment impact and promoting responsible behaviour among all our
stakeholders. Our planet strategy has four key pillars: climate action, circular
economy, conservation and restoration of biodiversity & ecosystems and
environmental compliance.

In the year under review, the key highlights for this material topic included:

® Environmental compliance: achieved 100% compliance.

e Promoting circularity: 98% recycling rate of our solid waste in 71 facilities;
195 tonnes of network waste disposed through auctioning.

e Environmental Management Systems (EMS): Recertification of the
ISO 14001 with 14 minor nonconformities as an opportunity to improve.
A corrective action plan has already been developed for these.

* 1.5M trees grown cumulatively as part of the carbon offset programme and
56,700 donated towards community decarbonisation.

* Achieved a score of A-in the annual Carbon Disclosure Project (CDP),
an improvement from the B score in FY23.

e Biodiversity: in partnership with Vodafone and WWF, leveraging on
technology, piloted a human wildlife conflict solution called m-Twiga-
an early warning and deterrent system that notifies communities of the
presence of specific wildlife species.

e Sustainable Finance: announced the closure of a multi-billion Sustainability
Linked Loan (SLL) to strengthen its Environmental, Social and Governance
(ESG) agenda. The KShs 15 billion deal, which is up scalable to KShs 20
billion by accordion, is the largest ESG linked loan facility ever undertaken
in East Africa, and the first of its kind for Safaricom as well as the first
Kenya Shilling denominated SLL in the market.
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SDG alignment:
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The quality of the service we provide enables decent work
and economic growth.

Facilitating increased accessibility and data connectivity by
making affordable smartphones available to everyone in
the market.

0 We work to promote financial inclusion across all sectors while
Pl  promoting digital and gender inclusion.
> The focus is to reduce inequalities by enabling equal access

to opportunities for everyone, especially to vulnerable
groups, using Safaricom leadership, network, solutions and
technology.

Partnering and building collective capacity of people,
organisations and nations to promote and advance the SDGs.

SDG alignment:

.,
™
-

1 -
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Our focus is to transition to the use of clean energy at our
sites and leverage technology to provide clean energy
solutions, including payment solutions for local and renewable
energy. Our commitment is fo be a net-zero-emitting company

by 2050.

T We built our own energy dashboards which have enabled
& remote moniforing thereby improving network stability and
energy efficiency.

We partner with licensed mini-grid providers in remote regions
or grid-power-deficient areas where we are the anchor tenant.

OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE
WE CONTRIBUTE

HOW WE
SAFEGUARD VALUE

FINANCIAL
STATEMENTS

Future focus areas:

* Expand the number of 5G sites to more than 1,700
in FY2025
Continue with public Wi-Fi provision
Drive financial health, complementing the financial
inclusion milestones so far achieved

e Drive the adoption of digital mobile financial
solutions to consumers and merchants

e Further develop, in the long term, digitalisation
of the transport sector through a cashless parking
solution with contactless vehicle verification

Future focus areas:

* Biodiversity: Conduct biodiversity impact assessment for our
direct and upstream activities to help determine the magnitude of
impacts of our operations on biodiversity; Explore shared value
partnerships for nature and technology convergence

® Decarbonisation: Review and update our science-based targets
in line with the latest science of keeping global warming within
1.5 degrees Celsius above the pre-industrial period; Adopt and
disclose our climate risks through IFRS 2; Accelerate growing of
3.5 million trees towards offsefting our hard to abate emissions
and supporting our communities to decarbonise and finalise the
Planet Strategy, Green House Gas Recalculation policy; engage
our Suppliers to set climate targets and reduce their carbon
emissions; expand scope 3 emissions reporting

e Circularity: Grow e-waste collection and recycling by 20%, end to
end digitisation of e-waste, general waste activities and regulatory
permits/licenses; develop and grow impactful circularity
partnerships,

e Environmental Compliance: 100% compliance to environmental
statutes on waste, noise, air quality and water quality; carry
out Environmental impact assessment for new base stations and
Environmental audits for 786 BTSs and buildings; develop air
quality licenses tracking system.
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Our Strategic Approach (i)

Our material matters (continued)

How we rank and manage our material matters (continued)

Innovation and partnerships

As a purpose-led technology company, we
consider innovation fo be central fo achieving
our strategic objectives, retaining our
competitive edge and ensuring that we continue
to grow.

For us, innovation is not just about product
innovation, but extends also to innovation related
to financing, partnerships and engagement —
solutions throughout the value chain that ransform
lives in many different ways.

Consfant innovation is an important aspect of
ensuring our continued success and resilience.

Governance, business ethics
and risk

Good corporate governance enables a
company to generate long term value
and also helps in regulating risk. Robust
governance and board effectives are key
elements of corporate governance.

While complying with ethical and
responsible business practices is viewed as a
business requirement, as Safaricom, we strive
to go beyond compliance fo ensuring that
our entire ecosystem operates in an ethical
manner.

Regulatory environment

The regulatory environment plays a
significant role in Safaricom’s ability to
operate effectively, as we reflect and
respond fo change in the socio-economic
environment.

These two environments together have
the capacity to impact our strategy, its
expression in our business model, and
consequently our decision-making.

[ *For more on customer obsession, see page 23.

4

Ou

r response:

The focus continued to be identifying, developing, piloting, and scaling sustainable
product innovations and establishing shared value strategic partnerships in the key
verticals: health, education, wealth, humanitarian, agriculture, and essential services.

It is

important that the innovations are designed, developed and deployed in a

responsible and ethical manner without infringing on the rights of the users. It is also
key that they are human-entric and can be trusted as customers are increasingly
more dependent on mobile services for many aspects of their daily lives.

SDG alignment:

S
% 8
an

Leveraging our mobile technologies and our Foundations to
transform lives by improving access to quality and affordable health
care services and by promoting well-being for all.

Our response:
Privacy and Data Protection:
L]

Oul

In order fo protect our customer data and comply with our obligations under the Kenya
Data Protection Act and the General Data Protection Regulations, we have adopted a
robust Data Protection Framework that is guided by the relevant laws and regulations
as well as the principles of ISO 27701 Privacy Information Management System. An
independent maturity assessment of our Privacy programme ranked it at 3.4 on a scale of
1 to 5. Our ambition for the coming year is to achieve at least a score of 4 out of 5.
Our multifaceted training programme covers our Board, staff members, tailored training
for specialised groups, dealers, agents, suppliers and FSI partners such as banks, saccos
and infegrators as well as content service providers. In FY24 we were able to train and
test 98.3% of all our employees via elearning supplemented by facefoface tailored
training across the business on their data protection roles and responsibilities.
Our suppliers’ roles and responsibilities are clearly laid out in their contracts and supplier
code of conduct with reminders shared through supplier bulletins and the supplier annual
forum. Similarly for our dealers and agents as well as our FSI partners such as banks,
saccos and infegrators as well as content service providers, annual training is conducted
via online forums, partner bullefins, sms reminders and contractual terms to further
safeguard individuals’ personal information processed.
Regulatory engagement with the Office of the Data Protection Commissioner (ODPC)
uring the year is consistent to ensure a free exchange of ideas and information fo further
promote a strong culture of privacy. Awareness sessions shared by the ODPC were
shared with our suppliers, dealers and agents with sessions ah‘enged by our staff as well.
4 complaints forwarded from the Office of the Data Protection Commissioner (ODPC) this
financial year were resolved with no negative determination against Safaricom.

r response:

Mobﬁe network quality of service (QoS) 2022-2023 period: overall performance of 90%
surpassing the minimum requirement of 80% set by the Communications Authority. This
achievement is a direct result of our commitment to providing a reliable and high-quality
mobile network experience for our customers.

Assignment of two new MNDCs 0116 & 0117: The Authority assigned Safaricom two new
Mobile Network Destination Codes (MNDCs)- 0116 and 0117. This assignment will bolster
our capacity for customer acquisition and network expansion.

Universal Service Fund “USF” Projects: We're actively engaged in the nationwide rollout of
the USF Phase 2 Project. As of March 2023, we received confirmation for complefion of
additional 11 sites and aim for swift activation upon their readiness. Furthermore, in October
2023, the Authority awarded us a separate contract for Phase 2R and 3. This entails
supplying, installing, and commissioning telecommunication infrasfructure to deliver mobile
services in 93 designated sublocations. We have commenced site surveys.

WRC-23: Shaping the Future of Mobile Connectivity: We participated at the World
Radiocommunication Conference 2023 (WRC-23) in Dubai. Our active engagement

in discussions on identifying spectrum for Infernational Mobile Telecommunications

(IMT), covering technologies such as 4G, 5G, and the forthcoming 6G, was particularly
exhilarating. gonfribuﬁng to a landmark decision, we successfully advocated for the
allocation of new spectrum bands in the 3 GHz (3.3-3.4 GHz, 3.6-3.8 GHz), 4 GHz
(4.8-4.99 GHz), and 6 GHz (6.425-7.125 GHz) ranges specifically for IMT. This crucial
step lays the foundation for faster mobile speeds, broader coverage, and the development
of nextgeneration IMT services.
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Expanding access to education through innovative solutions,
our network and through partnerships.

Transitioning to the use of clean energy at our sites and
leveraging technology to provide clean energy, including
payment solutions.

We unlock access to market for micro, small, medium
enterprises (MSMEs).

Delivering connectivity and innovative products and services
that will provide unmatched solutions fo meet the needs of
Kenyans.

Reducing inequalities by enabling equal access to opportunities for
I cveryone, especially to vulnerable groups, leveraging Safaricom
v leadership, networks, solutions and technology.

SDG alignment:
W,
e,

Providing decent work within Safaricom and our broader
ecosystem, including enforcing effective health and safety
practices both internally and by suppliers, simultaneously
contributing to the local and national economy through innovative
solutions to increase employment and facilitate economic activity
amongst suppliers and customers.

We support peace, justice and strong institutions.

Partnering and building collective capacity of people,
organisations and nations to promote and advance the SDGs.

SDG alignment:
.,
e,

Delivering connectivity and innovative products and services
that will provide unmatched solutions to meet the needs of
Kenyans.

Managing our operations responsibly, decreasing our
environmental impact and promoting responsible behaviour
among all our stakeholders.

Managing our operations responsibly and ethically and
fighting corruption in all its forms.

We collaborate with regulators (SDG16 and SDG17) to
significantly increase access to information and communications
technology (SDG 9) while ensuring sustainable consumption
and production patterns both within our own organisation and
amongst our stakeholders (SDG12).

OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE
WE CONTRIBUTE

HOW WE
SAFEGUARD VALUE

FINANCIAL
STATEMENTS

We were awarded part of the tender for the Universal
Service Fund. We are in a partnership in the licence which
will assist in stimulating economic growth in Ethiopia.

Future focus areas:

® Future focus will be acceleration of the new growth areas through
shared value strategic partnerships in line with our purpose of
transforming lives. Customer satisfaction is important and so we
will focus on simplifying customer journeys and incorporating
customer feedback into innovation and company processes.

