
We’re making the most  
of machine learning 
throughout our group ...
It’s at the heart of how we create 
value by improving people’s lives

 Read more on page 48
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OLX Group achieved its 
first year of profitability, 
and annual revenues 
exceeded target. 
We continued to invest 
and expand, notably 
into car and real estate 
convenience offers, 
while reorganising 
and streamlining, where 
necessary, to increase 
efficiency and 
customer focus.

PayU continued to 
grow fast and the 
core payments service 
provider business 
moved into profit 
for the first time. We 
continued to build on 
core payments and 
moved progressively into 
broader fintech, notably 
credit services.  

We increased our focus 
and investment in the 
fast-growing world of 
food delivery. We 
committed to, along 
with Innova, invest 
an additional US$400m 
in iFood. We also 
invested a further 
US$716m in Indian 
food-delivery 
leader, Swiggy. 

MakeMyTrip extended 
its position as India’s 
number 1 online travel 
agency (OTA). In April 
2019, we announced that, 
subject to customary 
closing conditions, 
including obtaining the 
requisite regulatory 
approvals, Naspers 
will exchange its 43% 
effective interest in 
MakeMyTrip for an 
approximate 6% 
effective interest in 
Ctrip. This transaction 
is expected to close in 
the second half of the 
2019 calendar year.

We continued to identify, 
explore and build the next 
wave of growth for 
Naspers. Investments 
ranged from adding to our 
education portfolio through 
a US$35m investment 
for an initial stake in 
healthcare innovator Honor 
to a US$383m investment 
in Indian educational 
company BYJU’S.

Tencent continued 
to excel in China, 
providing digital content 
to its users across online 
media platforms.
Mail.ru consolidated 
its position as Russia’s 
leading internet group. 
International revenue 
now accounts for over 
63% of Mail.ru’s online 
games revenue.

Media24 focused on 
growing its digital media 
and ecommerce 
operations while 
maximising profitability 
in print media.

Classifieds

Performance
From Classifieds to Payments and Fintech, to Food Delivery – we focus on 
high-growth consumer internet businesses in areas where we can make a 
lasting positive difference to people around the world. This year we delivered 
a strong performance across our segments, characterised by continued 
growth, breakthroughs in profitability and ever-greater customer focus. 

eMAG delivered another 
year of strong growth, 
with its Romanian 
business increasing 
profits year on year. 
In South Africa, all 
three Takealot 
businesses grew 
and improved unit 
economics extensively 
through scale and 
cost efficiencies. 

Get a career you can be proud of.

Global consumer internet portfolio

  Read more on page 33   Read more on page 35   Read more on page 37   Read more on page 39   Read more on page 41   Read more on page 42   Read more on page 44  Read more on page 43

Payments  
and Fintech

Food Delivery Etail Travel Ventures Social and 
internet platforms

Media

Highlights of the year
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Classifieds 
REVENUE(1) (US$’m)

875

628

2019

2018

IFRS:  39% LC:  37%

TRADING PROFIT/LOSS(1) (US$’m)

2

(114)

2019

2018

IFRS:  >100% LC:  >100%

PERFORMANCE HIGHLIGHTS

Our Classifieds business had 
a standout year. OLX Group 
achieved its first year of profitability, 
with revenue up 39% (37%) to 
US$875m. The segment was 
profitable overall (including letgo) 
with trading profit of US$2m which 
was a US$116m improvement from 
the US$114m trading loss in the 
previous year. We continued to invest 
and expand, notably into car and 
real estate convenience offers, while 
reorganising and streamlining, where 
necessary, to increase efficiency and 
customer focus. OLX is on track 
to become one of the world’s most 
successful classifieds companies.

Notes
(1) Presented on an economic-interest basis.
LC = local currency.:

Becoming even more  
customer centric
Throughout the year, we focused on 
increasing efficiency and scalability, 
taking every opportunity to become 
more customer centric. Accordingly, 
we simplified our organisation into 
four business units: OLX Markets, 
Avito, letgo and OLX Ventures. 

We reorganised OLX Markets into 
a global unit with one management 
team and a coordinated focus on 
product and technology, allowing us 
to innovate faster for customers at 
lower costs. We continued to roll 
out our global product platform, 
successfully launching it in two new 
markets, Pakistan and India. We also 
consolidated our teams and now have 
seven technology hubs in: Berlin, Lisbon, 
Buenos Aires, Delhi, Poznan, Moscow 
and Barcelona.

This opens the way for us to work 
together, share ideas, apply technology 
and develop products and services 
for customers far more quickly 
and effectively. 

Growing letgo in the US
letgo is a hyperlocal mobile classifieds 
marketplace app mostly used in the US 
and Turkey. During the year, monthly 
unique listers increased by 34% while 
monthly unique buyers increased by 
29%.  In August 2018, we announced 
that letgo acquired the share capital 
held by non-controlling shareholders 
of Letgo USA B.V. for US$189m. 
With over 100 million downloads and 
400 million listings, letgo is the biggest 
and fastest-growing app for buying and 
selling locally. The new funding will help 
letgo accelerate its growth through 
product evolution, expansion into new 
verticals and monetisation.

From electronics to cars to clothing 
and collectibles, the free letgo app 
makes it easy to list what you no longer 
need and find great deals nearby on 
anything you do need. It is known for 
its innovative, easy-to-use features 
such as video listings.

“ Our vision is to deliver 
superior value for over a 
billion people. We want 
to make it easy for anyone 
to buy and sell almost 
anything – from household 
goods to phones, cars and 
houses. Convenience is the 
future of classifieds and 
we are driving it.”
Martin Scheepbouwer 
CEO: OLX Group

The team has applied artificial 
intelligence (AI) and machine learning 
(ML) to develop letgo Reveal – an 
innovative feature that allows you 
to scan an object with your mobile 
camera, operated through the app, 
which then automatically suggests a 
price, time to sell and description. 
You simply need to decide whether 
or not you want to sell the item.

OLX Markets
Through OLX Markets, we operate 
online classifieds marketplaces in about 
38 countries across Eastern Europe, 
Portugal, Southeast Asia, Latin America, 
Africa and the Middle East. 

Consolidating our position in Russia
In January 2019, OLX invested a 
further US$1.16bn in Avito, bringing its 
effective ownership of Russia’s leading 
online classifieds player to 100%. We 
first invested in Avito in 2013 and it has 
since continued to grow fast in five key 
categories: goods, autos, real estate, 
jobs and services. 

LETGO

82%
total brand awareness for letgo

34%
increase in monthly unique listers

29%
more monthly unique buyers

“ We are extraordinarily 
fortunate to have investors 
who believe so strongly in 
our vision and team. We 
are fuelling unprecedented 
growth in the secondhand 
economy through meaningful 
innovation. Our app makes it 
simple for tens of millions of 
buyers and sellers to connect 
in their own neighbourhoods 
so they can put more money 
in their pockets, declutter 
their lives and put their 
space to better use.”
Alex Oxenford
Co-founder: letgo

TOTAL ADDRESSABLE MARKET IN 
THE US (US$BN)

Source: 10-year market size US (Source: 
market sizing exercise conducted with 
OLX and Naspers M&A team).

  
 Goods 1.2
 Jobs and services 3.6
 Real estate 4.0
 Cars 3.0

11.8
 

OLX 

340m
monthly active users worldwide 
on our classifieds apps and platforms

71m
net new listings and 17 million items are 
bought and sold every month on average

38
countries across Eastern Europe, 
Portugal, Southeast Asia, LatAm, 
Africa and the Middle East

US$2m
trading profits achieved by OLX Group  
during its first year of profitability
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Avito now attracts a large portion 
of the Russian internet population 
every day. It has made substantial 
improvements in monetisation, driving 
more sales efficiency and increasing 
paying users. Our investment 
demonstrates our continued belief in 
the long-term growth prospects of 
this great business and the Russian 
internet market.

Offering customers 
greater convenience
We made a number of significant 
investments in convenient transactions 
to expand our ecosystem with deeper 
and broader offers to meet our 
customers’ needs. Increasingly, we are 
expanding our dedicated automotive 
and real estate vertical businesses, 
where the opportunities to scale and 
monetise are high. We facilitate over 
70% of all used-car transactions in India, 
and 57% of OLX Group revenues 
currently come from vehicles and 
real estate.

Making it easier to buy and sell cars
In May 2018, we invested US$89m 
in Frontier Car Group (FCG). 
A fast-growing online and offline car 
marketplace, FCG currently operates in 
Nigeria, Mexico, Chile, Turkey, Pakistan 
and Indonesia. Private car buyers and 
sellers and dealers all benefit from the 
combination of FCG’s instant cash 
services and OLX Group’s proprietary 
classifieds technology, increasing the 
speed and convenience of buying 
and selling. 

Boosting our presence in online 
real estate
In line with our growing focus on real 
estate, in Latin America we joined 
forces with Properati, the leading 
real-estate platform in Argentina. 
The deal covers Argentina and 13 
other countries. It also includes full 
ownership of Credirati, a platform that 
streamlines mortgage-loan acquisitions. 

Capitalising on ML
We continue to capitalise on advances 
in technology, in particular ML and we 
are focusing on identifying how AI can 
help us even more in our businesses. 

We currently have around 200 ML 
specialists working on some 80 different 
use cases. As ever, the emphasis is on 
improving things for customers – 
making products easier to use, smarter, 
more personalised and improving levels 
of trust and safety.

We registered three new patents this 
year – letgo’s Reveal product, Dynamic 
Determination of Smart Meetup 
application, and Voice Notes Fraud 
Detection application. 

FUTURE FOCUS – BUILD AN ECOSYSTEM OF CLASSIFIEDS 
AROUND CUSTOMER NEEDS

The Determination of Smart Meetup 
application is a feature which allows, in 
any chat conversation within an OLX 
app, a buyer and a seller to request safe 
meetup suggestions to complete a 
transaction. The meetup suggestions 
screen will dynamically take into 
account both the buyer and seller’s 
current location and suggest a list of 
meetup points based on the customer’s 
preferences and/or known safe 
locations. Both buyer and seller can 
then select a meetup location, and the 
OLX app will give them directions and 
travel times. 

OFFERING CUSTOMERS GREATER 
CONVENIENCE – BREAKDOWN OF 
CONVENIENT TRANSACTIONS

 %
 Vehicles 40
 Real estate 17
 Jobs/Services 18
 Goods 12
 Others 12

The Voice Notes Fraud Detection 
application applies ML models to voice 
notes to catch potential scammers. 
The OLX app facilitates a chat function 
between buyer and seller that permits 
leaving voice notes. These voice notes 
can be transcribed to standard 
text format. 

In order to catch potential fraudulent 
activities, the invention uses ML models 
to analyse the transcribed text through 
a fraud detection service. If some fraud 
is detected, the offending party may 
be banned automatically. 

