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This report brings together historical data with current industry 
viewpoints and customer behaviour to offer comprehensive insights 
into the growth of digital goods and services in South Africa, with 
a focus on value added services (VAS), such as airtime and data; 
prepaid utilities; bill payments; money transfers; vouchers and gift 
cards; lotteries and betting; as well as event and travel ticketing.

Introduction

Background

In late 2019, Electrum commissioned 
a research project to provide data-led 
information for strategists, business unit 
owners, and technologists working for 
businesses that provide last-mile digital goods 
and value added products or services to 
customers, such as those in large retailers, 
banks, Mobile Network Operators (MNOs), 
and independent VAS suppliers.

The report aims to assist customer-facing VAS 
suppliers to: 

 » Develop strategies for a well-established VAS 
business

 » Implement rapid growth strategies for a new 
VAS business

 » Adopt best practices for building a 
competitive, profitable, and robust business
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Research Methodology
This report presents an overview for the facilitation of VAS payments and 

processing in South Africa from two different perspectives: 

 » Customer - which vertical goods and services they buy, which channels 

they prefer to use, and what their average spend is.

 » Industry - how VAS providers view their current offerings and what 

their future plans are. They also share lessons learned from VAS system 

implementations.

Customer Research
Customer research was conducted in September and October 2019 by an 

independent research company. Responses to a questionnaire covering 

elements of behaviour and motivation with regard to VAS purchases were 

obtained from 614 customers. The demographics were representative of the 

South African population in terms of race and urbanisation. Participants were 

sampled from across all provinces and fell between the ages of 18 and 55 

years.

Race

Province Location

Age

White

Mpumalanga

Limpopo

Gauteng (Tshwane / 

Ekurhuleni) 

Gauteng (JHB Greater) 

North West

Coloured

Indian

Demographics of Customer Respondents

Black

18–24 years

Western Cape

Northern Cape

Free State

Eastern Cape 

Kwa-Zulu Natal

25–34 years

35–44 years

45-55 years

Metro
Small Urban

Rural

Figure 1

6%
17%

13%

25%

22%

29%

32%

62%

10%

9%

14%

7%

5%

15%

12%

7%

7%

7%

10%

17%

75%
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• VAS Ecosystem Overview
• VAS Market Overview
• The Future of VAS
• How to Build Your VAS Business
• Conclusion

The report is structured as follows:

Industry Research
Representatives from banks, retailers, and MNOs were interviewed about 

elements of their company’s VAS business. Respondents varied from IT 

managers to executives and product owners; each having different levels 

of involvement in the VAS business. The majority were involved directly in 

their company’s VAS business unit, with a few working in aligned fields of 

payments and digital strategies.

Nineteen representatives were interviewed; nine from banks and nine from 

retailers. One representative from an MNO was interviewed, however, as 

the sample size was very low, the findings are not being discussed here. 

Representatives were questioned on topics around their VAS positioning, 

strategy, services, and technology. Success stories and lessons learned 

were also shared, which will help in understanding the real challenges and 

opportunities in the market today.

Desktop Research
Desktop research was conducted to understand the historical and current 

state of South Africa’s VAS ecosystem. It was also used to validate and 

compare findings from the field research. 
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What is a Value Added Service?

Airtime/Data

Figure 2

Lotteries Betting Vouchers/Gift cards Event/Travel Ticketing

Utilities Money TransfersBill Payments

VAS can mean different things in different markets; for the purpose of this 

report, VAS includes products and services offered by retailers, banks, and 

MNOs that meet the needs of customers per the categories shown in  

Figure 2.

Typical VAS Offerings in South Africa

Overview of VAS
This section defines VAS for the purpose of this report, and provides 
a historic overview of how these services have developed over the 
last couple of decades. The evolution of the VAS ecosystem within 
the South African context is also described, with an explanation of 
the role that various businesses are playing within this ecosystem.
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South Africa’s VAS Ecosystem

The sale of digital products and services through customer-facing 

businesses, such as those depicted in Figure 3, require technical product 

integrations with a variety of product suppliers. There are hundreds of 

these suppliers within the various categories and many suppliers work 

across multiple categories. As the industry was developing, it was not 

financially or technically viable for each of the customer-facing businesses 

Historically, VAS in the retail, banking, and MNO space had a broad 

definition and was regarded as any additional service that could be 

facilitated on card payment rails, such as a retailer allowing customers 

to perform cash withdrawals at an in-store point of sale (POS) device. 

As a result, VAS transactions were being processed on software built for 

payments. Over the last three decades, the VAS ecosystem and its various 

role players has changed significantly. With the advancement of technology 

and networking, the definition of VAS has evolved to refer more specifically 

to the sale of digital products, such as airtime and electricity.

As with payments, the mobile evolution has spurred most of the innovation 

in the VAS space, leading to the need for a critical look at the strategies for 

offering VAS.

Figure 3

VAS Ecosystem Overview

VAS
Aggregators 

VAS
Aggregators 

VAS
Aggregators 

Customer-facing
Businesses

Retailers

Banks

MNOs

VAS Portals

Devices/Apps/Kiosk

VAS
Processors 

VAS Software
Providers

VAS
Fintechs 

Product Suppliers

Airtime/Data

Utilities

Bill Payments

Money Transfers

Lotteries

Betting

Vouchers/Gift Cards

Event/Travel Ticketing
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1. https://www.bluelabeltelecoms.co.za/

2. https://www.fin24.com/Finweek/Business-and-economy/blue-label-telecoms-inside-an-sa-success-

story-20160901

3. https://new.easypay.co.za/

4. https://www.payat.co.za/

5. https://www.stellr-net.com/

to perform direct integrations to each of the product supplier businesses. This 

gave rise to various VAS aggregators.

VAS Aggregators
An intermediary company that provides the technical integration of multiple 

VAS product suppliers (such as multiple municipalities for purchasing 

electricity) on behalf of a customer-facing business is referred to as a VAS 

aggregator. Their value lies in the fact that once they have on-boarded 

additional suppliers, the customer-facing businesses can sell multiple new 

products or services. This eliminates the need for the business to incur 

additional costs. In some cases, an aggregator can even sell VAS products on 

behalf of the VAS suppliers. 