Future focus areas:

e 1SO 27701 certification

® Enhance further our data minimisation initiatives to protect our
customers data when they make payments using M-PESA

Future focus areas:

e Engagement with regulators on numerous draft regulations,
guidelines, and bills

e 100% single-use, plastic-free organisation with the aim
of going green in all our retail shops by doing away
with single-use tumblers, and by introducing sustainable
solutions such as paper cups

* 98% of solid waste from Safaricom facilities in Nairobi
recycled

e One million trees to be grown in line with our net-zero by
2050 carbon offset programme

* Maintain 100% of key operating licences and resources.

e Confinue with implementation of the USF projects.

e Continuous improvement of our Network QoS

2024 | SAFARICOM PLC | ANNUAL REPORT AND FINANCIAL STATEMENTS

49



OUR STRATEGIC

A SNAPSHOT OF ABOUT WHO MESSAGE FROM MESSAGE FROM
APPROACH

SAFARICOM OUR REPORT WE ARE THE CHAIRMAN THE CEO

Our Strategic Approach (cnineq

Managing risk

9

We recognise that the identification and prioritisation of the risks we face is an essential

part of continual creation of value and long-term sustainability for our business. As such, the
management of risk is a central part of our intellectual and financial capitals. In defining and
implementing our risk management process, we not only take into consideration the challenges
faced by key economic sectors but oi)so the enablers and the interdependencies. We understand
that the market within which we operate, connectivity, technology and agility are of particular
importance, and carry with them very particular risks, challenges and opportunities.*

*For more on the global and domestic operating
environment, see page 84.

Our Enterprise Risk Management (ERM) process

Our commitment to robust risk management practices as an infegral
part of good management is evident in our top-down approach, with
the Board assuming overall responsibility for the management of risk.

From this level, appropriate support for risk management is
disseminated throughout the Company, driving a positive risk
culture across the organisation. Our risk management framework is
aligned to the ISO 31000 Enterprise Risk Management Standard,

allowing us to identify, measure, manage and monitor strategic and

In addition, we continuously review our framework to ensure

the effective provision of the appropriate foundational and
organisational arrangements for idenlifying, treating, reporting,
mfoniloring, reviewing and continually improving the management
of risk.

Our risk management process includes:
Establishing the risk context and scope
Identifying risks

Measuring risks

operational risks across the business. Managing risks

Monitoring and reporting risks
The Enterprise Risk Management Framework (ERMF) provides our

management with a clear line-ofsight over risk and enables informed

decision-making.

Our ERMF

Establishing the context
We begin by defining the external and internal
parameters to be taken into account when
managing risk and setting the scope and risk
criteria for the risk management policy.

External context includes our external
stakeholders, our local, national and international
operating environment and other external factors
that influence our obijectives. Internal context
includes our internal stakeholders, governance
approach, contractual relationships and our
capabilities, culture and sfondorcf

50
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Establishing the context

We classify our risks into two categories — Strategic Risk and
Operational Risk. We then proceed with defining the requisite
external and internal parameters for managing risk and setting
the scope and risk criteria for the risk management policy.

Our external context includes:
e Our external stakeholders
® The local, national, and international environment
e Other external factors that influence our objectives

Our internal context includes our:

* Internal stakeholders

* Approach fo governance

e Contractual relationships

e Capabilities, culture, and standards

Our Three Lines of Defence

For effective risk management across the organisation, we have
adopted the Three lines of Defence system (3LoD). 3LoD ensures
distribution of risk management responsibilities throughout the
Company, enhances risks ownership and ensures that there are
adequate checks and balances.

Tactical

risk

OPERATIONS IN ETHIOPIA | WE CONTRIBUTE

Internally and externally influenced high-level risk that negatively affects our strategic objectives

THE SOCIAL VALUE HOW WE

SAFEGUARD VALUE

FINANCIAL
STATEMENTS

Categories of risk

To facilitate the management of the risks we identify and their
associated opportunities, we classify them into two categories:
e Strategic risks

e Operational risks

Monitoring and management of
risk and opportunity

We undertake and plan the monitoring and review of risks as part
of our risk management process. This involves regular checking and
surveillance of the risk landscape.

We have established an extensive monitoring and review
regime one that clearly defines and allocates responsibilities.
Our monitoring process ensures that appropriate and timely
corrective measures are taken and that any weaknesses in the
process are addressed. The monitoring process involves regular
review and update of the respective risk registers based on the
existing Key Risk Indicators (KRIs).

Lines of defence

3 line of defence:
Assurance from infernal
and external auditors

Oversight

Safaricom Board Audit
and Risk Committee — at
Group and subsidiary
levels

Oversight

Lines of defence

Safaricom Management Risk
Management Committee (RMC)

2 line of defence:
Risk management team

Subsidiaries Risk Management
Committees

Internally focused and macro risks that negatively affect our strategic objectives

Operational

risk

Oversight

Maintaining an effective control
environment against operational
risks

Lines of defence

1¢ line of defence:
Line management

Risks that negatively affect the objectives of various departments and divisions
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Our Strategic Approach (i)

Managing risk (continued)

Our Enterprise Risk Management (ERM) process (continued)

Monitoring and management of risk Our principal risks and how we manage them

and opportunity (continued) During the year under review year our principal risks have largel

The KRIs enable the organisation to respond to threats at an early remained the same as for the prior year, with only their |ike|ihooJ

stage and to take appropriate action. Monitoring and review and impact having either increased or reduced depending on

determine whether: various risk factors.

* Risk measures adopted have resulted in what was infended

* Procedures adopted and information gathered have been For full details of our risk management, including
appropriate context, mitigation and associated opportunities,

J :improved knowledge would have helped to reach better see page 160 of this report in the Directors’ Report.

ecisions

There are lessons to be learned for future assessments and
management of risks

Our top ten risks

Social engineering fraud,
1 t_ money laundering and terror
financing (AML/TF) risk

Regulatory environment Litigation risk
risk <iy] ‘— —NEw 7 exposure

Cyber threats and General insecurity
privacy risks and terrorism

Economic, market,
and forex risk

B

EDY FEEY FEEY

1
DRELY

Market Health and safety

_
-

IE:

disruption 4 ‘ risk

[P

Technology risk and Supply-chain disruptions/

operational resilience Geopolitical risk

Qi
RIB

A
(]
X

(

Risk [ Risk
‘ decreased t increased

(Ilcon description can be found in the flap).
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Our risk heat map

Our risk heat map sets out the principal risks as identified through the risk management process that covers strategy
and operations. It depicts the residual risk rating after the institution of mitigating controls. The rating is obtained as an
interaction between the probability of the risk and its impact rating.

Extremely
serious

IMPACT

significant

LIKELIHOOD

Looking ahead

In the short term we anticipate that the ever-evolving regulatory Endeleza biz na
landscape will pose a growing a risk, with compliance requirements
increasing in complexity.

In the medium- to long-term, the increased cost of living will remain MPE Tl ; ’,,Tf,’f:,r,}‘m A
a concern, and despite an improvement in forex and oil processes, The first 24hrs are INTEREST FREE.

the shortterm outlook continues to be highly uncertain. Lack of
economic opportunity has been recognised globally as a top risk.

Sovereign debt levels are also a growing concern, and while public
debt is assessed as sustainable, there remains a high risk of debt
distress. With the increase of approximately 30% of GDP being
spent fo service debt repayments, current and fiscal balances will
be more vulnerable to external shocks.

\ = £ Safaricom|mEpesa j
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Our Strategic Approach (i)

Our strategic framework

ﬂ Our strategy forms a key part of our infellectual capital, and it underFins our purpose of
transforming lives. The year under review constituted the final year of a five-year plan
designed to set us on the path of becoming a technology company by 2025.

WHERE WE CAME FROM

Our five-year strategy Year 1

Launched in FY2020 Our strategic edifice with four
strategic pillars

Successfully delivering:
A customer-obsessed digital organisation
A solid basis for a futurefit Group
Significant progress in all our business areas
Growth in our customer KPls

A positive trajectory in commercial activity
KPls

WHERE WE ARE GOING

A focus for the future

FY2022 To establish a customer obsessed, digital first organisation delivering double digit growth by
the end of FY2022, in order to be a purpose-led technology company by the end of 2025

FY2023 To accelerate new growth areas delivering superior customer experience in order fo be
a purpose-led technology company by 2025

FY2025-FY2030 To be Africa’s leading purpose-led TechCo
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Our strategic framework (continued)

OUR STRATEGIC
APPROACH

We design our strategy to reflect the consideration we give to the macro-economic environment in
which we operate, as well as to what differentiates us from our competitors. In addition, we take
into account feedback and input from our customers, bolstered by our commitment to our society
as a responsible corporate citizen. At the heart of our strategy is our determination to enable
Safaricom to decisively deliver what our customers need, and to empower and enable them to
transform their lives through technology.

Our strategic performance review

Underpinned by our four strategic pillars, our FY2024 focus was to prioritise these seven strategic areas

Accelerate new
growth areas:
Next FS, loT and
ICT, Fixed, New
Businesses
standards

Develop the loT, AgriTech
HealthTech value propositions and
commercialise at scale

Develop integrated customer
propositions delivered through
a single access point to simplify
customer journeys

Build “Business-in-a-box” to TM
SMEs using at least three Safaricom
ICT solutions

Establish new scalable businesses
in Next Financial Services in
insurance, credit and wealth
management

Deliver the wholesale business
opportunity in order to grow
revenues

Develop fibre+ propositions to drive
100% growth in FTTx connections
from 310k > 620k

Total Revenue — KShs 349 .4 billion
FS Revenue — KShs139.9 billion

Bring the Spirit of
Safaricom to life in
the way we lead
and own the mission
through leadership

Deliver top
Government Projects

Grow penefration

of 4G devices

Strengthen
execution
capabilities to
deploy customer
solutions

Our Commitment

Establish SIT Leadership Charter that
contracts commitment to each other,
mission and leadership standards

Embed Safaricom leadership
standards for SLT, ELT and all people
managers in delivering the mission

Establish Performance Framework
with Spirit of Safaricom as a key
mission objective for all employees

Create an inclusive environment that
promotes psychological safety and
authenticity

Establish Safaricom as undisputed
#1 provider of holistic value
offerings and experiences

Establish Safaricom as the clear #1
supporter of communities in Kenya
driving corporate brand connection,
meaning and trust

Engage national and county
governments to scope top 5
categories (Digitisation, 4G Devices,
Connectivity, Credit Enablement and
Service Delivery)

Implement innovative business and
financing models for public-private
partnerships with government and
industry, including climate

Develop a public sector specific
organisation to successfully service,
procure and deliver government
solutions

Establish a cocreation Design
Hub to facilitate the identification
and development of e-government
solutions

Establish and implement a
Government-specific Governance
and Risk Framework standards

Our Performance

#1 NPS (65 pts)
Spirit of Safaricom Index 83%

Seven key programmes delivered

— Hustler Fund, Women Groups
Empowerment (WEF), Digital Health,
myCounty app, ICRMS*, Agro-input
Subsidy Programme, Inua Jamii,
eCitizen

Social impact on 1.5 million lives by
our foundations

*Integrated county revenue
management system

Establish capacity
to win, through our
strategic enablers

Scale Ethiopian
GSM and MFS
operations

Deliver a <50USD 4G device
affordable to at least 50% of the 2G
base, to create broader accessibility
of 4G devices in Kenya

Expand device financing and
distribution partners to cover af least
50% of 2G base, with credit scoring
not excluding this base

Partner to establish local assembly
facility for low-cost devices

Direct engagement with government
to address tax inefficiency impacting
device costs

Enhance customer propositions to
drive 4G adoption/use cases for
Consumer and SME

Execute a Digital-First, Appenabled
customer experience

Delivered 17.5 4G+ Devices

Launched firstof-its-kind device
assembly in East Africa (EADAK)

36
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Our commitment

Our Performance
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Our strategic framework (continued)
Our strategic performance review (continued)

Looking ahead - Our Vision 2030 Strategy is to become Africa’s leading purpose-led TechCo

&

“ Africa’s leading purpose-led technology company”