Looking ahead
Our focus will be on building the 
world’s best ecosystem of classifieds 
for customers. In many ways, this is a 
continuation and acceleration of what 
we have achieved this year. We will 
concentrate on increasing ease of 
use, convenience, trust and safety for 
customers and making the most of 
ML to solve customers’ pain points. 
Our aim is to give hundreds of millions 
of people around the world the very 
best classifieds experience.

...  with the right 
enablers

•  Easy and liquid
• Smart and personalised
• Safe and trustworthy
• Convenient

•  Build with a talented 
and diverse team

• Support via M&A

•  Deploy in  
value-driving  
markets

AVITO 

#1
Avito is the leading 
online classifieds 
marketplace in 
Russia, and Dubizzle 
is a leading online 
classifieds 
marketplace 
in the Middle East 
and North Africa

3
Focus on key 
user needs  ...

...  in the right 
markets

1 2

Classifieds continued
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Payments and 
Fintech
REVENUE(1) (US$’m)

360

294
2019

2018

IFRS:  22% LC:  28%

TRADING LOSS(1) (US$’m)

43

64
2019

2018

IFRS:  33% LC:  67%

PERFORMANCE HIGHLIGHTS

Growing fast and generating profit 
from its core Payments business for 
the first time, PayU forged ahead 
on its mission to build a world 
without financial borders. For both 
core payments and newer credit 
services, India is proving a highly 
dynamic and significant market for 
us. We processed close to 500 million 
transactions with a total value of 
US$15bn in India and currently 
handle over 1 million consumer 
loans per month. 

Notes
(1) Presented on an economic-interest basis.
LC = local currency.

“ PayU is a significantly 
different business today to 
three years ago. We have 
transformed it from a 
local-payments-only 
company into a broader 
financial services firm 
across high-growth 
markets. Our ambition is 
to build a world without 
financial borders”
Laurent Le Moal 
CEO: PayU

Spotlight on 
India – a world 
of opportunity 
for payments 
and fintech 
In India, digital transactions are 
forecast to overtake cash payments 
by 2022.

Around 50% of India’s 1.3 billion 
people are under 30. Over the 
next decade, over 100 million young 
digitally savvy Indians will join the 
country’s workforce and consumer 
pool. Smartphone penetration will 
more than double to around 
700 million in 2020. 

The size of India’s digital payments 
industry is estimated at US$200bn 
– US$110bn online and US$90bn 
offline via card transactions at 
point of sale. The online portion 
comprises US$30bn in ecommerce-
related payments and some 
US$80bn in utility bills and 
recurring payments.

AN UNDERBANKED WORLD 
2 billion adults without credit bureau coverage – regional % of population

Sub-Saharan 
Africa

Latin America 
and Caribbean

Middle East and 
North Africa

South Asia

East Asia 
and Pacific

Europe and 
Central Asia

60% 93%

88%
87%

63%

78%

Mumbai, India.

Opening up a world 
of credit to people
In line with PayU’s mission to build 
a world without financial borders, we 
are pioneering credit for underbanked 
people in India. Until now, millions of 
people have not had access to credit, 
and have been prevented from 
benefiting fully from the ecommerce 
revolution. By combining our 
experience and access to data with 
smart technology, particularly ML, 
we have developed state-of-the-art 
credit underwriting and data-driven 
credit-decision models that enable us 
to make credit available where 
previously it was not. 

Our aim is to build the leading credit 
platform for India – an easy-to-use 
trusted platform for customers and 
merchants alike.

Moving into profit
We delivered on our three-year goal 
to bring the core Payments business 
to profitability on an operational basis. 
This business reported a 4% trading 
profit margin this year, compared to 
a 7% trading loss margin last year. 

Growing well
We more than doubled the size of 
our Payments and Fintech business 
over the past three years. This year 
we processed 920 million transactions, 
up 41% on last year’s more than 
650 million. Total payment volume was 
US$30bn, up 29% in local currency.

Continuing to expand into fintech 
We made key investments to extend 
our scope beyond pure payments, 
thereby becoming a broader 
fintech business. 

This included remittances (Remitly) 
while consolidating our Payments and 
Fintech business through the acquisition 
of Citrus, and making a foray into credit 
with further investments in PaySense 
and ZestMoney, and building our own 
credit product, LazyPay. 

This year we expanded further, notably 
in credit. In India, we now have over  
1 million credit transactions per month. 

Significant growth in India 
India is a great growth story for us. It is 
our largest and fastest-growing market. 
We are the leader in ecommerce 
payments in India and it is the major 
driver of our growing payment 
transaction volumes. India is also key 
to our success in credit, where we have 
rapidly grown to more than 1 million 
credit transactions per month. We are 
looking at growing our franchise and 
evolving into a digital financial services 
platform from a pure play online 
merchants payments service provider.

PAYU

18
PayU operates in 18 high-growth markets, 
five of which are among the ten 
fastest-growing markets globally: India, 
Turkey, Russia, South Africa and Mexico 

INDIA

500m
In India, we process close to  
500 million transactions with  
a total US$15bn in value

PAYMENTS AND FINTECH

41%
This year we processed 920 million 
transactions, up 41% on last year’s  
more than 650 million

29%
Total payment volume was US$30bn, 
29% above last year in local currency
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Investing for success
During the year, we made a number 
of key investments to strengthen our 
core Payments business and our 
growing Fintech offering. We invested 
US$12m in PaySense, the Indian online 
credit provider for customers currently 
underserved by traditional sources of 
credit. In the past year, PaySense and 
ZestMoney combined have disbursed 
loans to the value of over US$140m 
to customers across India.

Creating a global payments hub
We acquired leading payments 
technology platform, Zooz for US$60m 
in August 2018. This strengthens our 
ability to provide a single global PayU 
payments hub covering a population of 
2.3 billion across high-growth markets. 

With a global platform, we make it 
easier for merchants to grow their 
businesses, provide a better customer 
experience and gain efficiencies 
from streamlining our operations, so 
everybody wins. We will optimise the 
PayU hub in the coming year. It is a key 
part of our aim to remove financial 
borders so we can make the lives of 
merchants and consumers as easy as 
possible and, in turn, create value for 
everyone involved.

*Source: Accenture.

“ Our mission at PayU is to 
democratise credit across 
all markets. Companies 
like PaySense encompass 
everything we’re looking 
for: a great product, 
an outstanding team 
and an extensive 
market opportunity.”
Fady Abdel-Nour
Global head M&A and investments: PayU

Making the most of ML 
In November 2018, we rolled out 
a fraud-monitoring solution using ML 
in Europe. As a result, we were able to 
maintain the level of fraud management 
while reducing the manual workload 
by 80% – increasing efficiency and the 
scope to scale. This service is currently 
at the forefront of its industry and 
demonstrates what we can do by 
applying ML to make improvements 
for merchants and customers.

Looking ahead
We expect our strong growth in 
Payments and Fintech to continue. 
Our aim is to again double our 
Payments and Fintech business over 
the next three years and to have digital 
financial services and credit platforms. 
We will continue to look for good 
growth and opportunities to extend 
our fintech offering, including through 
M&A. We have, for example, made 
exploratory investments in blockchain 
and cryptocurrency.

Payments and Fintech continued GLOBAL PAYMENTS*

60%
of absolute revenue growth coming 
from developing markets by 2022

MACHINE LEARNING

80%
reduction in the manual workload while 
maintaining the level of fraud management
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“ We’re thrilled to have grown 
the online food-delivery 
market in India at an 
exponential rate by always 
considering our customers. 
Swiggy has been at the 
forefront of elevating the 
potential of Indian food 
delivery with its industry-
changing innovations and 
focus on delivering the best 
consumer experience to 
millions of Indians.”
Sriharsha Majety
CEO: Swiggy

Food Delivery
REVENUE(1) (US$’m)

377

166
2019

2018

IFRS:  >100% LC:  57%

TRADING LOSS(1) (US$’m)

171

30
2019

2018

IFRS:  >100% LC:  >100%

PERFORMANCE HIGHLIGHTS

This year we increased our focus 
and investment in the fast-growing 
world of food delivery. It is now 
one of our three core segments, 
alongside Classifieds, and Payments 
and Fintech. During the year, we 
committed, along with Innova, to 
invest an additional US$400m in 
iFood to enable the business to 
accelerate growth by expanding 
coverage and investment in 
first-party delivery capabilities, 
speed up product development and 
innovation and deliver personalised 
experiences to customers. We also 
invested a total of US$716m in 
Indian food-delivery leader, Swiggy, 
during the year. iFood remains the 
clear leader in Brazil and holds 
competitive positions in Mexico and 
Colombia. Swiggy’s annualised GMV 
increased 265% and annualised 
order volumes increased by 320%. 
Delivery Hero reported €4.5bn 
in GMV and €665m revenue 
from continuing operations for its 
year ended 31 December 2018. 
Notes
(1) Presented on an economic-interest basis.
(2) Interest following the US$637m investment 

in January 2019.
LC = local currency.

It is changing fast, too – with the 
development of new offline elements 
such as kitchens designed only for 
food delivery (independent kitchens 
producing food usually under an 
online-only brand) fuelling the drive 
to give people greater choice, quality 
and speed of delivery, and restaurants’ 
new ways to sell more food.

Building on our strong presence
We continue to build on our strong 
presence in food delivery, where 
we currently have leadership positions 
in 36 markets. 

Delivery Hero
We have a 22% stake in Delivery Hero, 
which operates in 41 countries around 
the world and leads in 33. Delivery 
Hero is predominantly a third-party 
(3P) marketplace model, where its 
platforms arrange for restaurants to 
deliver food to users. But it also has a 
first-party (1P) marketplace model, 
where it provides the delivery services 
as well. Delivery Hero fulfilled 369 million 
orders over its financial year ended 
31 December 2018. 

Swiggy
We have a 39%(2) stake in Swiggy and 
invested an additional US$716m in this 
business during the year. Since our first 
investment in June 2017, Swiggy has 
grown its monthly orders tenfold. It is 
the most-loved food delivery brand in 
India, providing the best service to 
consumers through over 85 000 
restaurant partners and 170 000 
delivery partners across more than 
130 cities. Swiggy is an Indian success 
story we are proud to be part of. 

Making the most of the food-
delivery opportunity
The world of food delivery is a great 
example of using smart technology 
to give us the things we love more 
quickly, easily and enjoyably. In tandem, 
shifting global trends such as the rise 
in urban populations, smartphone 
use, middle-class spending, a growing 
youth population and mobile payments 
are fuelling growth. It is therefore no 
surprise that the food-delivery market 
is expanding rapidly across the globe. 
Globally delivered food is a US$300bn 
market, growing at two to three times 
the rate of the overall food market, 
while online food delivery is growing 
at 30% per year and is already a 
US$75bn+ global market. 