Blue Label Telecoms was one of the first companies in South Africa to sell 

electronic airtime products to customers. Today Blue Label Telecoms  is the 

largest VAS aggregator in South Africa, with a wide array of digital products 

and services that they provide or resell on behalf of VAS suppliers. Blue Label 

Telecoms also has a Fintech business that provides standalone VAS-enabled 

terminals to smaller merchants, such as spaza shops.1, 2   

EasyPay is another dominant role player that has grown into the aggregation 

space from its roots as a payment processor. EasyPay provides outsourced 

processing services for a number of large retailers and also provides a variety 

of prepaid services to the public through their web portal.3

Other significant industry players are Pay@, who acts as an aggregator for bill 

payment transactions to a large network of billers, and Stellr, who facilitates 

prepaid card sales and management in the entertainment and gaming, 

software, health and beauty, and food and travel industries.4, 5 

VAS Processors
Developing and maintaining the channels necessary to accommodate VAS 

transactions can pose a challenge to the customer-facing businesses who 

wish to use them. For each service, these businesses need to: develop the 

front-end, generate the correct transaction messages to obtain the relevant 

VAS products, ensure that tender or payment capabilities can be performed 

appropriately, manage network connectivity, and provide customer support. 

Certain functionality might also depend on specialised back-office finance 

processing. In addition to these responsibilities, the businesses need to ensure 

that each VAS transaction is sent to the appropriate VAS aggregator or VAS 

supplier for processing. 

VAS processors are companies that take care of these tasks in a fully-

outsourced manner on behalf of customer-facing businesses who don’t have 

the expertise, manpower, or desire to manage these processes themselves. 

Examples of VAS processors include EasyPay, eCentric, and Innervation. 
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VAS Software Providers
As the industry has matured, VAS software providers, such as Electrum, 

have emerged. They sell software solutions to retailers, banks, and MNOs 

on a Software as a Service (SaaS) basis, allowing them to take more control 

of the technical and commercial aspects of the ecosystem. Software 

providers perform direct and indirect integrations to product suppliers as 

and when it makes sense to do so.

VAS Fintechs
Finally, VAS Fintechs have also emerged. They typically provide VAS services 

through devices, apps, and kiosks to independent merchants and/or spaza 

shops; thereby diversifying the product portfolios for the businesses.

Examples of companies that perform the various roles described above are 

illustrated below.

Airtime/Data Utilities Bill Payments Money 
Transfer

Gift Cards Other

Blue Label 

Telecoms

Blue Label 

Telecoms EasyPay ABSA CashSend Tutuka Ithuba Lotto

EasyPay EasyPay Pay@

Standard Bank

Instant Money 

Wallet

Stellr wiGroup

Transaction 

Junction
Syntell Multichoice Capitec Send 

Cash
FeverTree FlySafair  

Ticketing

Smartcall Contour

Technology
Sanlam Mama Money Transaction 

Junction

FlightSite

Ticketing

iPay Old Mutual Hello Paisa Sorbet Webtickets

Ontec Systems Western Union Computicket

Table 1: VAS Product Suppliers 
(not a comprehensive list)

VAS Aggregators VAS Processors VAS Software Providers VAS Fintechs

Blue Label Telecoms EasyPay eCentric

Payment Systems
Blue Label Telecoms

EasyPay eCentric

Payment Systems
Electrum Flash

Pay@ Innervation Kinektek iKhokha

Stellr Kazang

Table 2: VAS Providers
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Retailers
VAS has been dominated by Tier 1 retailers primarily due to their access to the 

cash market, which initially fuelled the purchase of prepaid digital products 

and services. Cash sales still account for the highest volume (not necessarily 

value) of VAS transactions in most Tier 1 retailers, although other forms of 

payment have also grown significantly. 

As more payment options became available, retailers enjoyed increased profits 

from their VAS offerings and soon developed profit and loss (P&L) strategies 

for their VAS business. With this renewed focus, they aimed to achieve higher 

margins by extending their VAS offering and negotiating better commercial 

agreements with VAS providers. As speed to market was inhibited by the 

restriction of utilising existing payment rails for processing VAS transactions 

and the lack of technical expertise to enhance existing structures, the market 

for specialised transactional software providers was opened.

For Tier 2 and 3 retailers, VAS is more a service of convenience that they offer 

to their customers, rather than a business unit that drives strategic revenue.

Banks and MNOs
The development of various channels for offering VAS products, as well as 

the removal of the dependency of VAS transactions on cash, led to more role 

players entering the VAS ecosystem. 

Since selling VAS is no longer restricted to POS devices, opportunity exists for 

banks to offer VAS to their customers. Some banks have realised the size of 

the business, and the purchasing power they have if coordinated across all 

banking business units; while others have taken a more fragmented approach 

to deliver products and services in silos.

More recently, MNOs have started to leverage their own large customer bases 

to offer VAS products through their digital channels. Recently Vodacom has 

launched prepaid electricity on several of their digital channels, including Web, 

MyVodacom App, and the VodaPay App.6 

Channels and Portals
As transaction-processing technology and network capabilities advance, more 

VAS platforms become available: instead of being restricted to purchase VAS 

products at a retailer’s POS device, customers can now purchase them using a 

variety of channel options, such as ATMs, online web applications, mobile apps, 

USSD, and even social media.

All of this has further led to the broadening of the VAS product definition as 

customers are able to pay their bills; purchase electricity, airtime, vouchers, or 

gift cards; play the lottery or place bets online; and book travel or event tickets 

using a variety of channels. Dedicated VAS portals (websites that are open to 

the public for customers to perform VAS transactions) are also available, such 

as https://www.prepaid24.co.za and https://new.easypay.co.za.

6. https://www.itweb.co.za/content/Pero3MZgJGLqQb6m
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7. Based on the parameters of this research where the population of 18 to 55 years is estimated to be 27 718 261.

Strategic Overview

VAS Market Overview

The total market value of VAS transactions in South Africa is 
estimated to be R27.4 billion per month.7 Banks, retailers, 
and MNOs need to consider if they are making full use of this 
opportunity to grow their customer base and increase their revenue.

The sections below provide insights into the current VAS market in 
South Africa, starting with an overview of the broader strategies that 
different businesses consider when building their VAS portfolios. The 
current dominant products are explained, along with the way that 
these products are being utilised by customers, and how businesses 
are profiting from these products. The various available channels 
are explored, focusing on customer utilisation, preference, and 
avoidance of the different channels when performing specific VAS 
transactions.

Industry survey participants highlighted different strategic focuses in their 

feedback, with the disparity largely aligning to the maturity of their current 

VAS offering:

 » More mature VAS providers (those who offer more than five VAS services 

and have multiple direct and indirect supplier integrations) have distinct 

business units for their VAS businesses, which are driven by profits and 

must contribute to annual revenues. 

 » Those offering limited VAS services typically see their VAS offer as simply 

a means to offer customer convenience and improved experiences.
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Banks 
Banks regard the selling of VAS as an 
important, non-negotiable offer to satisfy 
customer demand. It is not necessarily 
a differentiator and is therefore not 
considered core to their business; but it 
must not run at a loss. Unique propositions 
are created by packaging VAS with other 
banking services to create demand. 