Accelerate the Boost and
transition to TechCo evolve Ethiopia

Protect and grow

the core

Unlock value
e through innovation
delivery models

Reduce overall cost to serve

Protect and grow consumer
mobile

Deepen the adoption of core

Scale consumer digital services

Establish enterprise (including
Public Sector) solutions

Grow Ethiopia in a sustainable
way

Leapfrog Ethiopia to TechCo

Adapt to new infrastructure
delivery models

and accelerate financial
services

enterprise
Create verticals through
carve-outs

Scale financial services
Future-proof financial services
core business

Build end to end device play
Supercharge fixed broadband delivery

Deliver superior customer experience as a key differentiator

_ — Collaborate with
Q 0o
@2 Orgar:'lsuhon:r;d 28 Tech(llo cuzabllltmes, /I:\\ community, industry
5 ° operating mode ¥ people and culture and regulators

We have identified near term priorities and measures of success to track the progress on strategy execution

TechCo operations

powered by Al

Strategic Pillars How we measure success

“Protect and
grow” the core

Strategic Priorities

Protect and grow consumer mobile Grow integrated bundle revenue contribution

Maintain customer market share

Deepen the adoption of core enterprise Grow penetration of integrated solutions in base

Future proof financial services core Monthly-active Fintech customers

business
Customer growth for business (Pochi + LNM Merchants)

Scale consumer digital services Grow TechCo revenue by 49%

Accelerate the
“transition to
TechCo”

Service revenue contribution from new growth areas (incl. M-PESA+

Establish enterprise (including Public
ICT, IoT)

Sector) solutions

% of Fintech revenue from digital financial services (wealth, insurance,
credit)

Scale financial services

# of developers (on Daraja)
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Strategic Pillars = Strategic Priorities How we measure success
n Grow Ethiopian business in a sustainable ~ Remain within funding budget for Ethiopia

way

Contribution margin

Boost and
evolve Total sites
Ethiopian
business GSM gross subscribers (90-day)

Leapfrog Ethiopian business to TechCo M-PESA subscribers (30-day)

and accelerate financial services

Reduce overall cost to service Deliver value from implementation of five large-scale

Al use cases

Fund future Network sites solarised to save KShs 479 million
growth and
unlock value Adapt to new infrastructure delivery Evolve Group Holding Structure
through
. . models
innovation
deli .
mig;:y Create verticals through carve-outs Evolve Group Holding Structure

We will promote customer centricity and digital inclusion by delivering on our foundational imperatives ...

Strategic Priorities How we measure success

B Grow attached 4G+ Devices

. i Grow number of 4G/5G devices financed and insured device
Build e2e device play

Device supply from EADAK

u Grow fixed connected customers

Supercharge fixed broadband delivery % of Fixed Home incident service requests closed within 12 hours
Reduce Enterprise Fixed Churn Rate

Reduce Fixed Delivery Cycle Time for 90% of installations

B Customer journey NPS

. . . Grow monthly active users on SuperApp
Deliver superior customer experience
as a key differentiator Improve Consumer Brand Love

Core Net Promoter Score
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Our Strategic Approach (e

Our strategic framework (continued)
Our strategic performance review (continued)

Tracking our progress on strategy execution while embedding critical enablers to deliver our TechCo ambition

Strategic Priorities How we measure success

Accelerate Safaricom adoption of Agile ways of working

Reduce deepest organisational layer
Organisation and operating model

Al adoption

TechCo operations powered by Al Digital maturity Index
Percentage of growth contributed by Tech solutions

% of staff 2+1 tech courses certified
Reduce tech talent attrition

- Spirit of Safaricom index
TechCo capabilities, people and culture Improve engagement index

Improve reputation score
Secure operating licences and resources
Drive Global Sustainability score

Community, industry and regulators

As we build a customer-centric and purpose-led business, our
focus remains on what matters most: our customer. We are
committed to providing truly differentiated experiences and
propositions for our various customer segments. Our FY25
focus is therefore:

Embed customer-first tech capabilities in order to
be Africa’s leading Technology company by 2030,
and we have prioritised seven strategic areas:

1. Deliver frictionless digital first customer experience

2. Unlock segment led growth opportunities for the
core business

3. Deploy five large-scale, revenue-generating
tech solutions

4. Invest in tech capabilities to accelerate path
towards TechCo

5. Scale bestin-class fixed broadband services

6. Accelerate Ethiopia commercial execution

7. Secure social license to operate both in Kenya
and Ethiopia

/
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Our value-creating business model

9

Our value-creating business model, while constructed on the inputs of all our capitals, is at
the same time a fundamental part of our financial and intellectual capitals. Founded on the
four pillars of our strategy, it frames the way we create value for all our stakeholders, and
is the foundation of our growth through sustainable business, leveraging technology and
centred on the needs of our customers.

STRENGTHEN
THE CORE

FINANCIAL SERVICES
PROVIDER

ACCELERATE NEW
GROWTH AREAS

ACHIEVE COST
LEADERSHIP

Our four STRATEGIC PILLARS

Our six CAPITAL INPUTS

e KShs 0.71 A deliberately 5,774 full4ime o 44.67 million * 17,000 km fibre 700, 800, 200,
trillion market shaped Agile employees and ° customers, +2.1% footprint, +21.4% 1,800, 2,100 and
capitalisation culture contractors, YoY (FY2023: YoY (FY2023: 3,500 MHz radio
(FY2023: Marketing +1.2% YoY 43.75 million) 14,000 km) bands
KShs 0.73 trillion) campaigns and (FY2023: e 32.41 million KShs 93.54 billion 244,883 MWh
KShs 76.13 billion initiatives 5,707 (Kenyal) one-month active capex, -2.7% YoY eleciricity consumed
Free cash flow, T systems An experienced MPESA customers (FY2023: KShs (FY2023:
+15.7% YoY and enterprise and ethical +0.9% YoY 96.13 billion) 234,360 MWHh)
(FY2023: KShs architecture leadership team (FY2023: (Group) 66,208 m® water
65.82 billion) Strong balance Digital operating 32.11 million) 6,591 2G base used (FY2023:

sheet, diversified model and agile ® 262,016 MPESA stations, of which 47,023 md)
porffolio ways of working agents -0.1% 6,587 are 3G, 9,685,424 litres
Market and data Strong EVP and YoY (FY2023: and 6,528 4G fuel used (FY2023:
analysis unique reward 262,309) Optimised capital 8,827,895 litres)
Investment in propositions * Informed ; allocation and
training and Commitment engagement with diversification of
development to equal regulators revenue growth
Strong corporate opportunities, oI ective brand areas
governance safety and well- promise Neon Ray 2 -
being * Investor confidence Kenya's most
Digital leadership |-°"9'_51°ndi"9 affordable 4G
upskilling and supplier smartphone at
reskilling partnerships KShs 7,499
* A trustworthy brand
that resonates with
consumers
¢ 3.3% employees
with disabilities
o KShs 112 million
invested in
employee training
(FY2023:
KShs 156 million)
Financial Intellectual Social and Relationship Natural

&
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Our value-creating business model (continued)

Our vision

To be a purpose-led technology
company

Supporting
OUR VALUE-CREATION ACTIVITIES

Mediated through...

Our transformational goal

We are a customer-obsessed,
digitalirst, insights-led
organisation that enables
platforms and ecosystem
partnerships

Our strategic enablers

Data and analytics
Network and IT

M&A and partnerships
People and organisation

OUR STRATEGIC
APPROACH

Our services to customers

GSM:
* Voice, messaging,
mobile data

Financial services:

Delivery
OUTPUTS

o Transfer, payments,
wealth management

* Fixed services:

e FTTH, FTTB, ICT, IOT
* Digital platforms:

o Agriculture

* Health

e E-commerce
° Support functions

* Group service
revenue KShs 329.8
billion: +11.7%
YoY (FY2023:
KShs 295.69
billion)

¢ Group EBITDA
KShs 163.29
billion: +16.8%
YoY (FY2023:
KShs 139.86
billion)

* Proposed dividend
KShs 48.08
billion, 0.0% YoY
(FY2023:

KShs 48.08 billion)

Financial

Better response
to changing
consumer needs
Brand
reinforcement
and market
communication
Accelerated
deployment of
new technologies
Agile project
management
Effective controls
processes
Improved business
practices

Intellectual

e Fair and
transparent pay
and benefits

* 51:49 male/
female workforce
ratio (FY2023:
51:49)

® 42.4% women in
senior leadership
positions
(FY2023: 40%)

® 28.6% women
in technology
(FY2023: 27.1%)

* 3.3% employees
with disabilities
(FY2023: 3.0%)

® KShs 112 million
invested in
employee training
(FY2023:

KShs 156 million)

Human

° 2.1% growth in
customer base
to 44.67 million
(FY2023: 3.1%,
43.75 million)

* 32.41 million
one-month M-PESA
customers: 0.9%
Yo (FY2023:
32.11 million)

° 6.1% of

procurement spend

with local suppliers

(FY 2023: 63.5%)

41 hours of

learning per

employee

(FY2023:

41 hours)

KShs 1.20 divided

per share, 0.0%

Yo (FY2023:

KShs 1.20)

&

Social and Relationship

* Kenya's best ° 244,883 MWh
4G network electricity
covering 97.3% consumed
of the population (FY2023:
(FY2023: 97%) 234,360 MWHh)
371,989 homes * 66,208 m® water
connected to consumed
fibre-optic network (FY2023:

34.9% 47,023 m®

YoY (FY2023: * 9,685,424 litres
275,657) fuel consumed
32,580 (FY2023:
businesses 10,018,842 litres)

connected to fibre-
optic network:
+44.1% YoY
(FY2023: 22,605)
Smartphone
penetration grew
at 12.9% to

22.9 million
(FY2023: 10%,
20.3 million)

Natural
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THE VALUE
WE EMBED

Stakeholders Impacted

IS - BP

&

* We leverage financial capital to
invest in our business and grow our
competitive market position
* Over 1.2 million businesses accepting
payments via M-PESA
* 1.5 million Business App downloads
* 9.6 million Consumer App sign-ins and
1.5 million downloads on the Business App
* 16.5 million Active Lipa na M-PESA

active customers

THE COMMERCIAL
VALUE WE DELIVER

SCALING OUR THE SOCIAL VALUE
OPERATIONS IN ETHIOPIA | WE CONTRIBUTE

Creating OUTCOMES

Stakeholders Impacted

Cu_ IS BP

Manufactured

© 371,989 FTTH connections (FY2023:
275.657)

© 32,580 FTTB connections: +44.1% YoY
(FY2023: 22,605)

* 3,500 transactions per second on M-PESA
° Smartphone penetration grew at 12.9% to
22.9 million (FY2023: 10%, 20.3 million)

© 3.64 million 4G devices added on our
network (FY2023: 2.26 million)

® 99.95% system availability and incident
reduction (FY2023: 99.71%)

® 90% service quality assessment by CA
(FY2023: 95%)

With TRADE-OFFS...

HOW WE
SAFEGUARD VALUE

FINANCIAL
STATEMENTS

Stakeholders Impacted

SC_Cu_ IS - GR

Social and Relationship

* Network leadership maintained

* Social value through enhanced
connectivity and services in inclusive
finance, education and health

* Leading corporate taxpayer in Kenya

* Contfribution to realising UN SDGs

... Between our capitals or
portions of them

Significant people-related investments in
initiatives negatively impacts our financial
capital in the short term but positively
impacts both the human and, social and
relationship capitals, which, over the
longer term, enables us to have the people
and capabilities required to deliver our
strategy and performance targets.