SWIGGY

85 000
Swiggy restaurant partners spread 
across 130 cities

US$716m
invested in Swiggy, India’s largest 
food-delivery platform

GLOBAL FOOD DELIVERY

US$300bn
Globally, delivered food is a US$300bn 
market, growing at about four times the rate 
of the overall food market 

US$75bn
Online food delivery is growing at 30% 
per year and is already a US$75bn+ 
global market
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iFood
We also back Movile subsidiary iFood, a 
leading online food-delivery platform in 
Latin America. iFood is Brazil’s favourite 
food-delivery option and also operates 
in Mexico and Colombia. It is one of the 
fastest-growing large-scale food-delivery 
companies in the world. Naspers 
and Innova’s US$400m additional 
funding commitment enables iFood to 
accelerate growth by expanding 
coverage and investment in first-party 
delivery capabilities, speed up product 
development and innovation, and 
deliver personalised experiences to its 
customers – the largest tech-funding 
commitment in Latin America at the 
time of the announcement. 

During the year, iFood focused on 
increasing brand awareness, offering 
a much more reliable, quicker delivery 
service for customers, and a greater 
range of more affordable food options. 
For example, we pioneered affordable 
lunch offers, where customers can 
get lunch delivered for around 
US$4 per order.

The number of restaurants and 
couriers increased more than 100% 
in Brazil, iFood’s main market. There 
are currently 120 000 couriers 
connected to iFood and 66 000 
restaurants in 500 cities.

iFood works closely with restaurants to 
help them build their businesses via the 
platform, for example by helping them 
advertise and by providing tools to help 
with order management. Similarly, the 
team works with its network of 
delivery partners. 

The platform is there for all to gain from 
great food delivery, from a restaurant 
looking to expand its orders, to a 
courier keen to earn more money 
or a customer wanting great food, fast.

iFood aims to build the largest, 
most-loved food-delivery company in 
Latin America. To support that goal, 
ongoing investment in technology, 
notably ML, is increasingly important 
in key areas such as pricing, demand 
prediction and order management, 
offering more relevant options to 
customers and orchestrating quick, 
reliable deliveries. Technology is at 
the core of improving the experience 
for customers, restaurants and 
couriers alike.

Mr D Food
Through Takealot, we own Mr D 
Food, the leading online food-delivery 
business in South Africa. Mr D Food is 
reported as part of the Etail segment 
as its logistics are closely integrated 
with that of Takealot.

Food Delivery continued

iFOOD

17.4m
orders processed by iFood in March 
in Brazil, representing growth of almost 
130% compared to 7.6 million orders 
in the same month last year 

12.6m
unique customers in more than 500 cities

iFOOD 

558 000
orders handled by iFood per day in Brazil, 
17 times more than its nearest competitor 
in terms of daily unique users

66 000
iFood’s 66 000 restaurant partners and 
120 000 couriers offer customers the best 
choice and quality of food, delivered fast, 
using iFood’s innovative technology platform

US$360m
invested in iFood over the years

“ We want our consumers 
to have an amazing 
delivery experience from 
the moment they order 
their food to the moment it 
arrives, and our partners – 
the restaurants and delivery 
fleet – make that happen 
by living our purpose of 
improving people’s lives 
using our services.”
Carlos Moyses
CEO: iFood
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Etail
REVENUE(1) (US$’m)

1 847

2 060
2019

2018

IFRS:  10% LC:  20%

TRADING LOSS(1) (US$’m)

150

270
2019

2018

IFRS:  44% LC:  14%

PERFORMANCE HIGHLIGHTS

eMAG 
eMAG’s Romanian business 
continued to grow above the market 
rate and generated higher profits 
year on year. Its other businesses 
also grew and eMAG increased 
operational efficiency. To become 
Central and Eastern Europe’s 
leading online retailer, the focus is 
on improving profitability, adding 
more value and increasing customer 
satisfaction and loyalty. 

Takealot 
Building on its position as South 
Africa’s leading etailer, Takealot had 
another good year across its three 
core businesses: Takealot.com, 
Superbalist and Mr D Food. All 
three businesses grew and improved 
unit economics through scale and 
cost efficiencies. Group gross 
merchandise volume (GMV) grew 
53% and group gross margin after 
delivery costs improved by 2%.

Notes
(1) Presented on an economic-interest basis.
LC = local currency.

This is a good demonstration of the 
quality and teamwork of our people, of 
learning and developing together and 
applying technology in smart ways to 
improve the experience of customers.

Dedicated to quality
To continuously increase the quality of 
eMAG’s 3P marketplaces, a dedicated 
team focuses on monitoring and helping 
3P sellers. The team’s work ranges from 
providing advice and training, to blocking 
fraudulent activity. 

This marketplace optimisation 
safeguards and improves the customer 
experience while protecting eMAG’s 
brand and reputation. It also helps third 
parties develop their businesses and 
sell more. 

eMAG
Optimising marketplaces
Through its dedicated team, eMAG 
optimises 3P marketplaces – looking 
after the interests of customers, 
protecting and building the eMAG 
business and brand, and helping third 
parties improve their businesses.

Diversifying to grow
eMAG is diversifying its sales through 
a mix of 1P and 3P models and 
product categories. 

Growing well in Central and 
Eastern Europe
eMAG delivered another year of 
strong growth. The Romanian business 
achieved 25% gross merchandise 
volume (GMV) and 11% year-on-year 
revenue growth. Performance was 
particularly pleasing across the 3P 
marketplace, which grew 50%. 

eMAG’s Bulgarian and Hungarian 
businesses improved and the Fashion 
Days brand also performed well.

 
Getting together to generate 
great new ideas
eMAG holds annual hackathons – 
coders get together for 24 hours 
to code something amazing, winning 
great prizes. Now in their fifth year, the 
hackathons have become bigger and 
better each year. 

They led to a great new product idea, 
now being offered to eMAG customers. 
During the 2017 hackathon, a team 
came up with the idea of adding a 
self-service barcode interface to eMAG 
lockers – enabling customers to save 
time when collecting their purchases. 
EasyBOX launched in Bucharest, giving 
customers the option to quickly, easily 
and securely pick up orders 24/7. 

“ Entrepreneurship is like 
magic: you put in the 
work, you put in the 
capital, and what comes 
out of it does good things 
both for the community 
and for the company.”

Iulian Stanciu  
CEO: eMAG

EMAG 

25%
gross merchandise volume (GMV)

21%
year-on-year revenue growth

50%
increase in performance across the 
3P marketplace

Improving operations
A new warehouse was built and 
opened on time and ahead of budget. 
It uses LED panels for energy-efficient 
lighting and eMAG is considering solar 
panels in warehouses.

The investment in the new warehouse 
is part of eMAG’s focus on improving 
operational efficiencies and driving 
down costs, understanding that 
everyday improvements can have 
a major impact. 

For example, eMAG’s internal audit 
team has identified a way to improve 
the speed and efficiency of stocktaking 
by adapting the algorithm for scanning 
stock to the different sizes and set-ups 
of warehouses across eMAG’s network 
of businesses.

eMAG continues to capitalise on 
ML, with inhouse technology teams 
developing new tools and ways to 
give the business more predictability 
and enable it to react faster, as 
well as building customer-friendly 
improvements such as helpful 
recommendations on what to buy.

Merging in Hungary
Towards the end of the year, eMAG 
announced the planned merger of its 
Hungarian business with local player, 
Extreme Digital, which is subject to 
regulatory approval. This will create one 
of the leading ecommerce businesses 
in Central and Eastern Europe, with 
a combined turnover of €220m and 
a goal of tripling sales in five years.
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Etail continued Room for growth
There is still significant room for growth 
in the South African ecommerce market. 
Current ecommerce penetration is 
1.3% compared to 11–19% in the US, 
China and the UK. This is forecast to 
grow to 3% by 2020. So Takealot is in 
the right market at the right time, but 
continued growth and success is 
above all the result of executing well 
– providing good customer service 
and value.

The end-to-end delivery advantage
A key advantage for Takealot is its own 
established end-to-end delivery system. 
This enables Takealot to push technology 
into the business and provide a better 
customer experience – with notable 
benefits such as same-day delivery, 
weekend deliveries, pick-up points and 
more predictable delivery cycles. 

Takealot is now arguably the largest 
direct-to-home delivery business in 
the country – making as many as 
1.3 million deliveries a month.

Investing in top talent
As Takealot continues to grow, the 
challenge is to keep recruiting and 
retaining the very best talent. 

A graduate recruitment programme 
and the establishment of development 
offices in Stellenbosch and Johannesburg 
have helped attract further engineering 
talent. Takealot is determined to keep 
the quality of recruits high even as 
pressure to increase the quantity grows. 
Accordingly, a rigorous, groupwide 
recruitment programme, Extraordinary 
Minds, ensures the right people are hired.

Going greener
Last year, Takealot made 100% of its 
packaging recyclable. This year, it took a 
further green step by replacing plastic 
voids with paper voids, so that the 
material used to protect products inside 
the packaging not only keeps customers’ 
purchases safe but also goes some way 
to caring for the planet.

Takealot has also updated its transport 
fleet to newer, larger, more energy-
efficient vehicles. This saves money 
and is better for the environment. 
More energy-efficient LED lighting 
is also being introduced in the 
distribution centres.

In addition, where possible, Takealot is 
using seafreight rather than airfreight, 
which again is more cost efficient and 
environmentally friendly.

Giving back to local communities
Takealot has formed a partnership with 
Uturn, which focuses on supporting the 
homeless in Cape Town.

Takealot
Performance highlights
Building on its position as South Africa’s 
leading etailer, Takealot had another 
good year across its three core 
businesses: Takealot.com, Superbalist 
and Mr D Food. All three businesses 
grew and improved unit economics 
through scale and cost efficiencies. 
GMV grew 53% and group gross margin 
after delivery costs improved by 2%.

Leading in South African etail
Takealot.com, South Africa’s leading 
online store, grew revenue 31% in 
local currency year on year. The 3P 
marketplace is a major part of this 
success: from 24% last year, 3P 
accounted for 30% of GMV this year. 
The goal is to have 50% of GMV 
generated through the 3P marketplace, 
benefiting consumer selection and 
choice, pricing and profitability.

“ The growth in our 
businesses is really the result 
of executing well – providing 
good customer service and 
value and convenience to 
consumers. But we’ve also 
got the wind behind us, 
with great room for more 
ecommerce growth 
in South Africa.”
Kim Reid 
Founder and CEO: Takealot

It also has a longstanding link with 
Beautiful Gate, an organisation 
dedicated to supporting family welfare 
in Cape Town. Whenever someone 
checks out of a Takealot site, they have 
the option to donate to Beautiful Gate. 
Around R100 000 was donated in the 
first year of the partnership. Seven 
years on, donations now total R3.8m.

Continue growing
Looking ahead, key initiatives with 
Takealot.com revolve around logistics 
and certainty of delivery. 

With Superbalist, the focus next year 
will be on bedding down and building 
the merged fashion business.