Retailers 
Retailers view VAS as a differentiating 
value proposition. It is a strategic 
imperative that forms part of a retailer's 
product and financial services offering, 
and is integral to their retention and 
customer acquisition strategies. 

MNOs 
Some MNOs regard VAS as a strategy to retain 
and acquire customers through their mobile 
app and not as a differentiator. Some have 
begun to show an interest in leveraging their 
customer base and using VAS as a means to 
drive new revenue, while others have not 
indicated market entry strategies as yet.
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Prepaid airtime and data

Prepaid electricity

Money transfers

Bill payments

Lotto / PowerBall

32%

19%

14%

13%

10%

Product Overview
The Top VAS Products
In terms of user share, the top five VAS products make up 88% of all VAS 

purchases.

 » The remaining 12% is shared between travel and event ticketing (4%); 

betting, single-use vouchers, and gift cards (2% each); and traffic fines 

and insurance (both 1%).

 » Considering South Africa's high level of mobile phone and smartphone 

penetration (91%8 and 81%9 respectively), the level of prepaid airtime and 

data usage by customers in the three preceding months is not surprising. 

 » The level of prepaid electricity usage by customers corresponds with the 

fact that 72% of households are supplied with prepaid electricity meters. 

 » An opportunity to grow VAS offerings exists in monthly bill payments 

with 32% of households paying for municipal water supplies; 34% paying 

for sewage services; and 44% having a pay-for-TV subscription (such as 

TopTV or DSTV)8 - all of which can be paid for using VAS channels. 

 » Many South Africans make domestic money transfers to family members 

living in other provinces (who are often unbanked or live far from ATMs), 

which may account for the popularity of this VAS product. 

 » The South African National Lottery, Lotto and PowerBall games, are the 

most popular form of gambling and are played by customers across all 

income groups.10 

 » The lower usage of travel and event tickets, gift cards, and traffic fines 

may be because these are high-value purchases. 

Typical margins or commissions earned on these products are listed in the 

next table.

8. Statistics South Africa General Household Survey 2018

9. https://www.icasa.org.za/legislation-and-regulations/state-of-ict-sector-in-south-africa-2019-report

10. https://www.ngb.org.za/SiteResources/documents/SocioEconomicImpactofLegalisedGamblinginSouthAfrica.pdf
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Two thirds of banks in the 
industry research said that 
prepaid airtime and data 
are  their most profitable VAS 
products. 

Retailers were divided on VAS 
profitablility, with airtime, 
money transfer, and Lotto being 
identified by some.

Channel Overview

Customer Average Spend by VAS Product (ZAR/Month)

The average monthly spend per participant for prepaid airtime and data and prepaid electricity purchases 

excludes responses that are outliers in the data set (n = 563 and n = 559 respectively). This was not done 

for the other three VAS spend categories as the interquartile range for each was R0, a result of many survey 

respondents answering no spend in a category.

When performing a VAS transaction, customers are usually able to select 

from a variety of channels. These channels may be made available by a 

retailer, a bank, or an MNO.

VAS Product Commission & Fees

Prepaid airtime and data 4-6%

Prepaid electricity 2-3%

Money transfers Fixed Fee (R4-R6 per txn)

Bill payments Fixed Fee (R2-R4 per txn)

Lotto / PowerBall 5%

Prepaid airtime 

and data

Prepaid electricity Money transfers Bill payments Lotto / PowerBall

R181

R422

R155

R97

R445
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The research in this report focused on the following channels:

Customers’ Choice of Channels for VAS Purchases
Surveyed customers were asked to indicate which channels they used to buy 

different VAS products. Figure 5 shows the channels that were used most often 

when customers purchased one of the top five products, as listed earlier.

Retailers includes till points, points of sale, and 

supermarket kiosks.

Banking app

Other includes product and service apps 

(e.g., SnapScan), EFT and online transfers, 

and WhatsApp transactions. 

USSD  may describe purchases 

made via banks or MNOs, as 

these entities both offer this 

functionality, with MNOs strongly 

relying on this channel. 

Banks  includes ATMs and physical branches.

Banking app
(Bank)

Figure 4

POS
(Retailer)

WhatsApp
(Bank/MNO)

ATM
(Bank)

Website
(Bank/Retailer/MNO)

Kiosk
(Retailer)

EFT
(Bank)

USSD
(Bank/Retailer/MNO)

Other app
(Retailer/MNO)

Bank branch
(Bank)

Channels for VAS

Channels Used Most Often

Banking applications, being the second-most 
commonly used channel for VAS transactions, 
illustrate that although banks historically had an 
inability to compete with retailers via physical 
channels, they are able to improve on this by 
capitalising on their existing customer base and 
shifting their traditional banking services to this 
digital platform. 12

Survey responses indicate that 
customer preference still correlates to 
current usage, despite dissatisfaction 
with some channels. This may be 
because customers feel wary of new 
channels, or that better channels are 
not yet available or accessible.

Retailer mobile 
applications do not 
yet show evidence of 
featuring as a competitive 
force, which may suggest 
room for growth, 
especially with the rise of 
online shopping.11

11. http://www.worldwideworx.com/onlineretail2019/

12. https://www.juniperresearch.com/press/press-releases/digital-banking-users-to-reach-2-billion

Figure 5

11%

13%

23%

48%

5%
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Customer Channel Preferences per VAS Product
Participants were asked to indicate which channels they had used 

previously when purchasing different VAS products. Respondents were able 

to record multiple channels as an answer. They were also asked to choose 

one preferred channel for purchasing each specific VAS product.

Channel Usage vs Channel Preference:
It should be noted that throughout this section, while customers tend to use 

certain channels more than others, they might in fact prefer other channels 

more. This could be due to their preferred channels not being available for 

the specific VAS product. An example is a person who might wish to perform 

a money transfer transaction using USSD, but their bank does not offer this 

product via this channel.

Channel % Used this Channel Advantages

POS 38%  » Convenient to combine electricity 

purchases with grocery purchases

 » Buying with card or cash

 » High level of customer trust

Banking 

app 31%
 » Buying at home after the power 

goes out

Kiosk 29%  » Convenient to combine electricity 

purchases with other VAS 

purchases (such as Lotto)

 » Can pay with cash or card

 » High level of customer trust

USSD 20%  » “Always-on” accessibility when 

banking apps aren’t functional

 » Can transact from a feature phone

29%

Prepaid Electricity

26%

19%

12%

Preferred Channel

This table shows that the most utilised channels for purchasing prepaid electricity 

were POS devices, banking apps, kiosks, and USSD. The advantages for using these 

channels when purchasing prepaid electricity, as mentioned by survey participants, 

are also shown. The preferred channels for purchasing VAS products are shown 

alongside the table.
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For airtime and data transactions, kiosks were a more 
commonly used channel than USSD, although the above 
table shows that USSD is preferred. Customers reported 
unhappiness with long queues when using kiosks to buy 
airtime and data, but still used that channel more than USSD 
because they were more familiar with kiosks.