Ongoing investment in business processes
and new systems is growing our
intellectual capital and indirectly benefiting
our human and social and relationship
capitals, but negatively impacting financial
capital in the short term.

... Over time

Our network infrastructure, data centres,
distribution infrastructure and software
applications are an important source of
competitive differentiation. Investing in
building and maintaining this infrastructure
requires significant financial capital

and appropriate levels of human and
intellectual capital, as well as certain
natural capital inputs and outcomes.

Over the long term, the investments in
manufactured capital typically generate net
positive outcomes.

This infrastructure nevertheless impacts on
the environment, and therefore the natural
capital of the country.

... Between our capitals and those
owned by others, or none

While certain business activities impact
our natural capital (for example, use of
fossil fuels and related emissions), these
positively impact the human, social and
relationship and financial capitals.

The addition of devices to our network
— an increase to manufactured capital,
can have a deleterious effect on the
environment through eventual discarded
waste.
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SAFARICOM

ABOUT
OUR REPORT

WHO
WE ARE

MESSAGE FROM
THE CHAIRMAN

MESSAGE FROM
THE CEO

APPROACH

Our Strategic Approach (e

Our approach to stakeholder management

Stakeholder
Group

Government

and
regulators

Customers

Material
relationships

Provide access

to spectrum and
operating licences,
the basis for
creating value.
Impose regulatory
requirements with
potential cost
implications.

Investing in tools
and products that
are designed

to give our
customers variety
and control
through relevant
products and
services.

Means of
engagement

Participation in
consultations and
public forums
Submission and
engagement on draft
regulations and bills
Engagements when
submitting regulatory
returns

Publication of
policies and research
engagement papers
Partnering on key
areas including
education, health,
and genderbased
programmes.

Call centres, refail
outlets and online —
MySafaricom app,
www.safaricom.
com, Zuri ChatBot,
messaging and
USSD channels
Net Promoter Score
(NPS) feedback
Facebook and
Twitter platforms
Safaricom PLC
website www.
safaricom.co.ke
Open days
offering customers
affordable deals on
products.

Material
interests

Ensuring the wide spectrum
of inferests is managed as a
strategic resource, contributing
to national

o broadband access and the

digital economy, especially
in underserviced and rural
markets. Others include:
o Promoting opportunities for
job creation and socio-
economic development
Profecting consumer inferests
on service quality, costs, and
privacy
o Regulatory compliance
on issues such as mobile
termination rates, price,
returns, security, safety,
health, and environmental
sustainability

o Confribution to the fax base.

Relevant & better value offerings
Faster data networks and wider
coverage with the 5G rollout
Making it simpler and quicker
to deal and connect with us

by using Safaricom self<are
services

Launch of converged solutions
for business customers with

the htips://www.business.
safaricom.co.ke/products/40-
kifarunet

Managing the challenge of
data-usage transparency

by using tools like My Data
Manager and Subscription
Manager

Privacy of information & content
through Securenet protecting
our loved ones through parental
control and anti-malware
protection;

Feedback on service-related
issues via CARE in line with our
Customer Obsession agenda.

How we engaged in FY24/
Adapting to the macro-economic
challenges and improving
COVID-19 environment

*  Continued fo advocate for an enabling

regulatory environment through
submission of outlooks and comments
during public participation exercises.

* Implemented internal policies

and procedures towards ensuring
compliance with new regulatory
obligations.

* A successful engagement with the

regulator led to the allocation of two
New Mobile Network Destination
Codes (MNDCs) for bolstering our
capacity for customer acquisition and
network expansion.

° Participated in the World

Radiocommunication Conference
2023, where stakeholders gathered
to collaboratively allocate spectrum for
various technologies, while ensuring
efficiency and equitable access for all.

*  We continue to be actively engaged

in the nationwide rollout of the USF
tower infrastructure projects with the
readiness for swift activation upon their
completion.

* The industry converged at a negotiated

MTR of KShs 0.41 for an interim
period of two (2) years down from
KShs 0.58 with the guidance from the
Regulator.

* The regulator plans is fo undertake

another network cost study during the
interim period.

¢ Digitise and simplify customer
journeys.

e Grow number of customers
interacting with our digital channels

e Enhance data experience by fixing
network experience issues

e Hustler Fund launch designed
to improve financial access to
responsible finance for personal,
micro, small and medium sized
enterprises (MSMEs) in Kenya

® Reduction in Fuliza charges with up
to 50% price reduction on the Daily
Maintenance Fee

*  MPESA Go account product for
juniors that will drive digital financial
inclusion, financial literacy, and
ultimate financial health amongst the
younger generation.
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THE VALUE

WE EMBED

Stakeholder  Material
Group relationships

Provide sustainable
financial capital
required to grow
and feedback

to inform our
management and
reporting practices.

Investors and
shareholders

Employees Our employees’
engagement,
determination
and skills drive
our ability to
realise our
purpose of
‘transforming
lives'.

Impact on our
ability to offer
quality and
costeffective
products and
services and fo
provide cutting-
edge technology.

Suppliers

THE COMMERCIAL
VALUE WE DELIVER

Means of
engagement

Investor engagements
which include
roadshows,
conferences and
meetings

Annual and

interim results
announcements
Annual General
Meetings with
shareholders to
update them on our
business strategy
Investor relations
section on the
company website.

Internal website
Newsletters, internal
magazine and
electronic platform
communication
Employee surveys
Employee hotline
Leadership coaching
and mentorship
forums

CEO mailbox.

Timely payment and
fair agreement terms
Supplier engagement
forums and ongoing
site visits
Audits/verification
checks for high-risk
suppliers

Annual supplier
self-assessment to
check on compliance
to supplier code of
conduct.

Annual supplier
NPS to rate how our
suppliers perceive
and understand our
processes as well as
get feedback and
address gaps.
Quarterly supplier
performance
feedback sessions
Supplier Day, WIB
quarterly forum

and Special Interest
Group Forums.

SCALING OUR
OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE
WE CONTRIBUTE

Material
interests

Sound investment to ensure

sustainable growth and risk

management and to ensure that we

take advantage of the opportunities

that arise. Others include:

* Responsible allocation of capital
and sustainable investment

* Sound corporate governance
practices

* Transparent executive
remuneration

e Stable dividend policy.

* Clear career paths through
individual development plans and
performance reviews to assist in
career development

* Improved knowledge sharing
across the Company

*  Simplicity, agility and
engagement

*  Building the coaching and
mentoring capability of leaders

e Better understanding of reward
structures

*  Competitive remuneration.

* Timely payment and fair
agreement ferms

*  Occupational Health and Safety
Act compliance

* Improving health and safety
standards

* Partnering on environmental
solutions

* Timely communication on
outcomes on various activities eg.
tender process.

* Increase in volume of business
given

* Improve knowledge sharing on
understanding of Safaricom’s
card system and HSW incidents
and accidents

* Remain accessible fo partners for
feedback

* Feedback on performance

* Strategy and general direction
and focus of the business.

HOW WE
SAFEGUARD VALUE

FINANCIAL
STATEMENTS

How we engaged in FY24/
Adapting to the macro-economic
challenges and improving
COVID-19 environment

Maintained a focus on credit, liquidity
and capital management

Focused on continued investor
engagement with various funds with
an aim to strengthen and grow our
investor portfolio

Last year during the FiRe awards -
overall winner in infegrated reporting
section

Held the second Investor Day and a
first one in Addis Ababa Ethiopia in
February 2024

Successfully paid an interim dividend
payment to our shareholders in
FY2024 as per the dividend policy.

Continuous communication, education
and awareness forums for all Staff
to support personal and financial
development

Future of Work — Hybrid Working
implementation

Training and upskilling of all staff
through Safaricom Business School
(SBS) learning

Launch of Industry Digital Talent
Programs leveraging on partnerships
Launch of Alumni program
Onboarded 80 early career talent/
management trainees.

Engagements with suppliers are still
mostly virtual with few cases of face-
toface interactions.

Virtual sessions enable the reach to our
supplier be easier and wider especially
for foreign suppliers.

The physical site visits enabled us

to engage on a facetoface level

with the high-risk partners and get

to understand any challenges they
experience when conducting business
with us.
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OUR STRATEGIC
APPROACH

Our Strategic Approach (e

Our approach to stakeholder management (continued)

Stakeholder  Material Means of

Group relationships engagement

Communities  Transforming lives  ©  Safaricom Foundation
through sustainable partnering with
development communities
initiatives that ®  MPESA Foundation

strengthen the
socio-economic
context in which

we operate. °

investing in projects
with corporate social
investment

Public participation in
projects and initiatives
that give back to
society such as the
Safaricom Marathon
geared towards

the Lewa Wildlife
Conservancy.

Material
interests

Access fo digital service
platforms, mobile voice and data
services
Digital Skills Programme
Access to basic services such as
finance, health, education, water
and environmental conservation.
Investment in infrastructure
Responsible expansion of
infrastructure
Safaricom Foundation Strategy
2023-2026
Foundation co-created
community-oriented programmes
with partners focusing on three
thematic areas: health, economic
empowerment, and education.
M-PESA Foundation Medical
camps were launched fo
address healthcare disparities
by providing essential medical
services to underserved
communities in Kenya.
To improve the employability
skills of Visually Impaired
Youth through access to quality
inclusive education and fraining
in innovative digital assistive
technologies
Launch Ndoto Zetu Phase VI and
the other Philanthropic projects —
Pamoja, Usamaria and regional.

How we engaged in FY24/
Adapting to the macro-economic
challenges and improving
COVID-19 environment

¢ Continued implementation of our

2023-2026 strategy that focuses

on health, economic empowerment,

education; and has integrated disaster

response and access to water and
employee engagement.

3,596,136 people reached with

Foundations’ initiatives in the period

under review

* The Safaricom Foundation@20

festivities began on 9 August 2023,

with a CEO-led staff engagement event

held at Kenyatta National Hospital,
with active community participation.

The Free Medical Camps initiative, a

collaboration between Zuri Health, and

M-PESA Foundation, has successfully

conducted 11 medical camps,

benefitting 30,258 people.

* The Foungaﬁon targeted engaging
4,411 employees in various activities
by the end of FY 2024. So far 2,464
employees have participated in the
various Foundation engagements.

 KShs 371 million realised under
leveraged in funding education

* The Vodafone co-funded Digital Skills
Programme supported the renovation
of eight teacher+raining colleges’ ICT
laboratories. This will benefit 2,400.
The goal is to renovate the 35 ICT
centres fo benefit at C2 - Safaricom
Internal least 35,000 trainee teachers
through digital skills.

* Wezesha TVET programme was
launched on 12 October 2023 in Isiolo
County. The programme’s goal is to
improve access to quality, equitable
and inclusive skills and learning
opportunities for the youth of Kenya.
is being im |ementec?lin Nairobi, Isiolo
and Marsabit Counties by Catholic
Relief Services (CRS). 900 Students are
set to benefit from direct scholarships
across selected TVETs.

* The M-PESA Foundation Academy
continued fo provide quality
education to bright children from poor
backgrounds from the 47 counties with
an aim to model leaders, doers, and
thinkers, with 551 during the year. 568
learners enrolled in various tertiary
institutions in 4 cohorts across Australia
(4), Grenada (2), Kenya (430),
Switzerland (9), UK (80), and USA (43).

* The Foundation partnered with
Kilimanjaro Blind Trust to enable 200
visually impaired youth to access
quality inclusive education.