At Mr D Food, rapid growth is 
expected to continue as we capitalise 
on existing advantages, including our 
delivery systems, to continue this 
success story.

Flipkart

Creating value with Flipkart
In August 2018, we sold our 12% stake 
in Indian ecommerce company, Flipkart, 
to US-based retailer Walmart for 
US$2.2bn. We first invested in Flipkart 
in 2012 and helped it become India’s 
largest domestic online retailer. Our 
sale delivered a healthy 29% internal 
rate of return on our investment.

TAKEALOT 

31%
Takealot.com, South Africa’s leading online 
store, grew revenue 31% year on year

100%
of Takealot’s packaging is recyclable

R3.8m
has up to date been donated to Beautiful 
Gate, an organisation dedicated to 
supporting family welfare in Cape Town

Fashion forward
Online fashion site Superbalist grew 
80%, including sales from Spree, with 
which it merged in October 2018. 
The merger created a stronger fashion 
business with greater scale and cost 
efficiencies. It was executed successfully 
in time for peak season. The combined 
business is fully operational on the 
Superbalist platform under that brand.

Number 1 for food delivery
South Africa’s leading food-delivery 
business, Mr D Food, continued its 
rapid expansion, growing revenue 
147% year on year. Its success is 
based on offering superior service, 
greater geographic coverage, better 
restaurant selection and competitive 
pricing, which benefits customers 
and restaurants alike. Its business is 
predominantly mobile based – a key 
growth characteristic.
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INDIAN ONLINE TRAVEL  

25% COMPOUND ANNUAL 
GROWTH RATE (CAGR)

32.8

13.2
2020

2016

Travel
REVENUE(1) (US$’m)

234

211
2019

2018

IFRS:  11% LC:  20%

TRADING LOSS(1) (US$’m)

37

61
2019

2018

IFRS:  39% LC:  46%

PERFORMANCE HIGHLIGHTS

MakeMyTrip (MMYT) extended its 
position as India’s number 1 online 
travel agency with our share of its 
revenue, growing 30% year on year. 
The company continued to focus 
on the high-growth domestic hotels 
business, especially the budget 
segment which serves the mass 
market. During the year, MMYT 
significantly reduced its trading 
losses, with our share reducing by 
39% as it continued along its 
path to profitability.

Notes
(1) Presented on an economic-interest basis.
LC = local currency. These types of travellers form 

a traditionally under-served yet 
fast-growing segment of the 
China travel market. Ctrip believes 
it is the largest consolidator of hotel 
accommodation in China in terms of 
the number of room nights booked, as 
well as the largest consolidator of airline 
tickets and the top air ticket distribution 
agency in China in terms of the total 
number of airline tickets booked and sold 
through it. Ctrip has also successfully 
established a global presence.

A great choice of accommodation
MMYT customers can access over 
45 000 hotels and 13 500 alternative 
accommodation properties in India, as 
well as more than 500 000 hotels and 
properties outside the country.

Growing fast 
The Indian online travel market is 
expected to grow from US$13.2bn 
in 2016 to US$32.8bn in 2020. 

Alternative accommodation is expected 
to grow from US$1.7bn in 2016 to 
US$4.6bn in 2020.

Leading in India
MakeMyTrip (MMYT) is the clear market 
leader in the large, fast-growing Indian 
online travel agency (OTA) market. We 
own 43% of MMYT, which leads the 
Indian online air and hotel market 
segments and, through its redBus brand, 
the online bus travel segment.

MMYT is building the largest OTA in 
India, spanning air, hotel and bus travel. 
Every step of the way – from research 
to planning to booking – MMYT gives 
customers a one-stop service for all 
their travel needs. Services include 
air ticketing, hotel and alternative 
accommodation bookings, holiday 
packages, inter-city bus ticketing and 
other travel-related services. Across 
all these services, MMYT delivers a 
best-in-class experience by leveraging 
technology and customer insights.

Appealing to the mass market
MMYT continues to focus on the 
domestic hotels business, especially 
the budget segment which serves 
the mass market. 

Heading to profitability
MMYT has reduced losses and is 
on the path to profitability.

An ever-better customer experience
The company continues to focus its 
investment on the high-growth hotels 
segment, where online penetration is 
still relatively low, at 16%, and margins 
at scale are attractive. MMYT therefore 
plans to expand by bringing more 
customers online and increasing the 
transaction frequency of existing 
customers, for example by offering 
an ever-better customer experience. 

MMYT uses ML to optimise the 
user experience and costs. This 
includes providing personalised 
recommendations for destinations, 
places to stay and other travel 
experiences. In addition, ML-enabled 
chatbots provide 24/7 support to 
customers. MMYT also uses ML to 
dynamically update pricing, rank hotels, 
predict air fares, classify images and 
user-generated content, and perform 
other data-intensive operations. 

Looking ahead, MMYT will continue 
to consolidate its position as the 
number 1 OTA in India as it heads 
towards profitability.

In April 2019, we announced that, 
subject to customary closing conditions, 
including obtaining the requisite 
regulatory approvals, we will exchange 
our 43% effective interest in MakeMyTrip 
for an approximate 6% effective interest 
in Ctrip. This transaction is expected 
to close in the second half of 2019.

Ctrip is a leading travel service 
provider for accommodation 
reservation, transportation ticketing, 
packaged tours and corporate travel 
management. Ctrip targets its services 
primarily at business and leisure 
travellers in China who do not 
travel in groups.

“ The Indian market is thriving, 
and we are well poised to 
capitalise on the strong travel 
trends that India has to offer. 
MakeMyTrip’s powerful 
portfolio of brands today 
commands unrivalled 
market share, scale and 
brand recognition. We 
maintain an unwavering 
focus on the online hotels 
segment, which is highly 
fragmented in India.”
Deep Kalra 
Co-founder, chair and group CEO: 
MakeMyTrip

MAKEMYTRIP 

#1
MMYT extended its position as India’s 
number 1 online travel agency

45 000
MMYT customers can access over 
45 000 hotels and 13 500 alternative 
accommodation properties in India as 
well as more than

500 000
hotels and properties outside the country
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We aim to back complementary 
businesses that can work with each 
other and provide consumers with a 
better, broader education experience.

Investing in BYJU’S
In December 2018, we invested 
US$383m in BYJU’S, the leader in 
personalised learning programmes for 
school students in grades 4 to 12 in 
India. It has grown rapidly by providing 
high-quality videos and content online 
to simplify subjects such as maths and 
science. More than 30 million students 
have used the BYJU’S learning app and 
it has amassed over 2 million cumulative 
annual paid subscriptions, with an 
average engagement of 64 minutes 
per student per day.

Investing in SoloLearn

We also led a US$5.6m investment in 
SoloLearn in September 2018. SoloLearn 
is a leading mobile-first knowledge-
sharing community where students can 
learn, create and share programming 
content. This innovative peer-to-peer 
learning platform has grown fast since 
launch and currently has over 1.1 million 
monthly active users. An additional 
funding round of US$1.4m took place 
in December 2018, in which we 
participated for US$379 000.

Ventures
PERFORMANCE HIGHLIGHTS

This year, our food-delivery 
businesses graduated from Ventures 
to become a core standalone 
Naspers segment. We continued 
to invest in other key areas, from 
adding to our education portfolio 
through a US$383m in investment 
in Indian educational company 
BYJU’S, to taking an initial stake 
in healthcare innovator Honor for 
US$35m. In many ways, it was a 
real Ventures’s year of identifying, 
exploring and building the next 
wave for Naspers. 

Notes
(1) Presented on an economic-interest basis.
LC = local currency.

Note
(1) A system in which a record of transactions 

made in bitcoin or another cryptocurrency 
is maintained across several computers linked 
in a peer-to-peer network.

Investing in the next wave
Since our earliest days over 100 years 
ago, we have always sought to anticipate 
and identify new opportunities to 
evolve and grow. This forward-focused 
drive has seen Naspers transform itself 
from a South African print media business 
in 1915 to today’s global consumer 
internet group. Our Ventures arm builds 
on this tradition with the key mandate 
to find, invest in and nurture new 
technologies and businesses that will fuel 
the next waves of growth. 

As core segments reach maturity in 
terms of scale and profitability, Ventures 
makes certain that newer areas of 
investment emerge and develop so 
that growth continues.

In December 2018 for example, our 
food-delivery businesses separated from 
Ventures to become a core standalone 
segment. Having progressively invested in 
and grown these businesses, we decided 
it was the right time to take them to the 
next level. This means going all-in in food 
delivery in our chosen growth markets 
around the world, alongside our other 
core segments of Classifieds and 
Payments and Fintech.

Focusing on education
Another area with promising potential is 
education. Encouraging and enabling 
learning around the world is an 
undeniably great aim. The brilliant aspect 
about marrying learning with technology 
is that it enables all kinds of innovative 
ways for more and more people to add 
to their skills and knowledge: often more 
quickly, effectively and enjoyably than 
before. This is an opportunity that can 
make a real difference to people’s lives 
around the world and there is still much 
more to be done. So for us, it ticks all the 
right boxes.

Our education portfolio
We have invested in a number of 
education businesses. They include: 
Udemy, the leading global marketplace 
for learning and instruction, serving 
more than 30 million lifelong learners 
in 190 countries around the world; 
Codecademy, the vocational learning 
platform where over 45 million people 
so far have taken courses to learn to 
code; and Brainly, the world’s largest 
social learning community serving over 
150 million students in more than 
35 countries. 

“ Naspers invests in 
companies that address big 
societal needs in markets 
where we see the greatest 
growth potential. Ventures 
leads the way in spotting 
this potential.”
Martin Tschopp
Chief operating officer: Naspers Ventures

BYJU’S 

30m
More than 30 million students have used 
the BYJU’S learning app

SOLOLEARN 

1.1m+
monthly active users – 90% of them learning 
on-the-go via their smartphone

EDUCATION 

US$6tr
Global spend on education is set to grow 
at 5% CAGR over 2015–2020, reaching 
over US$6tr in value by 2020 

150m
Each month, 150 million students in 
35 countries, all turn to Brainly to ask 
more, know more, and learn faster

45m
Codecademy has taught over 45 million 
people around the world to code

20m
With 42 000 instructors teaching 
100 000 courses, Udemy connects over 
20 million students around the world to 
world-class learning

Exploring health
Health is another area for Ventures. 
The global population of people over 
60 is projected to more than double by 
2050. At the same time, disability rates 
are increasing. We are getting older 
and living longer, but not necessarily 
healthier, lives. All of which increases 
the importance of the right kind of care 
when and where needed. Providing 
non-medical care in the home is a key 
aspect. This is a big and growing societal 
need where smart technology can 
really make a difference. 