Channel % Used this Channel Advantages

POS 42%  » Convenient to combine airtime 

or data purchases with grocery 

purchases

 » Purchase is simple and quick, 

purchasing by mobile operator 

brand

 » Buying with cash or card

Banking 

app

32%  » Can choose a custom top-up 

amount

 » Do not require data to access

Kiosk 29%  » Convenient to make multiple VAS 

purchases together

USSD 23%  » Quicker than waiting in a POS or 

kiosk queue

 » Can be accessed from a feature 

phone

 » Do not require data to access

29%

27%

18%

15%

This table shows that the most utilised channels for purchasing prepaid airtime and 

data were POS devices, banking apps, kiosks, and USSD. The advantages for using 

these channels when purchasing prepaid airtime and data, as mentioned by survey 

participants, are also shown. The preferred channels for purchasing VAS products 

are shown alongside the table.

Prepaid Airtime and Data

Preferred Channel
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Channel % Used this Channel Advantages

POS 47%  » Convenient to combine bill 

payments with grocery purchases

 » Paying with cash or card

 » Easy and simple to use

 » Trusted by customers

Kiosk 30%  » Convenient to make bill payments 

at the end of the month without 

waiting in a long grocery queue

 » Paying with cash or card

Banking 

app

26%  » Quicker than waiting in a queue

 » Municipalities are often preloaded 

beneficiaries

EFT 24%  » Many companies and municipalities 

offer an EFT payment option on the 

bill invoice print-out

Channel % Used this Channel Advantages

Kiosk 60%  » Widely available in retailers, 

convenience stores, and petrol 

stations

 » Well trusted by customers

 » Simple and easy to use

Preferred Channel

33%

54%

20%

19%

15%

The table below shows that the most utilised channels for making bill and utility 

payments were POS devices, kiosks, banking apps, and EFT. The advantages for using 

these channels when making bill payments, as mentioned by survey participants, 

are also shown. The preferred channels for purchasing VAS products are shown 

alongside the table.

This table shows that the most utilised channels for purchasing Lotto and PowerBall 

tickets were kiosks, POS devices, and banking apps. The advantages for using these 

channels when purchasing these tickets, as mentioned by survey participants, 

are also shown. The preferred channels for purchasing VAS products are shown 

alongside the table.

Bill Payments

Lotto and PowerBall

Preferred Channel
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Channel % Used this Channel Advantages

POS 29%  » Convenient to combine grocery 

purchases with Lotto ticket 

purchases

Banking 

app

10%  » No need to queue

 » No data required

 » Winnings are paid directly into 

customer bank accounts with no 

need to claim

EFT 6% Not reported

Channel % Used this Channel Advantages

Banking 

app

48%  » Convenient for banked customers

 » No need for cash

 » Safe and reliable

EFT 30%  » Convenient for banked customers

 » No need for cash

 » Safe and reliable

USSD 17% Not reported

Kiosk 15%  » Convenient for unbanked 

customers

 » Easy to use

 » No need for a smartphone

38%

23%

23%

12%

8%

9%

4%

This table shows that the most utilised channels for making money transfers were 

banking apps, EFT, USSD, and kiosks. The advantages for using these channels when 

performing money transfer transactions, as mentioned by survey participants, 

are also shown. The preferred channels for purchasing VAS products are shown 

alongside the table.

Preferred Channel

Preferred Channel

Money Transfers
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Figure 6 indicates that customers prefer simple and convenient channels 

that they are familiar with, while placing high value on the security of their 

VAS purchase, as well as their own physical safety. As long as mobile app 

security can be assured, this channel will likely play a significant role in the 

future as customers become familiar with the channel and more features 

are added. While charges and cost of access are currently not a detractor, 

this may become a choice driver as channel competition increases and 

customers come to trust channel security. 

Very few survey participants listed reasons for avoiding POS at retailers, 

most likely due to this channel being mature, trusted, user-friendly, and 

secure. The customers who did list this channel stated their main reason for 

avoidance as the inconvenience of waiting in queues at the POS.

It can be summarised that the three primary considerations to attract 

customers to new channels are: Convenience; Ease of Use; Safety.

Reasons for Channel Avoidance

Inconvenient

System security risks

Physical security risk

System security risks

System security risks

System security risks

System security risks

Inconvenient

System security risks

System security risks

Usability

Inconvenient

Unfamiliar

Usability

Additional charges

Unfamiliar

Cost to use/access

Usability

Usability

Unfamiliar

Cost to use/access

Inconvenient

Cost to use/access

Cost to use/access

Inconvenient

Physical security risk

Unfamiliar

Kiosk

USSD

ATMs

Websites

EFT

Banking Apps

WhatsApp

Bank Branches

Service Apps

Figure 6

The following graphs summarise the main reasons for customers avoiding 

specific channels when performing specific VAS transactions.
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The Future of VAS

In this section, some expectations regarding the future of the VAS 
ecosystem are discussed.

There is a focus on the essential elements that are expected to 
define the VAS ecosystem in the future, after which this section will 
explore the main anticipated areas of growth.

Factors Influencing the Future of 
VAS Sales

Capturing a Share of 
Cash

Smartphone Penetration Digital Channel 
Engagement

Direct Access to Funds

Capturing a Share of the VAS Cash Market
 » As previously mentioned, retailers have traditionally dominated the 

cash market for VAS, due to their large customer base and high footfall. 

Coupled with that, lower LSM13 customers naturally purchase VAS 

products, in cash, from retailers along with other goods and services.

 » Banks and MNOs are not strongly positioned to disintermediate the 

market share that retailers have gained in this space, since they don’t 

have strong cash-based points of commerce to compete with retailers. 

If anything, banks have partnered with retailers to leverage the 

convenience they offer customers.

13. Living Standards Measure as described by SAARF: http://www.saarf.co.za/lsm/lsms.asp

Figure 7
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14. Our findings are higher than those reported by ICASA in 2019, which put smartphone penetration in South 

Africa at 81.72%  - almost double what they found in 2016. This difference may be the result of our research not 

including deep rural customers.