* M-PESA Foundation continues to
implement projects under the Citizens
of the Future Programme with over
KShs 460 million committed to
improving learning infrastructure.
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THE VALUE
WE EMBED

Material
relationships

Stakeholder
Group

Business
partners

A key interface
with our customers;
they are custodians
of our brand and
reputation and
critical to ensuring
our strategy of
delivering the

best customer
experience.

They include
financial services
partnerships, e.g.
Visa, MPESA
Global pay,

Fuliza and content
providers.

Media Media performs
a critical role as
the contact point
with external
stakeholders and
keeping them
informed of the
facts, business
developments, new
products, services
and the impact
of our business
operations.

THE COMMERCIAL
VALUE WE DELIVER

Means of

engagement

One-on-one and
virtual business
meetings

Training sessions on
new products and
services

Market visits.

Media releases and
product- related
publicity
Roundtables
Product launches
Facetoface

and telephonic
engagements
Inferviews with

the CEO and key

executives.

SCALING OUR
OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE
WE CONTRIBUTE

Material
interests

Making it simpler and quicker
to deal with us

Fair treatment

Involvement of top management.

Updated on key activities and
offerings by the business
Transparency

Change communication and
new products and services.

HOW WE
SAFEGUARD VALUE

FINANCIAL
STATEMENTS

How we engaged in FY24/
Adapting to the macro-economic
challenges and improving
COVID-19 environment

Integration of the Foundation's response
to the fistula burden in Kenya that aims
to restore dignity for Kenyan women and
girls suffering with the condition, is still
under implementation across the country.
A total of 383 surgeries have been
performed against a target of 1,000.
The Foundation supported 14,000
community members in Samburu and
Kisumu Counties fo access food and
non-food items. Samburu sfill faces
drought while Kisumu experienced
floods.

Launch of the Embu University TVET
programme C2 — Safaricom Internal
Continued implementation of medical
camps across the 47 counties, and plan
for a second phase.

Continued resource mobilisation and
strategic partners to increase our scale
and impact in the community.

Build Partnerships with Tier 1
contractors and other partners for
knowledge-building in the WIB
community — e.g. Huawei, Cisco
trainings.

Strategic partnerships with government
to provide digital platforms to Kenyans
enhancing service provisions e.g.
Hustler Fund, MyCounty App, Women
Enterprise Fund

Accelerate the next financial services
products under wealth management,
insurance, credit merchants, and
embedded finance (Buy Now Pay
Later)

Continued with market visits fo better
understand customer needs and issues,
to enhance customer experience
Increased collaborations in the

market fo expand opportunities and
implementation of digital platform

Ciritical role as the contact point with
external stakeholders and keeping
them informed of the facts, business
developments, new products, services
and the impact of our business
operations.
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. E_____

The Value
We Embed

OUR HUMAN CAPITAL

OUR INTELLECTUAL CAPITAL - FY2024
e OUR TECHNOLOGY - FY2024

e OUR DIGITAL CHANNELS - FY2024
OUR MANUFACTURED CAPITAL

g
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The Value We Embed

We strive to continually embed value within our organisation by aligning all

our activities with our purpose, mission, vision and values, through the Spirit of
Safaricom, Customer Obsession and our agile way of working. Together, these
efforts and commitments constitute the culture that helps underpin our strategic
pillars, business model, stakeholder relationships and diligent governance, which
in turn, enable us to create and deliver value to our s’rokeﬁolders. At the same
time, we reaffirm through this approach, our commitment to making contributions
towards the realisation of five oF the UN SDGs*.

*For more on sustainability, see page 127. }
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Our human capital

m Our human capital plays a central role in the way we do business, and in achieving the

realisation of our strategic aim of becoming a purpose-led technology company. It also forms

an inherent part of our social and relq’rions?‘nip capital in mediating our cultural imperative of
customer obsession in the Spirit of Safaricom*.

It all starts with our purpose to transform lives. Our aspiration is to be a purpose-led technology company and for Safaricom to be the best
place for our customers, colleagues, community and shareholders.

*For more on the Spirit of Safaricom, see page 22. }

Our staff complement - FY2024

Safaricom Female Male Total
Kenya category
2024 2023 2024 2023 2024 2023
Permanent 2,717 2,653 2,830 2,709 5,547 5,362
Temporary 12 86 26 106 38 192
Contractors - - - - 189 153
Total 2,729 2,739 2,856 2,735 5,774 5,707
Our employee philosophy - The Spirit of *  Growing our impact means:
Safaricom o Owning the things that matter to drive growth across our

business and deliver for our customers, communities and teams
o I|dentifying and working through challenges, assessing
options and finding simple ways to move forward
o Being exceptionally effective at achieving impact goals and

Our employee philosophy and management approach is anchored
by our talent principles:

e Every person is viewed as falent and can grow and develop

*  We focus on capability not role

e Our top leadership will own identification, development, growth role—rpodelling Spirit behaviours ]
and refention of talent e The quality of our people managers is key to success - the

*  With proper development, employees identified as top talent, de{elopment of trusting and emppwered managers who
accelerated talent and successors should become future leaders motivate, engage and coach theu; _people mgkes the leFerence

* Diversity and inclusion are both good for our business and the e To bl}'ld depth and breodrh for critical experiences, we will
right thing to do provide mandatory functional, cross-functional and cross-market

moves for talent.

Our approach to talent
Our approach to talent is based on six relationship-building (RB) aspects:

Reskill Recruitment Redeployment Reducing & Retaining Restructuring
(Build) (Buy) (Borrow) Robot (Bot) (Bind) (Bounce)
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THE CHAIRMAN

The Value We Embed (continued)

Our human capital (continued)

Our culture

Our main effort during the year under review was to bring the Spirit
of Safaricom to life in the way we lead and own our mission. We
characterised this as Bringing the Spirit Soul Back, an initiative that
is predicated on consistent commitment from leadership through role
modelling and ownership of each team’s mission and transformation
journey. This ongoing effort includes:

Mindset

We have consolidated all employee engagement communication
and engagement under the #Living the Spirit tagline fo excite the
organisation and deepen understanding and ownership of the
Spirit of Safaricom. We are also focused on socialising, as well as
deepening understanding and ownership of our Leadership Charter
for all people leaders. In addition, we have put significant effort into
driving ownership and excitement in Agile and customer obsession
through various initiatives such as:

*  Weekly staff webinars, of which the majority are focused on

the Customer Story

Vodafone group hackathons

Agile bootcamps

Productivity sessions

Safaricom CEO Heroes Event

We also undertook the embedding of purpose through the Doing
Good campaign, with staff participating in corporate social
responsibility (CSR) activities across the country as the Safaricom
Foundation celebrates 20 years of support for society.

For more on the Safaricom Foundation, see page 123. |»

Skillset - Leadership development

To promote the delivery of our mission we continued to upskill

and reskill our leaders through the Transformational Leadership

Programme. This programme is aimed at creating a common

language of mission and spirit performance across the organisation

through:

* Purpose — Ensuring clarity on our priorities and actions to grow
faster

e Customer Obsession — Being bold in aftacking complexity,
making it simple for our customers to choose us

* Innovation - Driving results, finding new ways to deliver an
impact

* Collaboration — Developing talent and holding others to account.

Our staff complement

Phase 1 was completed during the year, with 818 leaders
participating. Phase 2, while completed for some teams, remains
ongoing with 377 participants.

We also hosted quarterly leadership mentorship sessions through
the leadership forum, with the last three sessions focused on leading
change and mental wellness. We have identified leading change
as essential for all leaders as Safaricom transitions to become a
Technology Company. It is to ensure the wellbeing of our leaders
that we facilitated the mental wellbeing sessions. These contribute
towards awareness of the support to which leaders have access
through our Employee Assistance Programme.

Toolset

This involved defining the Leading with Spirit Framework that
incorporates Spirit elements in how we lead - that is, leading with
spirit. This framework clearly maps the leadership behaviours,
competencies and fraits that every leader in Safaricom needs to
model. The framework itself is clarified for leaders through functional
engagement sessions.

We have also included the framework in the refreshed performance
management “Grow my Impact” framework defining the “How" of
achieving our mission in order fo strengthen leadership performance
and succession. We track the outcome of the framework through our
SEMA Survey metrics.

During the year under review, through collaboration with key stakeholders, we continued to consolidate our effort towards enhancing our

diversity, equity, and inclusion (DEI) agenda.

Category FY2024 FY2023 Target
Females in leadership ° 42.1% (+5.0%) 40.1% 45%

® 2.6% growth in heads of department (women)

* 1.5% growth in Senior Managers
Women in tech management 28.6% (+1.5%) 27 1% N/A
Staff with disabilities 3.3% (+0.2%) 3.1% 3.5%
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SCALING OUR

Measuring our progress

This is done through an annual SEMA staff survey. We conducted
our annual SEMA survey in May 2024, with 5,518 employees
participating and a 96% response rate, (FY2023: 93%) and
translating into a 3% increase on the 2024 Annual survey.

The intent of the annual survey was to measure the progress of the
actions taken following the Annual survey and fo create a baseline
for any emerging new issues.

96%

2024 Annual Survey: 93%
Rate Global WTW average: 78%
High Technology average: 80%
High Performance average: 85%

Response

87%

+7 vs 2023
-4* vs Kenya
+3 to High Tech
-2 to High Performance norm

Customer

Obsession

Engaging with our employees

We utilise various platforms to enable engagement with our
employees, and individual teams are free to adopt what is feasible
for them. These platforms include live broadcast, townhall sessions at
divisional level, cluster level sessions, monthly divisional fun sessions
with purpose defined as Fun @ work, digital platform engagements
among others.

Feedback and action-planning take a bottom-up approach with
ownership allocated to Culture Champions and survey leads, who
hold full responsibility for monitoring and reporting as well as for
engaging with top leadership for appropriate sponsorship support.

Skills development and training

Our talent strategy has been designed to scale the delivery of
diverse talent and future-ready skills in order to embed the Spirit of
Safaricom. Our ambition is to ensure we deliver:

Diversity: Females in leadership at 42%

Persons with disabilities (PWD) at 3.5%

Succession cover for leadership roles at 75%

Retention of critical talent in Fintech, Cyber and Big Data at less
5% turnover

* An employee value proposition (EVP) that will make Safaricom
the #1 Best Place to Be

OPERATIONS IN ETHIOPIA
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The survey measured themes related to employee experience, in
addition to capturing views on:

e The Spirit of Safaricom

Customer Obsession

Digitalisation

Leadership

Progress on becoming Agile and fully digital
Key focus areas around:

o Thrive (well being)

o Customer Experience

o Career Development

Overall, 15 out of 20 themes showed improvement over the Pulse
survey with all scores above 60%.

82%

On Par with Kenya Norm
+5* vs High Technology Norm
+2* vs High Performance Norm

Engagement

15/20

comparable questions have
significantly improved

Intentional
action planning

has led to
significant
improvements

To this end, during the year under review, we deployed a multi-year
capability strategy on multiskilling and reskilling enabling the
adoption of the 1 More Skill campaign on 14 prioritised digital
skill areas.