Investing in Honor
In May 2018 we made a US$35m 
investment in Honor. A US-based 
home-care company, Honor will use 
the funds to expand its innovative 
Honor Care Network. Working with 
care network partners, Honor helps 
older people live safely and comfortably 
in their own homes by providing 
reliable, transparent, high-quality care. 
Honor handles all caregiver recruiting, 
payroll, billing, insurance, legal and 
compliance issues for its partners. 
The technology platform helps agencies 
schedule care more easily and have 
greater visibility on patient care. By 
reducing the day-to-day back-office 
challenges of running an agency, owners 
have more time to focus on growing 
their business, supporting their clients 
and delivering the best care experience.

Identifying and investing in the best 
opportunities
Looking ahead, we will continue to 
identify trends, technologies, segments 
and geographies expected to record 
significant growth in the coming 
decades and invest in the best 
opportunities we see. From education 
and health technology to blockchain(1) 
and beyond, we will continue to nurture 
the next wave of growth.
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Social and 
internet 
platforms
REVENUE(1) (US$’bn)

14.7

12.3
2019

2018

IFRS:  20% LC:  31%

TRADING PROFIT(1) (US$’bn)

4.0

3.7
2019

2018

IFRS:  6% LC:  15%

PERFORMANCE HIGHLIGHTS

Early in the development of our 
internet strategy we invested in 
leading social and internet platforms 
in two of our key high-growth 
markets, China and Russia. Tencent 
continued to excel in China, while 
Mail.ru strengthened its position 
as Russia’s leading internet group.

Notes
(1) Presented on an economic-interest basis.
LC = local currency.

Tencent revenue for the year to 
December 2018 increased by 32% 
year on year to RMB313bn, primarily 
driven by fintech services, social and 
video advertising, and digital content 
subscriptions and sales. 

From a regulatory perspective, online 
gaming is one of the sectors, among 
many, subject to tightened government 
scrutiny. Uncertainty and delays on the 
game approval and monetisation 
process has weighed on Tencent’s 
financial performance in online games. 
The games approval uncertainty eased 
partially by the end of 2018 as the 
regulators resumed the review and 
approval process after a nine-month 
suspension. The strength of Tencent’s 
platforms and products were reflected 
in the strong performances in online 
advertising revenue. Revenues grew 
by 44% year on year, mainly driven by 
strong growth in advertising on Weixin, 
Mini Program, Tencent Video and 
news services. 

Revenue from other streams 
performed well, mainly driven by 
payment-related and cloud services.

While Tencent continues to focus 
on building its existing businesses, it is 
also investing heavily to position the 
company for sustained growth over 
the long term. One notable market 
opportunity is the digital transformation 
of traditional industries. Given Tencent’s 
ecosystem strengths and leadership 
in social and payments, it aims to be 
the preferred partner by offering smart 
solutions to many traditional corporate 
customers as they move online, assisting 
them in upgrading and innovating for 
the digital age. Tencent is integrating its 
advanced cloud computing capability, 
data analytics, AI and security solutions 
to develop customised solutions for 
various industries such as retail, financial, 
transportation, healthcare 
and education. 

Tencent is listed on the Hong Kong 
Stock Exchange and extensive further 
information is available on its website 
www.tencent.com.

Mail.ru strengthens its position as 
a leading Russian internet group 
Mail.ru remains the largest internet 
group in Russia by users, with 29 million 
daily active users (DAUs) across 
its platforms. 

Its leading platforms cover gaming, social 
networking, email, portal, search, instant 
messaging, ecommerce, business 
services and maps. It is the top mobile 
app publisher in Russia by both number 
of downloads and consumer spending.

Mail.ru’s revenue for the year to 
December 2018 was up 33% to 
RUB75bn, driven by online games and 
advertising. Massive multiplayer online 
(MMO) games revenue grew 30% year 
on year to RUB16bn, with international 
revenues accounting for 63% of the 
total. Advertising revenue continued to 
grow strongly, increasing 42% year on 
year to RUB32bn; mobile advertising 
in social networks remained the 
fastest-growing area.

Tencent continues to excel in China
Tencent continues to perform well 
in a highly competitive and dynamic 
environment. Through its ecosystem 
of online services and the excellent 
management of Pony Ma, Martin Lau 
and their teams, it remains the largest 
platform operator in China with ten of 
the top 20 mobile apps. Among the top 
100 mobile apps in China, Tencent 
takes up over 60% of all time spent 
online by Chinese users. 

In social and communication, Weixin 
and WeChat’s combined monthly 
active users reached 1.1 billion and 
its super-app status was strengthened 
by the expansion of Weixin Mini 
Programs, now widely adopted by 
users and enterprises, setting the 
industry trend for connecting online 
users with offline enterprises. 

Hundreds of millions of social videos 
are uploaded and shared on the 
Weixin platform every day. In online 
games, Tencent is the world’s largest 
game platform. 

League of Legends continued to be the 
biggest PC game and PUBG MOBILE 
became the most popular smartphone 
game globally. In online media, Tencent 
Video enhanced market leadership 
amidst fierce competition. Tencent built 
up an array of newsfeed products and 
achieved rapid growth in total page 
views and video views. 

Tencent Music had a successful initial 
public offering in New York in 2018. 
In mobile utilities, Tencent’s mobile 
manager, YingYongBao, defended 
leadership and increased monetisation 
efficiency. In Cloud services, Tencent 
maintained the number 2 position 
with market share steadily increasing. 
Tencent extended its market leadership 
as the leading mobile payment 
platform by active users and number 
of transactions in China. Total daily 
payment transaction volume exceeded 
1 billion in 2018, driven by rapid growth 
in commercial payments, which 
represented more than half of the 
number of transactions.

VKontakte, the most popular mobile 
messaging and social networking app 
in Russia, continued to perform well, 
increasing engagement and audience. 
Total monthly active users reached 
70 million, of which over 60 million 
were mobile users. 

The number of daily video views on 
Odnoklassniki reached 870 million 
in early 2019. The number of games 
running on this mobile platform 
doubled by the end of 2018.

Mail.ru continues to invest in strategic 
areas. It is forming a social commerce 
alliance in Russia and the Commonwealth 
of Independent States (CIS) with Alibaba, 
RDIF and MegaFon. It also acquired the 
remaining 80% of United Media Agency 
(UMA), an aggregator and distributor of 
digital content in Russia. With 2.1 million 
paid and trial subscriptions, Mail.ru now 
has the largest content subscription user 
base in Russia. 

Mail.ru’s depository receipts are listed 
on the London Stock Exchange. Further 
information is available on its website 
www.corp.mail.ru. 

TENCENT 

60%
Among the top 100 mobile apps in 
China, Tencent takes up over 60% of 
all time spent online by Chinese users

MAIL�RU 

29m
daily active users (DAUs) across  
Mail.ru’s platforms
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Media(1)

REVENUE(2) (US$’m)

326

374
2019

2018

IFRS:  36% LC:  4%

TRADING LOSS(2) (US$’m)

14

30
2019

2018

IFRS:  >100% LC:  30%

PERFORMANCE HIGHLIGHTS

During the year, we remained 
focused on repositioning Media24 
for a sustainable future by growing 
our digital media operations, 
investing in our ecommerce business 
and maximising profitability in print 
media. Media24 revenue was 
US$326m. Our online fashion store 
Spree merged with Superbalist, 
Naspers’s other South African 
fashion etailer. 24.com achieved 
5% year-on-year revenue 
growth in an extremely tough 
advertising environment.

Notes
(1) All figures exclude Novus Holdings Limited 

which was distributed to shareholders in 
September 2017.

(2) Presented on an economic-interest basis.
LC = local currency.

Business Insider South Africa reached 
the number 1 position in the business 
sector within three months and beat 
its revenue expectations.

We were the first digital publisher 
globally to acquire the Google 
performance ad tech stack, to expand 
audience targeting capabilities in our 
quest to grow digital advertising 
revenue market share.

Winning awards
Our businesses won a range of awards, 
including Trade Publisher of the Year for 
2018 for Jonathan Ball Publishers; five 
SA Literary Awards for NB Publishers’ 
authors; 42 local and international 
editorial, design and publishing New 
Media Publishing awards (print and 
digital); SA Film and Television  

Award for best local format for Die 
Kliek on VIA; two SAB Sport Media 
Awards; three WAN-IFRA 2018 
African Digital Media Awards, including 
best reader revenue initiative 
(Netwerk24: migration of Lifestyle 
publications to the platform); best 
branded content project (News24: 
Mzansi through her Eyes and Media24 
Lifestyle: Eskort Just Delicious) and best 
digital news startup (Daily Kick); and 
nine Sikuvile Journalism Awards, 
including Story of the Year and 
Investigative Journalism Award for 
#Guptaleaks (News24 with 
AmaBhungane and Daily Maverick); 
the Photographer of the Year Award 
at the Vodacom Journalist of the Year 
Award; nine Forum of Community 
Journalists Excellence Awards; eight IAB 
Bookmark Awards, including a coveted 
Black Pixel for Best Digital Publisher for 
24.com for the third year running; and 
Best Media Owner at the MOST 
Awards (Media24 Lifestyle).

Making the most of our 
mature portfolio
Despite revenue declining by 7% 
year on year, our print media division 
(News, Lifestyle and On the Dot) 
more than doubled profits year on year 
to record its highest profit in more than 
a decade off the back of renegotiated 
printing contracts.

On the Dot made considerable 
headway in building a variable cost base 
by starting to outsource its warehousing 
and distribution. On the Dot also 
recorded its highest profit ever.

Media24 maintained its considerable 
print media reach – eight out of every 
10 newspapers and magazines 
consumed by South African adults in 
print or online are Media24 publications 
– and retained its advertising and 
circulation market leadership in both 
these sectors. We publish five of the top 
10 paid-for newspaper titles, including 
Soccer Laduma in a very close second 
to the Sunday Times. Media24 Lifestyle 
publishes six of the top 10 consumer 
magazines, including the top four.

Die Burger changed the frequency of 
its Eastern Cape printed edition from 
six days to print on Fridays only, with 
digital editions available Monday to 
Friday. Around 95% of the original 
print subscribers were retained, and the 
bulk converted to paying Netwerk24 
subscriptions. Friday sales of the print 
edition increased by 5% over the year.

Soccer Laduma, the second-largest 
selling newspaper in the country, now 
earns more revenue from digital 
advertising than print advertising and 
also recorded its highest profit in its 
20-year history.

Media24 acquired the minority 
shareholdings in Soccer Laduma and 
New Media Publishing and incorporated 
these companies into its business.

VIA remains the most popular lifestyle 
channel among Afrikaans viewers on 
DStv, maintaining a healthy 27% reach 
in this segment – almost triple the 
contractual requirement. Sponsorship 
revenue grew 36% and airtime 
revenue grew 63%.

Focusing on our growth portfolio
With the merger of Spree and 
Superbalist, Media24 now owns 
51% of the largest fashion etailer in 
South Africa. Revenue grew by 90% 
year on year as a result of the rapid 
growth in ecommerce in general as well 
as due to the merger with Superbalist. 
However, losses more than doubled 
– largely as a consequence of the stock 
impairments and ongoing investment 
to grow the business.