Smartphone Bank Account Banking App

 » Some role players, however, have looked at ways to purposefully 

disintermediate the cash market using digital technology without an 

obvious footprint that competes with retailers. An example is a VAS 

Fintech such as Flash, who enables VAS for small merchants and spaza 

shops. Through creating a prepaid digital store of value for these 

merchants, the merchants can participate in the cash economy in their 

communities. By topping up their accounts, they can sell VAS through 

these devices and accept any form of tender they wish, including cash.

 » This model can be used by banks (through their acquiring footprint) 

and by MNOs (by leveraging their customer base to offer new financial 

services) to capture some of the cash market share currently controlled 

by retailers.

Proliferation of Smartphone Penetration
 » As smartphones penetrate every level of our society, customers become 

digitally savvy and data prices become affordable; the digital market 

opportunity grows. An ever-increasing number of these customers 

become banked and move from paying with cash only to using other 

instruments of payment in the digital economy. This means that a market 

that was originally cash dominated is starting to migrate toward digital 

sales. 

 »Mobile phone penetration in the current South African market is 

above 80%, with the majority of the market owning smartphones. 14

 »Similarly to mobile phone penetration numbers, 93% of survey 

respondents reported having a bank account and 79% have their 

bank’s app downloaded on their phone.

 » With the ongoing shift to mobile and the rise of digital solutions for daily 

tasks, coupled with the digital nature of VAS products, there are huge 

opportunities for growth in this domain.

Have a smartphone 87% Have a bank account 93% Have banking app 79%

Have a feature phone 9%

No mobile phone 4%
No bank account 7% No banking app 21%

Smartphone, Banks and Banking App Penetration

Figure 8
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 » The boom in banking app adoption is clear from industry reports. For example, 

FNB reported an increase in mobile app adoption of 12% in the last half of 2018, 

making a third of their customers active app users at that point. Furthermore, 

they found a 52% increase in the value of transactions in the same period, with 

mobile app transactions exceeding those made via online banking.15 Likewise 

Standard Bank’s Personal and Business Banking unit saw a 7% increase in 

active mobile banking users and an increase in transactions of 58%.16

 » An annual report on digital banking customer satisfaction in 2019 found that 

there was only a small increase in the use of core banking features on mobile 

banking apps, but a significant increase in VAS transactions: 69% of users 

purchased airtime, 59% purchased data bundles, and 47% purchased prepaid 

electricity.17

The Leverage of Direct Access to Funds
 » Undoubtedly customer-facing businesses that have a store of value (direct 

access to customer funds) have an advantage. For example, bank or loyalty 

accounts can be leveraged to take payments when selling VAS. In most cases, 

this means that banks are a step ahead in capturing the digital opportunity. 

VAS margins are small and when businesses consider, for example, the cost 

of processing card transactions, it greatly affects the attractiveness of the VAS 

business case.  

 » That having been said, there is a long game to be played by non-banks in 

this space. In the past, MNOs in South Africa have made concerted efforts to 

offer their own stores of value without much success. Going forward, it will 

be possible for MNOs to offer a store of value successfully as the number of 

use cases increase and their value proposition grows. For example, MTN has 

relaunched its mobile money service following particularly high success rates 

of mobile wallets in the rest of Africa.16 One of the retailer respondents from 

the industry research also indicated that mobile wallets are “predominantly 

running the [VAS] market” in other African countries, but that South Africa is 

lagging. 

Success of Customer Engagement through Digital Channels
 » The future VAS business case is tightly interwoven with a business' customer 

digital-engagement strategy. The extent to which businesses can deliver digital 

experiences that are seamless, user-friendly, and robust will be fundamental in 

capturing the digital opportunity in the VAS space.

 » Businesses with an appetite for developing VAS processing software in-house 

should focus their resources on differentiating their value proposition in the 

digital customer experience space.  

 » VAS has become a profit-making offering and businesses need to be clear 

how they will entice customers to choose their digital platform over their 

competitors.

15.  ITWeb interview with FNB, 2019. https://www.itweb.co.za/content/G98Yd7LxVL87X2PD
16. https://businesstech.co.za/news/telecommunications/347066/mtn-to-relaunch-mobile-money-in-south-
africa/

17. https://www.columinate.com/2019/06/24/capitec-and-fnb-tied-for-best-digital-bank-according-to-
siteisfaction-2019/
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18. Independent Communications Authority of South Africa (ICASA) The state of the ICT sector report in South 

Africa 2019 https://www.icasa.org.za/legislation-and-regulations/state-of-ict-sector-in-south-africa-2019-

report accessed on 10 Jan 2020. 

Anticipated Areas of Growth
Product Growth
 » When asked what VAS products customers intended spending money 

on in the next six months, areas of bigger growth look to be in travel and 

event tickets, Lotto and PowerBall, money transfers, and gift cards. 

 » When looking at the airtime and data trends in conjunction with the 

mobile phone penetration, it is clear that this is a fairly saturated market 

and that customers would expect this as a standard offering.

Prepaid airtim
e and data

Prepaid electric
ity

Money tra
nsfer 

Bill p
ayments

Lotto
 and PowerBall

Travel and event tic
keting

Gift c
ards

Bettin
g

Single-use vouchers

Insurance

Traffic fines

75%

6%

11%

14%

8% 14%

16%

12%

8%
6%

6% 4%

45%

35%

30%

23%

10%

5%
4% 4% 3% 3%

Bought in the last 3 months

Expected gains (next 6 months)

According to ICASA18, between 2015 and 2018, revenue from prepaid mobile 

data increased significantly (by 25.1%), but decreased for prepaid mobile 

voice (by 1.4%) and messaging (by 13.4%). Furthermore, mobile phone 

voice subscriptions increased by 5.2% between 2017 and 2018 and 88% of 

the total number of subscriptions was prepaid. Mobile cellular contracts 

decreased by 8.2% between 2015 and 2018.

Taken together, it is clear that the vast majority of South Africans have 

mobile phones, and that while penetration is growing at a slow rate, there is 

a trend towards prepaid subscriptions and away from contracts. This means 

that there is still room for growth in the sale of prepaid airtime and data.

Purchased VAS Products and Expected Gains

Figure 9
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Banks

Focus on 
Channels

Focus on 
Channels

More VAS 
Products

More VAS 
Products

Retailers

Channel Growth
From this industry research, it is evident that increasing the number of VAS 

product offerings is more of a focus than adding additional channels. When 

asked if new channels would be pursued, the majority of respondents from 

the retail and banking sector replied that continued focus would be on 

digital channels, with some respondents building the offering on existing 

channels and some retailers adding mobile and digital. 