Our learning philosophy is anchored on the 70-20-10 approach,

where:

e 70% of learning occurs on the job through challenging
experiences, projects and assignments

®  20% occurs socially through coaching and mentoring

*  10% through instructor-led learning

This has resulted in significant cost savings, with fotal training
investment for FY2024 standing at KShs 112 million.
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The Value We Embed (ninued)
Our human capital (continued)
Measuring our performance - FY2024
Focus Key numbers
Employee survey e 72% of our staff believe their career goals can be met and achieved at Safaricom

® 78% of our staff have the opportunity to grow and learn at Safaricom

Safaricom Digital e Five cohorts admitted to date, comprising:

Academy o 561 employees, of whom 100% have been redeployed to support Agile
o 55 still in training
o 4,498 employees (79%) of staff complement completing Agile 101 courses
o 150 employees certified in Agile-related courses

Safaricom Grow platform ¢ Upskilling/reskilling and multiskilling employees in functional and leadership areas with the aim

ofbuilding careers

® 79% of our employees’ individual development plan realised

e Over 100,000 were completed with at least 78% of our employees having completed a digital
learning track with an average of 41 learning hours per employee

e 23,000 functional courses completed

e 2,310 employees attend instructor-led training sessions

e Upskilling of 80% of employees on Service Culture

Amazing People Leader ® 75% of leaders trained on Creating Psychological Safety:
Programme o Influencing through Trust

o Performance Coaching

o Building Adaptive and Innovative Leadership

o Developing a Growth Mindset

o Lleading Change

Transformational * 818 leaders trained achieving:
Leadership Programme e 100% training effectiveness
e Overall NPS score of 9
e Manager Index at 88

Successor readiness

We are currently at 75% successor readiness for our critical roles. Each employee is assigned Objective Key Results in line with the
Talent reviews have been set up to provide each business unit (BU) overall business mission. These are documented and reviewed
an opportunity fo review and analyse its talent and to put together through:

specific action plans to address talent gaps and shortages; as e Regular weekly retrospect meetings

well as to retain critical talent. Analysis of succession gaps in key Monthly check-ins

leadership roles enables us to put plans in place to mitigate against Quarterly business reviews

the impact of these gaps on delivery of business results. 360 Review sessions

Bi-annual and annual reviews

Measuring our employees’
performance - FY2024

With the Company transitioning to agile ways of working, there is
now more focus on specific business outputs and contributions as
opposed to leveraging on role profiles.

Our Agile Contribution Model supports our new ways of working.
Moreover, we have embraced agility through four components
aimed at supporting collaboration, flexibility, growth and
craftsmanship, with a bias for doers:

e Confribution-based career model

* Performance management model

e Employment contracts

* Remuneration and incentive model

Key performance indicators (KPls)

Our Agile people mode ensures that all job profiles are linked to
specific business KPls. Each role has a mapped contribution level
aligned with Craft, People and Mindset, Business and Customer.

Following the launch and adoption of the agile people model, our
agility index stands at 78% with a target of 80% in FY2024.

Performance development - Grow my impact

Grow My Impact is the new approach to performance development
that we have adopted. It is underpinned by our Spirit behaviours
and seeks to unlock and enable a high impact performance and
learning culture.

Every employee has Impact Goals set as specified tasks as per the
mission, as well as a Grow Goal - an individual development plan
aligned with our agile contribution model themes of:

* Business and Customer

* People and Mindset

e Craft

This has achieved great synergy in enabling growth for both
business and employee.

74 2024 | SAFARICOM PLC | ANNUAL REPORT AND FINANCIAL STATEMENTS



THE VALUE
WE EMBED

THE COMMERCIAL
VALUE WE DELIVER

SCALING OUR

Employee health and wellness

OPERATIONS IN ETHIOPIA

THE SOCIAL VALUE
WE CONTRIBUTE

HOW WE
SAFEGUARD VALUE

FINANCIAL
STATEMENTS

Our mission is to ensure that no-one is harmed, either directly or indirectly, because of our business

operations. Accordingly, we have put in place measures, including a strategic plan “safety, health and

wellbeing (SHW)’, incorporating various preventative strategies to ensure that throughout our business

operations, we minimise the risk of harm or injury, to create a secure environment for all. Our SHW
E:m is to foster safety leadership and culture that sets a “zero-harm” and “no one gets hurt” tone

From the top.

During the year under review, employee safety, health and
wellbeing continued to be a priority for the Company. While
management of occupational road risk (ORR) remained our key risk
area, risk management of our top safety, health and environment
(SHE) risks, including supplier engagement and management,
occupational health and wellbeing and community safety, ensured
that we comprehensively addressed our risk areas. Moreover, the
implementation of SHW strategy enabled us to achieve yet another
fatality-free year of operations.

Our SHW strategic priorities

Our achievements in health and safety spanned our five strategic
priorities of:

e Visible felt leadership

e Occupational road risk management

*  Occupational health and wellbeing

e Supplier engagement

e Community safety

with notable successes including:

e Zero fatalities

Three external awards, two CEO awards

Advancing of our safety culture from Level 2 to Level 3
Attainment of SHW country plan obijectives

Recertification for ISO 45001 to meet international best practice

* Legal compliance with all statutory obligations

HR policies and processes - FY2024

During the year under review, we instituted harassment advisors with
the aim of embedding psychological safety and an environment free
of bullying. The aim is to cement a workplace in which employees
feel able to speak out, and where innovation is encouraged without
the fear of proposing the wrong thing. Employees are reassured

with the concepts of “fail fast” and “fail forward” to stimulate and
expedite execution and turnaround time for projects. We believe that
psychological security also enhances collaboration, which in turn
improves outcomes.

HR Caravan Series

The HR Services Awareness programme #Caravan Series is
designed for engagement and interaction between all Safaricom
Staff and HR. This programme has enabled the HR team to address
staff queries and demystify the role of the Resources Division

in supporting the business in achieving its mission. During the
Caravans, we unpack existing policies, procedures, programmes
and practices, thereby enhancing employee experience.

The drivers for these Caravans include shifts and new developments

in our operating model, including:

e Our strategic goal of becoming a purpose-led technology
company by 2025

e Our agile transformation and customer obsession efforts

e New ways of working occasioned by the aftermath of the
COVID-19 pandemic

The programme was devised out of our recognition that there was
a need to re-connect, re-engage, and re-energise the tfeams. We are
committed to continuing the engagements to ensure we cover all the
chapters in Resources Division.

During the year under review, we ran a series of these virtual
Caravans with the themes of:

* Talent and resourcing

Health, safety and wellbeing

Total reward

Financial wellbeing

Spirit of Safaricom
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Our intellectual capital - FY2024

Our technology - FY2024 Our operational overview

* We entered into nine strategic partnerships with the government, including one under
contract with the Ministry of Health
* For customers we reduced technology demand by 44%
* Led NPS scores by more than 10 points ahead of our competitors in:
o Fixed: 61
e Network: 78
o Enterprise: 43

Part of these capitals

Informed by these strategic pillars

w I M @

V N

Our strategic objectives

* Lower the cost-to-serve, to allow for assessment of product and service cost and
understanding of Safaricom’s costo-serve/costo-carry

¢ Delivery of segmented low-cost product interventions — To help attract and maintain
customers whose disposable income has been depressed by challenging social and

m a macro-economic conditions
* 5G capability - To trial the 5G core and accelerate 5G rollout
¢ Drive Innovation and New Product Development

* Fostering tech-co capabilities — supporting the Decode 2.0 event that brings together
the digital engineering community to ensure we have an enriched pipeline of talent

) P e across the industry that will play a key role in the positioning of Safaricom as a
= v = technology partner of choice for enterprises and the government
& = <O * Embrace Secure and Sustainable Technology Solutions

* Digitisation — Improving service delivery, efficiency and savings on man-hour costs

Impacting these stakeholders

Supporting these UN SDGs

Measuring our performance

Target How we performed

Enterprise Revenue KShs 65 billion KShs 55.18 billion at February 2024

To be recognised as technology partner of choice

in Government Nine live, one initiated

IT opex: KShs 3.62 billion

Implement Operation Excellency on Capex Network opex: ar
pex: KShs 18.93 billion
and Opex Capex at KShs 47.47 billion
Network NPS >80 (Connectivity and data) #1 at 78 (15-point lead)
Customer pain reduction (fech-driven demand) 44% reduction, 14% within monthly target
A cyber-security score of 4.0 Cyber Security baseline (CSB) at 3.96

Health, safety and wellness (HSW) - zero .
fatalities, HSW Maturity Level 4 Level 3 — advancing

Five home-developed solutions commercialised

externally Five solutions developed

800 5G sites 803 5G sites as at March 2024

. Achieved or on track . Partially achieved . Not achieved
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Our key investments

Our fotal capital expenditure for the year amounted to
KShs 22.5 billion

Limuru Data Centre Build

Over 700 sites upgraded to 5G technology

Phase | CBS refresh

1,000+ 4G upgrades

Fixed — 92K+ homes passed

Support for the migration of government services to our
internal Cloud
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The challenges we faced

Rising cost of fuel - solarising of sites to meet at least 20%
of demand

Forex depreciation — Local currency payment to all services
offered locally

In addition we made several enhancements including investing
in a data privacy protection tool that will assist in the discovery
and protection of our Pll data.

The risks we have identified

Although many positive impacts are aftributed fo recent technological changes, over the longer term, technological advances, including
generative Al, will enable a range of access to an extensive breadth of knowledge that will underpin the conceptualisation and
development of new disruption and malware tools.

N

Area of risk or impact

* Our CVP:

A maijor failure in critical network or information technology
through natural disasters, insufficient preventative
mainftenance, or malicious attacks, would have a profound
impact on our customers and business partners.

/

I For more on our management of risk, see page 50. }

\_

What we do in mitigation

Comprehensive business continuity and disaster recovery
plans in place

Investments in cutting-edge technologies to ensure
adequate redundancy capabilities and elimination of any
single point of failure

Implementation of ISO 22301 Business Continuity

Management System maintaining certification by Brirish/

Standard Institute (BSI) since 2014

csl

As part of our commitment to responsible corporate citizenship,

we supported:

* The Safaricom Foundation in 20 initiatives

» Customer service week

For more on the Safaricom Foundation, see page }

Looking ahead

In the short-, medium- and long-term we will need to address:
Increasing fraud within financial services sector as we seek to ensure the security of customer funds and the education of customers

so that they can identify social engineering tactics by fraudsters

Early loading of budgets to ensure that equipment and hardware are purchased early, to facilitate sound planning

Prior itising of Tech for Good initiatives to increase our NPS and foster the realisation of the Safaricom Purpose of transforming lives
Sustainable business through investments in new growth areas such as health-tech and agri-tech.