24.com reduced its loss by 36% year 
on year due to a combination of 
revenue growth, cost cutting and 
the closure of the aggregators.

Among SA publishers, 24.com leads 
by far with an audience market share 
of 35%, growing average daily unique 
browsers by 13% to 1.8 million and 
average daily unique pageviews by 8% 
to 10.2 million. Mobile access now 
stands at almost 89%.

With the closure of the aggregators, 
we are also now able to fully focus 
our engineering capacity on our two 
main news brands: News24 and 
Netwerk24. 

Netwerk24 grew its paying subscriber 
base by 30% year on year to just below 
50 000, further strengthening its 
position as the largest paywall news 
service in the country.

Helping communities 
Media24 has a proud tradition of 
enriching lives beyond our product 
offering. Projects range from book 
donations to schools and learners in 
historically disadvantaged communities 
and staff participation in charity and 
goodwill initiatives and fundraising, 
to educational bursary funds, literacy 
drives and journalism training for 
young people. 

The WeCan24 programme, offering 
digital journalism training for learners 
and teachers across South Africa, 
concluded at the end of this financial 
year. Media24 will now join forces with 
the Naspers-funded WeCode24 
programme, offering training in coding 
and life-skills development to learners 
at under-served schools in the 
Western Cape. 

Between April 2018 and March 2019, 
Media24 staff volunteered 747 days 
through the Volunteers24 programme, 
giving time worth R982 000 to 
charitable causes.

“ It has been a year of great 
change for Media24 as we 
repositioned our core media 
operations to become a 
more focused operation 
while investing in the 
growth of our merged 
ecommerce business.” 
Ishmet Davidson
CEO: Media24

BUSINESS INSIDER 

#1
in the business sector within three months 
and beating its revenue expectations

24�COM 

5%
24.com grew revenue 5% year on year
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Our people

 %
 Europe, Middle East and Africa 73
 LatAm 20
 Asia Pacific 7
 America 0

HEADCOUNT BY REGION

Business segment %
 Etail 28
 Classifieds 28
 Media 19
 Ventures 15
 Payments and Fintech 8
 Group functions 3

HEADCOUNT BY SEGMENT 
FOR EMPLOYEES

Talent is a competitive advantage
The quality of talent is a key competitive 
advantage in our industry and we need 
creative minds to explore new frontiers. 
Across the group, day in day out, our 
people do all kinds of brilliant things 
to keep us moving forward by providing 
great customer experiences around 
the world. We are an innovative 
entrepreneurial business at heart 
and that spirit comes to life through 
our people.

Without the driven entrepreneurs with 
whom we partner, the digital leaders 
who drive us forward and the skills our 
people bring to the group in highly 
specialised areas such as technology 
development, product design, ML, 
digital marketing and many other 
disciplines, we would not be able to 
compete as effectively as we do. We 
operate in a highly competitive, global 
market for this type of talent, and we 
compete against other world-class 
companies for great people. We strive 
to create an inclusive environment that 
is attractive to many kinds of people.

MyAcademy – making 
learning accessible for all

OUR EMPLOYEE VALUE PROPOSITION“ Our people are central to 
everything we do at Naspers. 
The experience we give our 
customers, the value we 
deliver to our shareholders, 
the success of the business 
– it all rides on the quality 
and commitment of our 
people. So, we work hard to 
recruit, develop and retain 
the best people throughout 
the group.”
Aileen O’Toole 
Chief people officer: Naspers

To compete for and win the very best global talent, 
we need a compelling value proposition for our people. 
Our people seek meaningful jobs with line of sight to 
business outcomes and the opportunity to learn and 
grow professionally, in a purpose-driven environment 
that they enjoy; where they are recognised for a job 
well done and are paid fairly in line with personal and 
company performance.

MYACADEMY

6 900
unique active users per month

7
Average of 7 hours and 5 minutes 
per learner over the past 12 months

MyAcademy online:
• 25 730 users
• 6 900 unique active users per month
• 183 133 hours of learning consumed 

over the past 12 months
• Average of 7 hours and 5 minutes per 

learner over the past 12 months.

Popular courses include: Complete 
Python Bootcamp: Go from zero to 
hero in Python3; Security Awareness 
Training; Machine Learning A-Z: 
Hands-on Python & R In Data Science; 
and Brilliant Customer Service: How to 
Impress your Customers!

 Through MyAcademy, our people  
can tap into online learning.

Our group learning hub, MyAcademy, 
offers online and offline learning 
experiences to all our people. We 
have curated the very best learning 
experiences from providers around the 
world, including our own education 
partners (Udemy, Codecademy and 
Brainly) as well as other leading global 
providers such as Big Think, Harvard 
Business School, Ready, Vado and 
Rosetta Stone, and our own, 
home-grown content. It offers content 
for developers and engineers (including 
the opportunity to upskill and gain 
accredited qualifications, earning 
‘nano-degrees’ in important areas 
like data science and ML), leadership 
and management skills, personal 
development skills and cross-cultural 
training to name but a few.

Culture and
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Our employee  
value proposition  

is central to 
our success
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Culture 
We are a diverse group of global 
companies, but some things are 
consistent for our people regardless 
of where in the world we operate:

• We empower. We back local teams 
and learn from each other. We 
encourage diversity in our teams and 
in our thinking. Our people are 
empowered to be responsible and 
make decisions because we trust 
them to do a great job. We believe 
in them and we want them to share 
their talent and expertise across the 
group. Each year we organise internal 
networking and learning events 
to bring together teams and 
communities of expertise, often 
from across the group, to share 
ideas and learn from internal and 
external experts.

• We perform. We push for 
performance in everything we do, and 
we link achievements and rewards. 
We agree on clear and ambitious 
goals, have continuous conversations 
about achieving even more and 
reward our people for what they 
deliver and how they deliver it. We 
encourage innovation from all our 
people. To attract and retain the skills 
on which our sustainability depends, 
and to reward superior performance, 
most of our group companies grant 
share options/share appreciation 
rights to their employees under a 
number of long-term incentive plans.

• We matter. We matter to the 
communities we serve and, wherever 
we operate, we hold ourselves to 
high standards. Our code of business 
ethics and conduct defines our 
commitment to conducting business 
fairly, ethically and with integrity. 
This code and related policies 
are communicated to group 
employees and are available on  
www.naspers.com. 

Many of our companies invest in 
corporate social responsibility 
programmes and we encourage our 
people to support these by investing 
their time. Wherever we operate we 
employ local people and we create 
supportive, flexible and pleasant 
environments to help them perform at 
their best while developing their skills. 
We focus on the ongoing development 
of our managers, as creating an 
environment where our people feel 
cared for, heard and supported in their 
ambitions, is ultimately in their hands. 
Together we are all responsible for 
the positive impact we have on 
our stakeholders. 

Learning
Developing our talent is a critical 
enabler of present and future 
success, as well as playing a role in 
the motivation and retention of 
our people. Most of our businesses 
around the world have a learning and 
development agenda focused on their 
own specific needs. This is influenced 
by factors such as what the business is 
aiming to achieve, the maturity level 
of the business, the opportunities and 
challenges it is tackling, its competitive 
landscape, and the demographic 
nuances of the region or countries 
where it operates. At group level we 
base our people-development focus 
on three key areas: 

• Reinforcing the leadership pipeline 
and accelerating the growth of 
top talent.

• Driving a performance culture.
• Supporting the ongoing development 

and growth of our businesses by 
equipping our people with core 
consumer internet and digital media 
skills such as new programming 
languages, cybersecurity, machine 
learning/data science, commercial/
sales and business skills (eg, finance).

Our people continued

PERMANENT EMPLOYEES(1)

20 196
The group employs 20 196 (2018: 17 823) 
permanent employees in some 80 countries 
and markets. 

Engagement
We believe happy and engaged 
employees create fantastic customer 
experiences and in a competitive global 
talent market, it is important that we 
provide our people with a compelling 
place to work. We measure employee 
engagement across the group and we 
ask our people to comment anonymously 
on their experience of working at our 
various group companies. We have 
seen engagement levels broadly in line 
with external benchmarks and our 
operating teams are working on 
addressing issues raised and sharing 
best practice with one another.

A GREAT PLACE TO LEARN 
AND DEVELOP

Through MyAcademy, we give everyone 
across Naspers a great shared place to 
learn and develop as much as they like 
in their own time and at their own pace. 
This year 25 730 people boosted their 
skills, knowledge and know-how on 
the platform.

 %
 Female 46
 Male 54

FEMALE VS MALE EMPLOYEE(1) 
HEADCOUNT

Note
(1)  All numbers have been adjusted to exclude the 

Video Entertainment segment which has been 
presented as a discontinued operation.

CALLING ALL INNOVATIVE 
ENTREPRENEURS

What kind of person thrives and makes 
a difference at Naspers? Entrepreneurial 
innovators – people who share the spirit 
of the great founders and businesses we 
operate and invest in. People – people 
who, like us, are very focused on doing 
the right thing. Can-do people who like 
to perform. These are the people we 
love to meet and recruit, and the ones 
who are recognised and rewarded 
at Naspers.

HELPING FEMALE DELIVERY DRIVERS 
STAY SAFE

Our Indian food-delivery business uses 
technology to manage schedules for 
female drivers to help ensure they can 
go about their work safely.
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Transformation and diversity 
Naspers respects the dignity and 
human rights of individuals and 
communities wherever it operates. 

We aim to make a positive and 
enduring contribution to the social 
and economic development of South 
Africa, and recognise the role we can 
play by leveraging our resources and the 
goodwill of our employees. Naspers has 
maintained a level 4 BBBEE status and 
remains committed to managing our 
transformation efforts in South Africa. 

Our people continued

More broadly, we are committed 
to creating inclusive workplaces that 
welcome a diverse group of people, 
regardless of gender, gender identity, 
gender expression, transgender status, 
sexual orientation, class, race, religion, 
creed, colour, marital or family status, 
age, nationality, political association 
or disability.

Our companies are working on 
the diversity and inclusion topics that 
are most relevant for their particular 
context, and across the group we 
are paying particular attention to gender 
equality which is an issue that manifests 
itself across the consumer tech 
industry.  Bob van Dijk is a member 
of the Male Champions 
of Change global technology group  
https://malechampionsofchange.com/
globaltech/ and is sponsoring our 
efforts in this respect.

Independent BBBEE verifications were 
performed for the above period.

For further details on Media24’s BBBEE 
scorecard, refer to www�media24�com. 

Helping learners with disabilities 
to increase their skills
We want everyone to learn and 
develop their skills as much as possible. 
This year, for example, we had 33 
learners with disabilities graduating 
in formal learnership programmes – 
14 obtained Further Education and 
Training Certificates (FETCs) in Business 
Administration Learnership and 19 in 
Project Management Learnership.