VAS Business Growth
Two thirds of bank representatives from the survey forecast growth of 15 

to 25% in the next year, with one bank and one retailer looking to double 

their VAS business during the same time period. Retailer respondents on 

the whole have indicated that growth will be more conservative, targeting 

between 5% and 20% in the next year.

Responses from all bank 
participants indicated that their 
strategy for growth is to focus 
on digital channels (reflective 
of decline in physical bank 
branches).

Responses from most retailer 
participants indicated that their 
strategy for growth is to focus on 
digital as well as POS channels 
(reflective of aim to harness POS 
for added services and products).

In some cases, the strategy is to 
focus only on digital channels.

 » Travel tickets

 » Cross-border payments and 
cashouts

 » Bill payments

 » Gift cards

 » Traffic fines

 » e-Commerce

 » Bill payments

 » Prepaid utilities

 » Insurance

 » Betting

We want to allow customers choice, 
so I am not sure we could not have 
the other channels, but it is very 
expensive to do so. It is a prerequisite 
for customer service.
IT Manager, Retailer

Focus and VAS Products

Figure 10
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We want to grow in-store, but then we 
want to cater for a long-term digital 
solution.
VAS Executive, Retailer

..there are certain of our customers 
that prefer eye contact and the new 
generation prefer to do everything 
online or on the [store] app.
Payments Head, Retailer

For the mass market it is an in-store 
environment where they get service 
instantly; where higher income is more 
digital.
Head of Finance, Retailer
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How to Build your VAS 
Business

This section highlights some key elements for success to be 
considered when building your VAS business, or reviewing the 
principles on which your business has been built.  

Furthermore, the issue of whether to build, buy, or partner is 
explored; a list of the typical VAS suppliers in the ecosystem is 
provided; and typical barriers to growth are discussed.  

Key Elements for Success
The following points can be considered as key elements when designing a 

VAS business. Each item will be elaborated on further below.

1. Decide What Type of VAS Business You Want to Build

2. Create a P&L Across All Your Silos and Appoint a Business Owner

3. Identify Your Unique Value Proposition 

4. Focus on Your Customer Experience

5. Find the Right Businesses From Which to Buy and With Which to Partner

6. Identify Your Target Market and Select the Right Mix of Products/Services 

7. Go to Market Quickly
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1. Decide What Type of VAS Business You Want to Build
Your first consideration is to determine if your VAS business is a strategic 

imperative to drive revenue or simply a service of convenience to retain 

customers. In polling industry participants for this research, the following 

feedback was received:

It is not a core function. 
Senior IT Manager, Bank

...I think it is a must-have though in the market. It is 
non-negotiable.
 Digital Product Owner, Bank

Yes [it is a differentiator], it is a must-have for the 
client base.
Senior Manager, Bank

It [VAS] is a big component from a strategic point of 
view; a big component in the whole group. It is quite 
material.
Portfolio Manager, Retailer

Convenience

Different Strategies for Each Business Case
Revenue

 » Others provide it, we should too

 » Consume VAS services from one or two aggregators 
only

 » Aggregators sign commercials with third-parties and 
share commission

 » Don’t have a specialised technology platform to 
manage VAS, but rather integrate directly from the  
channel

 » VAS business unit run as a P&L with a business owner

 » Commercials directly with third parties and with 
aggregators

 » Implement more than five third-party integrations 

 » Dedicated technology platform to deliver VAS into all 
channels

 » Differentiation in unique customer journey and 
experience

Figure 11
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2. Create a P&L Across All Your Silos and Appoint a Business 
Owner
All large VAS businesses have a commonality in that VAS revenue is 

considered significant enough to justify its own P&L and business owner. 

In order to achieve this, you cannot afford to look at the business case 

per business unit, but should focus on a consolidated business case. This 

should be constructed to provide a holistic view and strategy of what the 

opportunity entails. If done properly, most Tier 1 retailers, banks, and 

MNOs will have an attractive business case that justifies a single P&L 

and business owner. This business owner must have clear targets and 

objectives, measured in a way consistent with other peers in the business.

3. Identify Your Unique Value Proposition 
Focus your efforts around developing your unique customer value 

proposition and not on rebuilding commoditised elements of the VAS 

business. You should identify what you can do better than the competition 

and focus your efforts there.

It has had a massive influence because we proved 
across all our branches that centralisation works. 
You can have one system that delivers the services 
for all of them to gain market position. 
IT Finance Manager, Retailer

Value proposition is right at the top; the convenience 
we [are] offering customers. 
Customer Applications Executive, Retailer

I think in this day and age, convenience is key. It is 
probably the number one: Making it accessible for 
customers to buy products.
Loyalty Executive, Retailer

The key drivers are: Everyone is doing it. So 
accessibility is a big thing.
Portfolio Manager, Retailer

4. Focus on Your Customer Experience
Customer experience is a key way to differentiate your brand from 

competitors and, as presented earlier in this report, customers expect 

security, ease, and convenience in order to use or adopt new channels.
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5. Find the Right Businesses From Which to Buy and With Which 
to Partner 
Consult with well-established businesses on which partners and providers 

have helped them be successful, especially as far as the commoditised 

aspects of the business are concerned.  

Be clear on what functionality and which aspects of processing will be 

developed and maintained in-house versus being outsourced. Refer to 

Table 1 and Table 2 to guide who you partner with.

Beyond that, look for partnering opportunities with established Fintechs 

that can potentially white-label their solutions on a profit-sharing basis. This 

will help you get to market quickly, while you build a longer-term strategy of 

owning more of the value chain. 

It must add value to the customer’s life. True value. 
IT Manager, Bank

The easier it is to purchase that VAS, the bigger the 
appeal to use it.
Manager, Bank

The customer wants a seamless process and we must 
make sure everything works behind that…. It must be 
a real value-add.
Senior Manager, Bank

You measure success by the happiness of the 
customer.
VAS Payments Product Manager, Bank

For me it is the customer journey. It must be 
uncomplicated.
Head of Third Party Payments, Retailer

Because we are just implementing it, it is the 
relationship with the third party. I think that is 
particularly important in making the right choice 
technically up front.
Head of Payments, Bank

Partnering is a key success factor
IT Manager, Bank
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6. Identify Your Target Market and Select the Right Mix of 
Products and Services
Consider the five critical VAS products highlighted in the Product Overview 

section of this report as a minimum product offering in your VAS portfolio 

and then begin to search for new products or services that will work well 

in your customer segment. Consider the traditional VAS products first, but 

also consider credit and insurance products. Although these products are 

not covered within the scope of this report, industry trends suggest these 

are the next digital service to go mainstream.