Capacity-building of staff through tech certifications in growth areas to capacitate our employees

The retirement of 3G technologies in the medium term and 2G in the long term while taking into account the challenge of legacy
mobile phone sales in the market, an issue which Safaricom cannot contain alone

The entry of new players such as Starlink into the market, thereby increasing competition to our enterprise and fixed products
Currency fluctuation, which has the capacity to impact our capex, as a significant portion of our radio network spend is in

foreign currency
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Our intellectual capital - FY2024 (continued)

Our Digital Channels -

Our operational overview

FY2024

The Digital Channels tribe is part of the Channels Division, and our specified tasks for the
Part of these capitals year under review were fo:
Grow APP, Web, ZURI (BOT), USSD and IVR usage (Monthly Active)
Digitise channels organisation
Implement the Single View Of Customer platform
Facilitate cost efficiencies through digitisation
Ensure fitfor-purpose Channels organisation

Informed by these strategic pillars
Our strategic objectives

M @
y m I"' = Our strategic objectives shifted during the year under review from growing digital

channel and self-service usage to digitising more of our frade operations and activities,
this translated into the imperative to:
Impacting these stakeholders e Digitise Customer Journeys in order to deliver an advantaged omni-channel route
to customer by end of FY24, with a key focus on:

m B B E o Digitising trade and partner ecosystem operations and visibility through
relevant reports

o Growing digital channel usage on App, Web and Zuri
Supporting these UN SDGs o Growing digital transactional net promotor score (tNPS)

e L )
& 4%» ([@)@]

Our key initiatives
Demand deflection:

¢ Enhancement of existing menus
. on IVR, USSD and ZURI, and
Measuring our performance stabilisation of the service
¢ Unassisted contacts grew by 23%
(425K to 519K) YTD

KPI Actual Performance
MySafaricom partner app:
Grow total self-service interactions 564,000
) Deployed on production with:
Grow monthly web (safaricom.com) users 730,000 * Three key journeys
Single View of the Customer New portal deployed : g‘;\jt’s';gzn
(Unified Frontend) deployment « KYC update
Digital channel tNPS 36
Demand reduction 2,800 calls reduced Single View of the Customer
. Tolled out and fully scaled, with:
NLP - Smart IVR 38 journeys developed *  More than 2,600 frontline customers
Device financing - Lipa Mdogo Mdogo 5 new devices added onboarded i
enhancements to grow 4G attachment System stabilisation done ¢ Commencement of environment
build-up for in-house portal with
Partner portal/Dealer portal Converged 17 portals subscriptions page

Automated 13 dealer reports o e

iandikish Depl iandikishe A
New Jiandikishe app eployed new Jiandikishe App e Converged 17 porfals info one

unified portal to create efficiency of
interaction with our partners
e Created 13 dealer reports
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The challenges we faced

Regulatory Changes such as those pertaining to our unified send money journey for which we needed to reprioritise our squad priorities
and deliver on key changes through Agile ways of working

Fraud - Increased instances of fraud attempts were identified throughout the year. This risk was mitigated by enhancing the security of our
digital touchpoints and enhanced encryption

Looking ahead

In the short ferm we will be working to digitise commercial operations’ customer journeys in order to deliver an advantaged omni-channel
route fo our customers. This will entail:

Specified tasks Implied tasks

One-App development/ support digitalirst strategy
e Launch NLP enabled IVR (voice) to customers and Zuri (chat)
Gen Al platform migration

Accelerate market rollout for the new Jiandikishe app and grow usage

Scale franchise SIM-swap journey on Jiandikishe app

New commercial terms implementation and PINless airtime sales on dealer portal
Franchise POS rollout

e Stabilisation of the SVC/Unified front-end to grow activity and user NPS

e Establish a Channels IT system

Introducing M-PESA GO,
the app made for teens

SIGN UP YOUR 1017 YEAR OLD ON THE

M-PESA APP OR VIST & SAFARICOM SHOP
TUINUANE 2 oo tyons

Simpls Nanagaresr = ieaks TORYOU 8 P dmns

7@&1 ricom
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The VCIIUQ We Embed (continued)

Our manufactured capital

Our network footprint and sites

Our Network coverage in Ethiopia

~b
\§
>0

17,000 km 371,989

Cumulative fibre-optic footprint Residential homes connected to fibre-optic network
* 21.4% * 34.9%

(2023: 14,000 km) (2023: 275,657)

¢
§
50

KShs 93.5Bn 560,261

Capex Investment in Kenya and Ethiopia Homes passed by fibre
¥ 2.7% * 20.3%

(2023: KShs 96.1Bn) (2023: 465,558)
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Digitising Kenya Benefits:
9 9 Y * Employee creation
Launched the First-of-its-kind Smartphone * Affordable smartphones
Assembly Plant in East Africa o Customised and fitted with relevant local Apps
State-of-the-art East Africa Device Assembly Kenya Limited, located In partnership with a consortium of Local Mobile Network Operators
in Athi River, launched in October 2023 to manufacture: (MNOs) and infernational device manufacturers.
o AG-enabled Neon 5, Smarta and 6% Ultra
e Additional devices to diversify the product range over time Production capacity:
3 million units annually Capacity to produce up to 3Mn mobile phone units annually.

INGIA DIGITAL NA §

The Assembly Plant Launch officiated by the President of Kenya H.E. Dr. William
Samoei Ruto on 30 October 2023.

A PRODUCT OF

EADAK L'."Q‘E:furicom
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Commercial
Value We
Deliver

OUR OPERATING ENVIRONMENT

e THE GLOBAL ECONOMIC PICTURE
e OUR COMPETITIVE LANDSCAPE
OUR FINANCIAL CAPITAL

CHIEF FINANCE OFFICER’S REVIEW
OUR KENYAN BUSINESS

e OUR ETHIOPIAN BUSINESS

OUR FINANCIAL SERVICES

* M-PESA PERFORMANCE
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The Commercial Value We Deliver

Our operating environment

The global economic picture

During the year under review, the world economy showed resilience
despite monetary tightening, an increase in geopolitical conflicts
and greater economic uncertainty. In several developed and
developing countries, economic growth exceeded expectations,
with labour markets supporting consumer spending, global inflation
showed a significant decline with lower energy and ?ood prices,
allowing central banks to slow or pause interest rate hikes.

On the demand side, stronger private and government spending
sustained activity, despite tight monetary conditions, while on the
supply side, increased labour force participation, re-established
supply chains and cheaper energy and commodity prices
contributed to easing of conditions, despite renewed geopolitical
uncertainties and conflict in the Middle East.

Global growth forecast

World real GDP growth revision

(vs. Oct 2023 WEQ; percentage points)

2023 2024

Euro @
area

Sources: IMF, World Economic Outlook; and IMF staff calculations.

Global headline inflation
(percentage; quarterly; y/y)

| | |
2022 2023 2024 2025

— Actual Inflation — Oct 2023 forecast — Jan 2024 forecast

Sources: IMF, World Economic Outlook; and IMF staff calculations.

The domestic picture

After Kenya's strong rebound from the COVID-19 crisis at 7.6
percent in 2021, and GDP growth of 4.9% (revised) in 2022,
economic performance bounced back to 5.6 percent in 2023,
driven by a recovery in the agricultural sector.

GDP growth rate (%)

7.6

-0.3

2018 2019 2020 2021 2022 2023
Source: KNBS

Inflation declined to 5.7% in March 2024 from a high of 9.2% in
March 2023 due to a significant decline in fuel and food prices.
Credit growth in the private sector stood at 7.9% in March 2024
while the Non-Performing Loans (NPL) ratio for the entire banking
sector rose to 15.7% during the same month. The country also saw
high interest rates and a tight monetary policy, with the Central Bank
Rate (CBR) at 13.0% in March 2024 (cumulative increase of 3.5%
since March 2023).

Inflation rate (%)

57
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Source: KNBS

Increased regulatory oversight by the Data Protection
Commissioner

The office of the Data Protection Commissioner increased
compliance oversight in the industry by issuing several penalties
during the year under review, for those posting pictures and
videos of both adults and minors without their consent.

In addition, in February 2024, Central Bank of Kenya (CBK)
directed the industry to discontinue all services that allowed
payments to unregistered numbers. This has enhanced compliance
in AML monitoring and KYC requirement in the industry.

Nonetheless, the year under review saw a generally supportive
regulatory environment. While there was a reduction in excise duty
on telephone and internet data services, we also saw:

* A reduction in mobile termination rates (MTR)

* Increased excise duty rates on mobile money transfer services

e The introduction of a housing levy
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The Finance Act 2023

This piece of legislation than came into force in July, and includes the
zero-rating of VAT on exported services that was previously impacting
pricing on wholesale services from Kenya to the region. The act also
zerorated VAT on locally assembled devices and zero-rated excise duty
for inputs required to assembly handsets.

Kenyan economic developments

Customers experienced a decline in food prices, although their
constrained purchasing power impacted business across the economy,
exacerbated by an increasing cost of borrowing, high energy tariffs
and volatile fuel prices.

The Kenya shilling strengthened by 15.5% against the US dollar in the
first quarter of 2024 compared to a depreciation of 26.8% in 2023,
mainly supported by increased dollar inflows into the country after the
Eurobond issuance by the government. In February 2024, the country
raised US$1.5 billion in a new Eurobond to partly meet the maturity of
the US$2 billion sovereign bond that matured in June 2024.

USD/KShs exchange rate

132.3
131.8
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Source: Central Bank of Kenya (CBK)

Our competitive landscape

There were 65.45 million mobile phone devices owned in Kenya
as at 31 December 2023, a number that translates into a device
penetration rate of 129.4%. Penetration rates for feature phones
and smartphones stood at 62.9% and 66.4% respectively.
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FINANCIAL
STATEMENTS

Kenyan mobile network devices

During the second quarter of the year under review, the number

of mobile subscriptions dropped Z’om 67.1 million in the previous
quarter to 6.7 million. This was attributable to high churn with
respect to acquisitions with the mobile penetration rate declining by
0.8 percentage points to 131.9%.

Total mobile phones Smartphones

B No. of Mobile Devices (millions)

Mobile Devices (Millions)

Feature phones

O Penetration (%)

Total mobile phone devices stood at 65.45 million as at

31 December 2023 translating to device penetration rate of 129.4
percent. Penetration rates for feature phones and smartphones stood
at 62.9 percent and 66.4 percent respectively.

Source: CA Sector Statistics Report Q2 2023/2024

Indicator/Period

Subscriptions to Mobile Services

Mobile Money Transfer Services

Mobile Data and Broadband
Subscriptions

Mobile Phone Devices

Mobile Network Services
Total mobile (SIM) Subscriptions

Machineto-Machine (M2M) Subscriptions
Number of Registered Mobile Money Agents

Mobile Money Subscriptions
Mobile Broadband Subscriptions

Mobile Data Subscriptions

Feature Phones

Smartphones

Source: CA Sector Statistics Reports: Q2 2023/2024 and Q2 2022/2023

Q2
(Oct-Dec 23)

Q2
(Oct-Dec 22)

Yearl
Variation (%)

66,745,709 65,737,164 1.5
1,515,338 1,510,236 0.3
327,162 318,607 2.7
38,002,803 38,645,654 -1.7
36,518,744 31,888,468 14.5
51,015,188 47,760,337 6.8
31,840,598 33,618,061 -5.3
33,613,828 29,742,690 13.0
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Our operating environment (continued)
Our competitive landscape (continued)

Number of mobile (SIM) subscriptions and Mobile money services
penetration rate

8.2

Mobile penetration (%)
Subscriptions (millions)

)
38.6 38.4 I 38.0 I 38.1

Dec22 Mar23 Jun23  Sep 23 Dec?23

Dec 22 Mar 23 Jun 23 Sep 23 Dec 23 B Mobile Money Subscriptions —e— Mobile Money Penetration
B Mobile (SIM) Subscriptions (Millions) —— Mobile (SIM) Penetration (%)
Source: CA Sector Statistics Report Q2 2023/2024

Mobile (SIM) Subscriptions (millions)

Source: CA Sector Statistics Report Q2 2023/2024

Number of mobile (SIM) subscriptions per During the year under review, 4G fechnology continued fo gain

contract type popularity among mobile data services consumers, contributing
up to 51.5 percent of total mobile data subscriptions. Mobile data

Mobile subscriptions per operator volumes within the 4G network accounted for 82.7% of total data

volumes. network population coverage of 4G currently stands at

7%, with 2 till ah t 98%.
JT|_| 498,068 97%, with 2G and 3G still ahead at 98%

Mobile broadband subscription and consumption
Equi'rell 1,503,749

Telkom I 1,343,276

44,013,156

98.1 1.9
Prepaid Postpaid

402,122,903

332,662,281

Safaricom

66,959,091

9,683,338
26,248,722
36,518,744

586,684
2,501,531

3G 4G 5G Total

M Mobile Data Subscriptions M Mobile Data Volumes (GB)

Source: CA Sector Statistics Report Q2 2023,/2024

Source: CA Sector Statistics Report Q2 2023/2024

As of 30 December 2023, mobile money subscriptions fell,
standing at 38.0 million, which reflects a penetration rate of 75.1%.
This decline was attributed to the fall in the of number of mobile
subscriptions.
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Market share in mobile services subscriptions Mobile Broadband subscriptions
. — 1.3%
Mobile (SIM) subscriptions Finserve

65.9%

31.6%
Airtel

Safaricom  Airtel TKL Finserve JIL

Source: CA Sector Statistics Report Q2 2023/2024 63.8%
Safaricom

Mobile money subscriptions

2.9% 0.0%
Airtel Tcash

97.1%
M-PESA

Source: CA Sector Statistics Report Q2 2023/2024
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Our operating environment (continued) Fixed voice subscriptions

Competition within the fixed connectivity space continued to
evolve as medium-sized players gained ground in key urban and
residential areas through low-cost, medium-speed propositions.