The majority of these learners are 
now studying for the next qualification: 
a National Diploma in Customer 
Management Learnership. All in all 
we have 36 people studying for this 
qualification. They are due to graduate 
in March 2020. The total cost for this 
2020 intake, including programme costs 
and stipends of R5 500 per month for 
each learner, is R7m. 

Employment equity 
For a breakdown of Media24’s annual 
employment equity statistics, refer 
to the corporate website,  
www�media24�com.

Occupational health and safety 
The health, safety and wellness of 
our people is critical, given that our 
growth depends on their skills. For 
Naspers, employee wellness is key 
to organisational sustainability. 
Accordingly, we care for our 
employees through multiple initiatives, 
understanding that a healthy and 
resilient workforce is essential to 
support the changes our business is 
navigating. Health and safety is one 
of the standard risks considered and 
assessed in our risk management 
framework. Businesses are required to 
report on any health and safety-related 
incidents. Any reported matter gets 
reviewed by the group’s governance 
committee that meets quarterly. 
In 2019 no reports of serious injuries 
sustained by employees while on duty 
were reported.

Helping learners with disabilities to increase their skills.

NASPERS: BROAD-BASED BLACK ECONOMIC EMPOWERMENT (BBBEE) GENERIC SCORECARD(1)

Element
Target 
score

Bonus 
points 

available

Bonus 
points 

achieved Actual score achieved 2019

Equity ownership 25 20

Management control 9 2.17

Employment equity 10 4.24

Skills development 20 5 1.89 15.98 (includes the  
1.89 bonus points)

Preferential procurement 25 2 2 17.89 (includes the 2 bonus points)

Enterprise and supplier development 15 2 2 17 (includes the 2 bonus points)

Socio-economic development 5 5

Total score 109 82.28 (includes the bonus points)

Performance (%) 75.48%

BBBEE-rating Level 4

Priority elements achieved Y

Note
(1)  BBBEE is a form of economic empowerment legislated in South Africa.
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A GREAT NEW WAY TO PAY

With several hundred million 
transactions a year on its platforms, 
PayU has a wealth of data to combine 
with ML for valuable insights and to 
create attractive new products for 
customers. LazyPay is a good example. 
This innovative PayU product gives 
people in India an easy, one-click 
checkout option for transactions up to 
US$300 without needing a credit card.

Now we have reached the point at 
which machine learning (ML) is powerful 
and mature enough to make a critical 
difference to value creation. Increasingly, 
ML is part and parcel of how we grow 
and succeed in improving people’s lives 
around the world. It is a mission-critical 
enabler for us.

A positive cycle
From image-recognition to the ability 
to interpret text, ML technology 
has advanced rapidly in recent years. 
As a data-rich business, we have 
the fundamental asset – the essential 
ingredient – to really make the most 
of this technology’s strengths 
and potential.

Importantly, a natural positive cycle 
accelerates value creation – the more 
quality data you can flow into ML, the 
better your algorithms will be. Better 
algorithms make better tools which 
create better services that, in turn, 
attract and keep more customers, 
which creates yet more good data 
to flow back into your ML. It is a quality 
and quantity game – one where we 
have a distinct advantage in our 
markets: strong local businesses 
generating volumes of great data for 
ML. So, for example, when we train 
open-source image-recognition tools 
on our proprietary data sets for 
classifieds, we obtain much more 
accurate models than otherwise 
possible. These models, in turn, serve 
to deliver a more personalised buyer 
experience and a more streamlined 
seller experience.

Focusing for greater impact
The key for us is to focus on the 
greatest value creation. As such, 
we are firstly ensuring that we design 
and implement strategies for data – 
data acquisition, data management 
and data use as well as sharing inside 
the organisation. 

Secondly, we are focused on acquiring 
and retaining the right amount of talent 
in the right places, organised in the right 
way for our ambitious, amalgamated, 
high-growth business. 

We therefore have a group of data 
scientists wherever we work around 
the world, along with a relatively small 
team at the centre, coordinating the 
whole, sharing best practice and 
fostering innovation across the 
organisation. We implemented this 
structure during the year and it is 
working well.

THE CENTRAL TEAM HAS THREE 
KEY TASKS:

• To help all organisations in the 
portfolio activate the tools and 
opportunities necessary to get 
the value of ML realised as fast 
as possible – to accelerate.

• To scale – ensure we use ML 
efficiently throughout the entire 
organisation, to serve customers 
better and improve our 
operational performance and 
efficiency. 

• To embed ML as a super-utility 
across the organisation – a 
horizontal layer of competence 
and technology that everyone 
uses, much as we use electricity 
today. This naturally leads to 
a new and exciting era of 
ML-by-design.

Creating value in many 
different ways
We use ML to create value in many 
different ways across the group. For 
example, you can use it to increase the 
trust and safety of interactions between 
buyers and sellers, or to make a service 
simpler and more streamlined. All these 
individual improvements combine to 
create greater value.

In Classifieds, ML has a big impact on 
convenience – making the platforms as 
simple and as convenient as possible to 
the end user. For example, OLX uses 
ML to help buyers identify items of 
interest. By interpreting what the buyer 
is actually looking for, the algorithms are 
able to suggest the most relevant items 
across the OLX catalogue. ML is also 
improving trust and safety on platforms, 
or improving the sellers’ experience 
for instance by suggesting the sale 
price for items. 

In Payments and Fintech, ML is supporting 
advances in fraud detection. We are 
also able to offer groundbreaking new 
credit services to underbanked people 
in India, for example, who have simply 
not had access to such services. 

“ Data is part of the assets 
and the nature of the work 
that we do. That’s always 
been the case. What’s 
changed is that machine 
learning tools and 
capabilities have become 
material, reliable and 
proven. So when we 
combine these two – the 
data and the tech – we have 
a new avenue for creating 
value. Now that we have this 
opportunity, we are going to 
make the most of it 
throughout Naspers. It’s the 
right time and we have the 
right ingredients to leverage 
machine learning for value.”
Euro Beinat
Global head for data science and artificial 
intelligence: Naspers

Spotlight on machine learning
 

Industry, employees 

Our ML tools make it possible for 
us to offer micro-credit to these 
customers, which really makes 
a difference in their lives.

In Food Delivery, we are using ML 
to increase and enhance automation, 
improve demand and supply prediction, 
optimise and personalise search, and 
ensure faster, more reliable deliveries – 
all of which makes for happier restaurants 
and customers and, in turn, fuels the 
extensive growth of our food-delivery 
businesses.

Looking ahead
We are working on deepening and 
extending the understanding and use 
of ML across the group so we can 
move faster and incorporate more 

advanced tasks. Training is critical – 
from education and coaching for senior 
leaders to enabling a large portion of 
the entire workforce, not just our 
engineers, to understand the 
technology: at any point in time, several 
hundred associates are participating in 
ML education programmes across 
Naspers. Our aim is to capitalise on ML 
across the group to accelerate the way 
in which we create value by improving 
people’s lives. ML is an exceptional tool 
in our business and we are determined 
to make the most of it.
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Tax
Naspers aims to 
contribute positively to 
the communities within 
which it operates. As 
a global company, we 
recognise that the tax 
we pay is an important 
element of our broader 
economic and social 
contribution to the 
countries where 
we operate.

Naspers businesses pay taxes where 
they operate. At Naspers there is zero 
tolerance for non-compliance with tax 
laws in all jurisdictions in which our 
businesses find themselves. In managing 
our tax affairs we take into account the 
interests of all our stakeholders, including 
governments and our shareholders. 
Our tax principles are laid down in the 
Naspers group tax policy which is 
available on our website.

The digitalisation of the economy is 
raising various tax challenges that need 
to be addressed. Naspers regards it as 
important that consensus is reached 
on a global basis for the solutions to 
these challenges. 

Tax profiles of companies can 
be skewed as a consequence of 
magnitude and footprint. 

At Naspers we like to keep it simple: 
businesses should pay tax locally, 
ie where their operations are and 
where their clients and users are. 

Paying taxes in the countries where one 
operates is an important contribution 
to local societies and economies. 

We are of the view that local taxes 
should be equally applicable to all 
companies irrespective of whether 
companies have a global, regional or 
local footprint. The playing field should 
be level.

Taxes paid and collected in SA
The Naspers group is a large 
contributor to the South African fiscus. 
In the 2019 financial year, the Naspers 
group paid and collected R6.9bn 
(US$479m) in taxes in South Africa. 

This accounts for 41% of taxes paid and 
collected by the group globally. In the 
past financial year, in South Africa, the 
Naspers group paid and collected 
R1 687m (US$116m) in corporate 
income tax, R2 814m (US$194m) in 
VAT, R1 406m (US$96m) in employee 
taxes and R1 042m (US$72m) in 
other taxes. 

An economic impact assessment (EIA) 
model is used to capture Naspers’s 
economic contributions. 

The EIA model measures how Naspers 
affects different industry clusters and 
sectors in the South African economy. 
Naspers’s interdependencies within 
different sectors of the economy, 
both upstream and downstream, 
are identified. 

The size of the additional economic 
activity generated by Naspers’s 
interdependencies are calculated 
using the multiplier effect. 

The different rounds of the multiplier 
effect, from the initial spending in the 
sector, through to employees spending 
their salaries on goods and services (and 
its resultant effects), indicate the 
induced tax contributions made to the 
economy. The induced tax for 2019 is 
R16.5bn, and together with the direct 
and indirect taxes, this adds up to a 
total tax contribution of R23.4bn.

During the 2019 financial year,   
MultiChoice Group (MCG) paid and 
collected US$569m globally. 86% of this 
was generated on the African continent, 
and US$374m in South Africa alone. 

The 2019 figures include only 
11 months of the MCG operations, 
up to the unbundling date of MCG 
on 4 March 2019. 

It is difficult to compare the 11 months’ 
figures for the 2019 reporting period for 
MCG with last year’s figures as a result 
of statutory payment terms, resulting in 
back-loading of taxes like corporate 
income tax in the last month of the 
financial year (which falls outside the 
11-month period in which MCG 
was part of Naspers). Exchange 
rate differences result in a further 
significant (22%) dilution of the total 
taxes paid and collected in the 2019 
financial year compared to those in 
the previous year.

Other

Europe

Asia

Rest of 
Africa

South 
Africa

Latin 
America

TAX PAID AND COLLECTED PER GEOGRAPHICAL  
AREA (US$’m)

 Amounts paid to tax authorities 

 Amounts collected on behalf of tax authorities 

5
11

85
243

55
89

38
46

47
73

171
308

NASPERS CONTRIBUTED AN ESTIMATED R24�6BN TO THE SOUTH AFRICAN FISCUS IN FY19

R245m
other taxes 
collected

R112m
withholding tax: 
entity cost

R143m
customs and excise,  
ad valorem

R1 406m
Personal income tax (PIT)

R1 687m
Corporate income tax (CIT)

R541m
other taxes paid

R2 814m
Value-added tax (VAT)

GLOBAL TAXES 

US$1 170m
in taxes paid and collected by the  
Naspers group in FY19 globally

R16.5bn+ 
induced taxR6.9bn

R2.3bn direct and R4.0bn 
indirect tax contribution

R23.4bn
total tax for FY19
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Tax continued

Taxes paid and collected globally
The tax payments and collections on 
behalf of revenue authorities show an 
increase in 2019 across all tax types, 
except for corporate income tax, 
compared to 2018. 