7. Go to Market Quickly
Participants that aren’t maximising their VAS offerings have a final 

opportunity to leapfrog the incumbents and offer a VAS portfolio built with 

a focus on digital channels. Many VAS products, such as airtime, data, and 

electricity are in a mature state, but this research has found that customers 

will adopt new products and channels if they are convenient, safe, and 

secure. 

Customer-facing businesses can shorten their time to market by engaging 

the right partners (Figure 3), leveraging their industry experience, and 

harnessing their relationships with the relevant ecosystem participants to 

create or improve their VAS business.

Market participants were asked whether they prefer to build functionality 

in-house, purchase established solutions, or partner with other 

companies in establishing or growing their VAS businesses. The majority 

of respondents (43%) replied that partnering was best. They cited that 

partnering is preferred because of lower costs, increased speed to market, 

and the fact that there are experts who have already built systems. 

I think you have to have the right products and 
channels. You have to have the products for the 
people’s wants. Something that impacts [the] client on 
a daily basis will drive value.
Executive, Bank

Sometimes you go to market with a new VAS product, 
and a number of times you get ticked by it because you 
took so long to switch something on that the rest of 
the market has already offered ...
Head of Financial Services, Retailer

Build vs Buy vs Partner
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Even those who prefer a combined approach that is based on the merits of 

each individual case (32%), acknowledge the challenges involved in building 

in-house.

Respondents who prefer to build their own platforms (13%) do so to 

differentiate their offering and gain an advantage over their competitors.

Although it is true that each case has its merits, the following figure 

illustrates a good rule of thumb when deciding to build, buy, or partner; or 

which combination of these strategies to use:

Preference is to not build if we don’t have to. We prefer 
to partner or buy. We are a strong believer that most 
IT services have already been built and there are many 
options out there that are available. 
Financial Services IT Manager, Retailer

It is difficult to try and build when there are people 
that are experts in different financial areas. We would 
rather partner with those.
Head of non-traditional products, Bank

We believe partners are experts; we don’t believe we 
are experts. We don’t want to pay school fees to build 
something. We would rather partner with someone 
who has done it before.
VAS Portfolio Executive, Retailer

We use partners, that is the principal. Partners create 
aggregation, profitability, and those are strategic 
parts of it. Otherwise you need to integrate where the 
partner has already integrated.
IT Manager, Retailer

When we build, it takes longer; you don’t get to the 
market quicker. So there are problems if you want 
to go to the market quickly and there are also all the 
costs. 
Executive, Bank

We build; we differentiate the benefits or advantage 
we can have.
Head of Financial Services, Retailer
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Build

Build vs Buy vs Partner Rule of Thumb

Buy Partner

 » We can do it 10x better than what’s 
already out there

 » Do we have time and capex on our side?

 » We don’t have the…expertise, time, 
resources, market knowledge

 » We are playing catch-up

 » Opportunity is new to us but not yet our 
core business

 » Speed to market is imperative

Build Buy/Partner

Pros

 » Technology and process ownership

 » Differentiate through innovation

 » Reduced points of failure

 » Get ahead of competition if you’re an early 

adopter

 » Technology challenges solved by external party

 » Reduced time to market

 » More resource-efficient

 » Reduced integration complexity

Cons

 » Higher upfront capital investment

 » Significantly increased time to market

 » Risk of reinventing the wheel without 

significant upside

 » System maintenance and ongoing 

development is resource-intensive

 » Integration challenges are often more 

complex than anticipated

 » Ongoing costs reduce margins

 » Less control over system management

Below are some of the pros and cons when considering the best approach 

to building your VAS business:

Figure 12
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 » Integration challenges

 » Marketing challenges

 » Regulatory compliance

 » Shifting markets

 » Product margin erosion

 » Executive buy-in and approval

 » Staff education

 » Competition from other players

 » Late market entry

Survey respondents cited the following as further challenges and barriers to 

growth in their existing VAS business: 

Initially customers commonly purchased VAS at retailers and paid for them 

with cash. Gradually, more payment methods became available including 

debit and credit cards, digital tools using tokenised cards, and more 

recently payments using QR codes. Retailers in particular have enabled 

VAS purchases on a variety of alternative payment types such as vouchers, 

coupons, gift cards, lines of credit, and mobile wallets.

Page 19, Factors Influencing Future VAS Sales, made reference to the 

advantage inherent to businesses that provide digital accounts to their 

customers when selling VAS products or services. Banks currently lead 

the way in this regard, both with their banking and loyalty offerings, and 

because they hold store of value in bank accounts; therefore offering more 

opportunities for customers to acquire loyalty points that can be used to 

make VAS purchases. Store of value at retailers is limited to generating 

loyalty points and further limited to specific offers that generate loyalty 

value.

Barriers to Growth

Payment Method Considerations
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 » Integration challenges

 » Marketing challenges

 » Regulatory compliance

 » Shifting markets

 » Product margin erosion

 » Executive buy-in and approval

 » Staff education

 » Competition from other players

 » Late market entry

Focus on QR
Payments

Clear Digital Wallet 
Strategy

Aggregate Multiple 
Payment Methods

Consider The Cash 
Market

Leverage Credit Stores 
of Value

QR codes provide a digital payment method 
that requires digital interaction with a specific 
brand every time a payment is made. If you 
provide QR payment functionality within your 
mobile wallet app and you execute the user 
experience better than anybody else, you 
have the opportunity to upsell customers 
on VAS at opportune times when they are 
interacting with your brand.

Ensure that all your payment types and 
stores of value are available ubiquitously 
across all digital channels. This is a key part of 
focusing on the digital user experience with 
your customers and ensuring a seamless and 
smooth user experience.

Give your customers as much choice as 
possible when it comes to making payment. 
Seek alternative stores of value that you 
can offer as a tender that costs less than 
a traditional card payment, and capture 
niche markets that have an affinity for a 
particular payment type. Examples of such 
niche markets include students receiving 
government loans or grants, specific 
customer groups, loyalty customers, and 
voucher providers.

Banks and MNOs consider what VAS Fintechs 
are doing to help their customers access 
cash. Provide a solution that enables your 
merchants to sell VAS and collect cash as a 
form of tender by providing a digital store of 
value to your merchants. This provides a use 
case for you to begin creating an ecosystem 
around that store of value.

If you have a line of credit that you provide 
to customers, provide it as a payment option 
for appropriate VAS products and services. 
Oftentimes businesses extend credit to 
customers that go unused. Introducing 
additional products and services entices 
customers to use their credit.