Our competitive landscape (continued)

Domestic mobile and SMS market share

While there was intensified competition, we maintained our Fixed voice VolIP subscriptions grew by 6.7% in Q2 of 2023,
customer marketshare at 65.9% (from 65.7%) by end of reflecting an increase of 11.5% from Q1.
December 2023.

Our voice marketshare declined slightly from 64% to 63% for the
Voice same period.

Fixed VOIP

0.1%

51,144 52,054
Finserve

48,204

36.0%
Airtel

Fixed wireless

1,457
1,351 1,386 1,379

1,287

63.3%

Safaricom

SMS

0.0%

Finserve

10.4%
Airtel

Fixed line

10,676

89.5%
Safaricom

Source: CA Sector Statistics Report Q2 2023/2024

v beem kv kvm e

Source: CA Sector Statistics Report Q2 2023/2024
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Fixed data subscriptions by operator

Service Provider/Indicator Number of data subscriptions Market share (%)
Safaricom PLC 487,924 36.7
Jamii Telecommunications Ltd 315,819 23.7
Wananchi Group (Kenya) Limited* 261,723 19.6
Poa Internet Kenya Ltd 169,738 12.8
Mawingu Networks Ltd 26,907 2.0
Dimension Data Solutions East Africa Limited 16,465 1.2
Vilcom Network Limited 13,852 1.0
Liquid Telecommunications Kenya 10,979 0.8
Vijiji Connect Limited 5,131 0.4
Other Fixed Service providers 23,475 1.8

Source: CA Sector Statistics Report Q2 2023/2024
*Includes Wananchi Group, Wananchi Telecom, ISAT and Simbanet

2024 | SAFARICOM PLC | ANNUAL REPORT AND FINANCIAL STATEMENTS 89



A SNAPSHOT OF ABOUT WHO
SAFARICOM OUR REPORT WE ARE

MESSAGE FROM MESSAGE FROM OUR STRATEGIC
THE CHAIRMAN THE CEO APPROACH
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Our financial capital

Our financial capital lies at the heart of our
business, and is fundamental to the way

we both create and deliver value to all our
stakeholders.

Despite a tough operating environment compounded by rising
inflation that adversely affected our customers’ disposoﬁle income,

we produced a gratifying financial performance during the year
under review.

Our Kenyan financial highlights - FY2024

2+11.7% YoY
KShs 329.8 billion
(+12.1% YoY adjusted for MTR)

Service revenue

2+16.6% YoY
KShs 187.0 billion

2+20.4% YoY
KShs 139.9 billion

2+13.7% YoY
KShs 84.7 billion

Net Income

2+11.2% YoY
KShs 128.6 billion

Operating free
cashflow

Chief Finance Officer’s Review

During the year under review, our Kenyan
business recorded impressive results, with
strong growth in M-PESA, mobile data,

fixed service and wholesale transit revenue.
We delivered double-digit growth in Service
Revenue, EBITDA, EBIT, Net Income and Free
Cashflow, with EBIT surpassing the

$1 billion milestone. Our margins showcase
operational excellence, with EBITDA and EBIT
margins reaching record highs.

Our Performance in FY24

Overall, our strategic execution throughout our business segments
delivered double-digit growth across all the financial metrics for
our Kenyan business — EBIT, EBITDA, net income and free cash
flow. This growth largely derived from M-PESA, and connectivity
revenue, which includes voice, messaging, and mobile data.
Although messaging and voice revenues continue to decline in line
with global trends, growth in the new business verticals continue to
supplement the decline.

We are pleased with the results delivered for FY24 despite the
tough operating environment brought about by macroeconomic
challenges. We continued to pursue our strategic goal for the year
which was to scale technology solutions in order to be Africa’s
leading purpose-led technology company by 2030.

As part of our strategic goals, we continued leveraging on
technology and driving relevant products, services and solutions
through innovation to meet our customer needs. During the year, we
launched “Gomoka na Go Monthly” promotion in Kenya, ensuring
that customers can enjoy more data for less, cushioning them
against the current challenging economic times.

It has been one and half years since the commercial launch in
Ethiopia, with FY24 being the first full year of operations. We

are encouraged by the performance to date, confirming the great
potential we see in the market. As the Ethiopia business gains scale,
its positive impact on Group performance will be material.

These achievements deeply resonate with our purpose of
transforming lives. By delivering innovative solutions and creating
tangible value, we are impacting our communities positively.

A hearffelt thank you to all our loyal customers and our colleagues
for their invaluable contributions to this exceptional performance.

Group Performance Review

We are pleased with our performance in FY24 despite the tough
operating environment compounded by rising inflation adversely
affecting our customers disposable income. Our Group Service
revenue grew 13.4% year on year (YoY) to KShs 335.35 Bn

in FY24 mainly supported by M-PESA, Mobile Data and Fixed

revenues.

Overall Group customers grew 6.8% YoY to 49.02Mn while one-
month active customers grew by 9.1% YoY to 37.70Mn. Safaricom
Kenya's overall market share stood at 65.9% as at December 2023.

Group Net Income attributable to owners of the Company grew
1.2% YoY to KShs 62.99Bn.

Our Group capital expenditure in the period stood at
KShs 93.5 billion, of which Safaricom Ethiopia accounted for
49% at KShs 46.2 billion
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FY24 Performance | Outstanding Kenya Performance. Outperforming Group Guidance

Safaricom Kenya Perfomance Safaricom Group Perfomance (Including Ethiopia)*
EBIT EBIT
Achievement KShs 139.9Bn KShs 47.3Bn KShs 94.9Bn KShs 93.5Bn
+20.4% YoY Capex Intensity 13.8% +3.5% YoY Capex Intensity 26.8%
(FY23: *1.8% YoY) (FY23: 13.1%) (FY23: +16.0% YoY) (FY23: 30.9%)

Guidance

(KShs) [ 129-132Bn | 45 - 48Bn 87 - 93Bn 85 - 93Bn
. o Group Net Income excluding
Group Service Revenue Minority Inferest**

KShs 335.4Bn
KShs 63.0Bn,
+13.4% YoY +1.2% YoY

Safaricom Group Performance

C

Service revenue grew Voice revenue declined Messaging revenue grew
4 13.4% YoY to ¥ 0.6% YoY to % 8.3% YoY 1o
KShs 335,353.1 million KShs 80,541.1 million KShs 12,319.2 million

M-PESA revenue grew Mobile data revenue grew Fixed line and wholesale revenue
1+ 19.4% YoY 1o 1 24.9% YoY to grew
KShs 139,914.8 million KShs 67,404.3 million 2 11.2% YoY 1o

KShs 14,962.2 million

On a constant currency basis, eliminating foreign exchange translation impact,

* EBITDA grew by 19.2% YoY,

e EBIT, almost flat with a drop of just 0.5% YoY

* And our Group net income excluding minority interest growing by 4.2% YoY, versus the reported growth rate of 1.2%, which is
very encouraging.

FY24 Group Performance | Strong Results on Constant Currency Basis

Kenya Group Reported Group Constant Currency
@ Service Revenue > +11.7% +13.4% +13.4%
\;:; EBITDA > +16.6% +16.8% +19.2%
7 [ > +20.4% -5.5% -0.5%
ﬂ Net Income Excluding Minority Interest > +13.7% +1.2% +4.2%
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Chief Finance Officer’s Review (continued)

Our Kenyan business (continued)

Kenya Performance Review
Operating context and key macro factors that impacted
our performance

The Kenya economy is forecasted to have expanded by 5.6% in
2023 from 4.8% in 2022, with Q3 2023 closing at 5.9% growth.
The World Bank estimates Kenya's GDP to grow by 5.2% in 2024
supported by continued recovery in the agricultural sector, public
sector spending and resilience in the services sector.

[See the GDP growth rate chart on page 84. }

We are encouraged by the resilience the Kenyan economy
demonstrated in the year under review. Signig,ccmr recovery in
currency appreciation against the dollar was recorded after a series
of continued depreciation since January 2023. The Kenyan shilling
depreciated by 0.4% YoY, to exchange at KShs 131.80/USD at
end of March 2024 compared to KShs 132.33 (March 2023). The
continued sharp weakening of the shilling is expected to keep the
cost of imported goods high while firms are grappling with heavy
forex losses.

Inflation rate declined to 5.7% in March 2024 from a high of
9.2% in March 2023. Inflation remains within the Central Bank of

Kenya's target band of 2.5%~7.5%. Inflation is expected to decline
further, supported by easing food and energy prices, strengthening
currency and the impact of monetary policy actions which continue
to filter through the economy.

The Central Bank continues to maintain a restrictive
Monetary Policy, retaining the CBR at 13.0% in March
2024 (cumulative increase of 3.5ppt since March 2023). CBK has
maintained this citing the positive impact of strong monetary policy,
including easing inflation and exchange rate appreciation.

The Finance Act, 2023 (the Act) was signed into law by the
President on 26 June 2023. It introduced a raft of tax measures,
amendments and repeal of other provisions to the Income Tax

Act, Value Added Tax Act, Excise Duty Act, Tax Procedures

Act, Tax Appeal Tribunal Act and other miscellaneous changes.
Among the changes that impacted our business, the Finance Bill
introduced Excise duty at 15% (previously 20%) and VAT at
16% for GSM services and 15% (previously 12%) for M-PESA
services/Financial services. Exported services like roaming
and inferconnect revenues were zero rated as per the new Finance
Act 2023. Other services that can’t be categorized as telephone
or financial services were subjected to VAT at 16%.
These would include services like Cloud, loT, Handset sales, project
related revenues, Connection revenues etc.

Macro Headwinds and Tailwinds impacting performance

in FY24

Macﬁz::‘l:’vi::gs = Regulatory Customer Insights

Macro Tailwinds

* Resilient GDP
growth; +5.6%
in 2023

* Tapering inflation
Rates: 5.7%
March 2024

* Appreciating
Kenya Shilling
in Q4

°  Sustained private
sector credit
growth

Headwind

* High interest rates

* Tight monetary
policy

Reduction in
excise duty on
Telephone and
internet data
services

Mobile
Termination Rate
(MTR) reduction
Increased excise
duty rates - Mobile
money transfer
services

Declining food
prices
Constrained
consumer
purchasing power
High cost of
borrowing

High energy tariffs

[Pleuse refer to graphs on pages 84-86.
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Business review - Kenya

Our Kenyan business recorded impressive results, supported by strong growth in M-PESA, Mobile Data and Fixed revenue growth. Traditional GSM
business continues to perform in line with global tren