Other Considerations
So often, the things that undermine the success of new or growing business 

ventures are the unforeseen impacts and challenges that were not initially 

considered. During the research the industry respondents were asked to 

weigh in on their lessons learnt in order to help you plan ahead. There are a 

few common considerations across the board:

Businesses can further differentiate themselves by offering customers 

multiple payment options within their VAS strategy, such as:

Figure 13
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Customer-Facing Staff Training
The proper training of customer-facing staff ties into 

the focus on customer experience. In the retail context, 

without well trained cashiers and service consultants, 

you will suffer greatly from a customer satisfaction 

perspective. For every new product and service, 

the impact on your customer-facing staff and the 

subsequent training requirements need to be carefully 

assessed.

When doing the technical and process design, also keep 

this point in mind and strive to ensure minimal impact 

from a staff training perspective. Design processes 

for categories of products, rather than products in 

isolation. This will ensure minimal impact when new 

service providers are introduced in an existing product 

category.

Security and Best Practices
Different VAS products, as well as different channels, 

can require specialised customer support and 

troubleshooting. This can impact operation teams, 

including system administrators and support, but also 

may necessitate the training of these teams as the 

Business and Finance Processes
New systems driving the sale of new products may 

require that additional business processes and 

supporting staff are required. 

New or different levels of support may need to 

be added to be available to your customers and 

appropriate monitoring and support of systems need to 

be in place.

New transaction types may also impact the back-

office processing systems and processes. In particular, 

reconciliation and settlement need to be considered 

when introducing or growing VAS in your business.

It has become commonplace for finance processes to be 

a bottleneck in the rollout of new products and services. 

Ensuring robust, scalable, and customisable finance 

support software is critical for avoiding delays.

The biggest impact was 
getting the stores to really 
understand this product and 
how to sell it to the customer. 
That was the only impact. I 
guess that is where we have 
seen most of the challenges 
at the store level.
Loyalty Department Executive, Retailer

Obviously we have to 
conform to PCI. We have to 
be compliant.
Solution Architect, Bank

It impacts operations and it 
impacts our call centre, client 
support centre, and our 
technical team because you 
have a scenario where the 
service is being provided.
Senior Payments Manager, Bank

I would probably say the 
biggest impact was the 
financial side. There were a 
number of new ways to look 
at money flows that weren't 
catered for in the past. New 
reconciliation settlement 
rules that they were not used 
to. In terms of marketing, we 
used a different approach to 
marketing which they were 
also not used to.
VAS Executive, Retailer
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problems encountered are specialised and sometimes 

isolated.

Whenever payments are made for goods or services, 

you need to take the security of the data you are 

handling into account. Whether you are adding payment 

channels or setting up a new VAS business, you will 

need to consider the impact of new data types and the 

laws that govern them on your compliance and security 

team, support, and infrastructure teams. Even without 

personal data being involved, the transmission of data 

that has value, such as voucher numbers and PINs will 

need to be protected.

Lastly, be aware of any additional compliance 

requirements and consider certifications such as ISO 

27001 that go a long way towards ensuring compliance 

to  industry best practices.

There are a lot of pitfalls 
that if you don’t know, you 
will burn badly. We have a 
whole Networks and Security 
department”
Senior IT Manager, Bank

Software Development
Depending on the existing systems in your business, 

you may need to invest in the development of additional 

front-end functions to support the sale of VAS goods 

and services, for example, the addition of options to the 

POS system UI, or similar digital front-end channels.

You may also require additional back-office software 

changes to accommodate additional payment types or 

transaction records.

At this stage our point 
of sale is the bottleneck 
because of the version of it 
and our appetite to update 
to something new. It gets 
switched on quickly, because 
there are lengthy and costly 
cycles to introduce new 
products. That is what the 
holdup is.
Solutions Architect, Retailer
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Conclusion

Until recently, the sale of digital goods and services has been 
something only retailers have fully embraced. MNOs have 
traditionally focused their VAS offering on products, such as airtime 
and data, that are related to their core business. Banks have realised 
the relevance of VAS with the introduction of online banking and 
have added this functionality to their mobile apps. It is obvious that 
customers have come to expect a bouquet of VAS offerings from not 
only retailers, but also banks and MNOs, as standard services.

The Race to Digital
As retailers developed their VAS business portfolio and alternative payment 

methods became available, they began to realise that the payment 

technologies they had invested in, which they were also using to process 

VAS transactions, were no longer fit for purpose. This opened the way for 

new partnerships with VAS software providers to simplify the management 

of newly created and profitable VAS business units. These partnerships 

offer you, as a bank, MNO, or retailer, the opportunity to implement built-

for-purpose functionality quickly and efficiently in an environment where 

speed to market is critical.

With the advancement of smartphone penetration and the pressure on 

networks to lower data costs; mobile app uptake and usage is on the rise. 

This research uncovered that customers have a strong affinity towards 

using the mobile app channel to purchase the top five VAS products. 

Remembering that customers value security, convenience and ease of 

use when choosing a channel to use, this is where opportunities to define 

your value proposition exist. As a bank, now is the time to gain additional 

market share by offering these services through this expanding customer 

touchpoint. Conversely, if retailers do not digitise their existing offering via 

their store apps, they risk losing out to the banks. Banks have the added 

advantage in that you have direct access to customer accounts, thereby 

saving on acquiring fees. For MNOs, the race to market share growth will be 
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Digital Payments,
Digital Products,
and Value Added Services
Accept more payments and earn fee revenues with the Electrum Cloud Platform
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Electrum Payments
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South Africa’s top retailers, banks, and MNOs rely 
on Electrum’s transaction processing software to 
help them engage their customers across all 
channels. Electrum helps customer-facing 
businesses to manage their VAS portfolio; sell 
digital goods and services at a profit; reconcile 
and settle against digital transactions; and accept 
non-card-based payments. In 2019, over 3 billion 
transactions were processed through Electrum’s 
SaaS platform.
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These businesses rely on Electrum:

Largest Healthcare Retailer in 
Africa

Biggest MNO in Africa

Most Cost Effective Money Transfer 
Service in South Africa 

Fastest-Growing Retail Bank in 
Africa

harder as your margins will be under pressure due to payment processing 

fees, considering your store of value is limited to contract subscribers. 

What is clear from the research is that now is the time to focus on providing 

VAS as a profit centre for your business, to win more customers, and add to 

your bottom line. A robust and well-defined strategy will help you succeed 

in an environment where the primary opportunity is in the digital space 

and the competition is sure to be fierce. Identifying your unique value 

proposition, the right array of VAS products, and the relevant channels for 

your business or for your customer will ensure you stand out from your 

competitors in a rapidly developing landscape. 
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Address

16A Newmarket St, Foreshore,

Cape Town,  

South Africa
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