This increase in taxes paid and collected 
is a reflection of the trend that our 
businesses across the globe are reaching 
maturity and profitability. The slight 
drop in corporate income taxes paid 
is a result of the fact that the second 
provisional payments for MCG’s 
corporate income tax payments in 
South Africa are not included in these 
figures as the payment deadline was 
31 March 2019, which falls after the 
date of MCG’s unbundling.

If the taxes paid and collected by 
MCG are eliminated, the global tax 
contributions for the Naspers group 
adds up to US$602m. Excluding MCG, 
45% of the total tax paid and collected 
by the Naspers group is paid and 
collected in Europe, 23% in Asia, 18% 
in South Africa, 14% in Latin America 
and 1% elsewhere.

Latin America shows a slight growth 
of 1% in 2019 compared to 2018, while 
the tax paid and collected in Europe 
and Asia shows growth of 7% and 6% 
respectively. This is driven by the 
improved profitability of the businesses 
in those markets. 

We are seeing an increased 
number of businesses reach scale 
and profitability, with profitable 
businesses now contributing 50% 
of ecommerce revenues. 

Effective tax rate
Naspers continues to show a 
meaningful normalised effective tax 
rate of 29.0% for the 2019 financial 
year. The group accounts for its share 
of the results of its equity-accounted 
investments net of the taxation 
recognised by those investments. In 
order to provide a more comparable 
effective tax rate, the tax recognised as 
part of the group’s share of the results 
from equity-accounted investments is 
included, for purposes of the calculation 
of the normalised effective tax rate, in 
the total tax recognised by the group. 

Furthermore, exceptional items like 
tax-free capital gains on the sale of 
subsidiaries are excluded from the 
profit before tax to arrive at the 
normalised effective tax rate of 29.0%. 

Sustainable tax
At Naspers we believe in the power of 
local backed by global scale and we look 
for opportunities to address significant 
societal needs in markets where we see 
growth potential. With this strategy 
we aim to create long-term value by 
improving lives. We are proud to make 
a positive difference around the world. 
We create value in a number of ways, 
for example through the companies we 
back and the people we employ. We 
also recognise that the taxes we pay 
contribute to long-term value creation, 
helping to build stronger economies 
in the countries in which we invest, 
work and live. By adhering to our tax 
principles and paying taxes where 
we operate, Naspers supports local 
governments in generating resources, 
therefore our taxes form an important 
element of our broader economic and 
social contribution to the countries 
where we operate.

In order to get a holistic view of 
Naspers’s contribution to the South 
African economy and how this supports 
local government, we conducted 
a two-step approach. 

1.  Firstly, we calculated our total tax 
contribution, including direct taxes, 
indirect taxes and induced taxes 
(using the Economic Impact 
Assessment model). 

2.  Thereafter we estimated Naspers’s 
social impact. The basis for this 
analysis is the government spending 
portions as per National Treasury’s 
budget. Naspers’s total tax 
contribution is divided in the same 
ratios as per government spending. 

In this way Naspers, through its tax 
contributions, is able to contribute to 
the funding of national social objectives. 
As an illustrative example, Naspers’s 
total 2019 tax contribution to South 
Africa’s National Treasury is able to feed 
77 146 children, finance 1 794 hospital 
beds and 481 doctors, 6 549 educators, 
5 014 low-cost houses and 6 327 
police officers.

Tax transparency
We believe that responsible and 
tax-transparent behaviour are key 
to building social trust and addressing 
the expectations of the public and 
policymakers alike. On the topic of 
tax and corporate social responsibility, 
CSR Europe(1) recently published 
a blueprint for responsible and 
transparent tax behaviour. Naspers 
is one of the participating companies 
and shared its experience in the area 
of interaction with tax authorities, 
which is included in the blueprint as 
a best practice company case.

ILLUSTRATIVE EXAMPLE

EDUCATORS
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HOSPITAL BEDS
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CHILDREN FED
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LOW-COST HOUSES
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Corporate 
income tax/ 
Profit tax

Other

VAT/ 
Consumption 
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Europe

Labour/ 
Employee 
taxes

Asia

Withholding 
tax (entity 
cost)

South 
Africa

Customs 
and excise, 
ad valorem

Other taxes 
and grants 
(collected)

Other taxes 
and grants 
(paid)

Latin 
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TAX PAID AND COLLECTED GLOBALLY (EXCLUDING MCG) 
PER TAX TYPE (US$’m)

TAX PAID AND COLLECTED (EXCLUDING MCG) 
GLOBALLY PER GEOGRAPHY (US$’m)

 FY19

 FY18(1)

 Amounts paid to tax authorities 

 Amounts collected on behalf of tax authorities 

80
84

222
212

169
164

59
81

22
16

42
40

8
3

  5%

  3%

  1%

  28%

  34%

  206%

  6%

5
2

53
216

54
84

37
45

20
86

Illustrative example of social benefits if National Treasury allocates Naspers’s 
total tax contribution of R24.6bn based on the FY19 budget allocation.

Note
(1) https://www.csreurope.org.

Note
(1) FY18 tax paid and collected disclosure is updated as the amount of dividend 

tax (some US$18.5m) was not available in consolidated format at the time 
of printing in the prior year.
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Financial review

The contribution to group earnings 
by equity-accounted investments 
was up 4%. This includes investment 
disposal gains of US$126m, impairment 
losses of US$799m and fair-value 
adjustments on financial instruments 
of US$1.5bn that were recognised by 
these companies.

A gain of US$1.6bn was recorded after 
disposing of our 12% interest in Flipkart 
in August 2018 for US$2.2bn, yielding 
an internal annual rate of return of 29%.

Following distribution of MultiChoice 
Group to shareholders, a gain on 
distribution of US$2.5bn was recorded. 
This has been presented as part of the 
profit from discontinued operations 
in the summarised consolidated income 
statement (refer to page 76).

Impairment losses of US$123m related 
primarily to an equity-accounted 
investment focused on providing 
consumer lending and financial services 
in the Payments and Fintech business. 
We impaired this investment (including 
convertible debt funding provided) as 
performance and the opportunity to 
leverage the investment in some of our 
core markets fell below our expectations.

Put option liabilities totalled US$827m 
at 31 March 2019, compared to 
US$2.4bn a year ago, with an aggregate 
remeasurement income of US$53m 
recorded in the income statement on 
these liabilities over the period. The 
significant decrease year on year relates 
primarily to the settlement of put 
option liabilities related to the Avito 
and Dubizzle businesses, as well as 
a portion of the put option liability 
in the Classifieds business, letgo.

We report a healthy net cash position 
(including short-term cash investments) 
of US$6.3bn at year-end, primarily as 
a result of proceeds retained from the 
Flipkart disposal in August 2018 and the 
trim of our holding in Tencent last year. 
The higher net cash position resulted 
in net interest income of US$82m. 
The progress made by our core 
segments, which are growing fast 
and scaling well, gives us confidence 
in our ability to continue identifying 
opportunities that can unlock significant 
value. The aggregate of free cash 
inflows generated by ecommerce and 
internet units that are free cash flow 
positive, increased from US$217m 
in 2016 to US$673m this year. 

This includes dividends received from 
Tencent and represents a compounded 
annual growth rate of 46% on the 
back of strong profitability gains in 
these businesses.

To offset the dilutionary impact of 
share options and restricted stock 
units granted to our employees, 
we invested US$78m to acquire 
Naspers N ordinary shares on market 
and will continue to do so in future.

Consolidated free cash flow was 
US$184m, a substantial improvement 
on the prior year. This was driven by 
the increased profitability of the 
ecommerce businesses, dividends 
received from Tencent of US$342m 
and positive working capital effects in 
Video Entertainment. Consolidated 
free cash outflow from continuing 
operations (thus excluding Video 
Entertainment) was US$120m – a 
60% improvement on the prior year 
when measured on the same basis.

RATE OF RETURN

29%
annual internal rate of return (IRR) following 
the disposal of our 12% interest in Flipkart

FREE CASH INFLOWS

US$673m
aggregate of free cash inflows generated by 
ecommerce and internet units that are free 
cash flow positive

The past year was transformational 
for the Naspers group as we 
initiated and executed a number 
of significant strategic initiatives. 
We invested to strengthen 
our ecommerce segments and 
broadened our ambitions in 
food delivery. All key segments 
made good progress against 
financial and strategic objectives.

2019 
US$’m

2018 
US$’m

Revenue(1) 18 990 16 352

Trading profit(1) 3 304 2 994

Dividend per N ordinary share (SA cents) 
(2019 reflects dividend proposed) 715 650

Note
(1) Reported on an economic-interest basis, excluding discontinued operations.

FINANCIAL SUMMARY
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ANALYSING AND RESPONDING TO DIFFERENT RISKS

RISK MANAGEMENT

Identify Assess Analyse Respond

Risks and opportunities

At Naspers we acknowledge the 
importance of managing risks and 
opportunities as effectively as possible 
given our global footprint and diverse 
business models. As a group, we 
promote a culture in which robust risk 
acceptance processes and a systematic 
way to evaluate opportunities are seen 
as a driver of competitive advantage. 
These are integrated into our 
everyday decisionmaking and 
good governance practice.

How we manage and govern 
risk and consider opportunities
We seek to create value for our 
stakeholders by operating within the 
ambit of approval by our managing 
board and supporting governance 
committees (refer to governance 
structures on page 60). We set 
relevant tolerance levels for each 
significant risk individually and manage 
our business within these parameters. 
We understand that certain risks may 
have multiple consequences and that 
a certain consequence may materialise 
from different types of risk. The same 
applies to opportunities.

We require our businesses to apply 
a methodical approach to governance, 
risk and compliance. The six capitals 
transformation model is considered 
useful to analyse risks and opportunities 
as we aim to continuously reduce 
our impact and stimulate positive 
capital transformation. 

As entrepreneurs, our effectiveness in identifying and responding 
to opportunities and risks is key to our success. 

For management at group and 
subsidiary level, our policies provide 
direction, scope and ambit to apply 
practices and principles to manage risk 
and opportunity, both operationally and 
strategically. Key risks are reported to 
segmental risk committees who in turn 
will communicate to the board. The risk 
committee assists the board to ensure 
that risk is governed in a way that 
supports the group in setting and 
achieving its strategic objectives.

Stakeholder relationship management, 
both internal and external, forms an 
integral part of our risk management 
processes. We are aware of the risks 
associated with outsourced services 
and third-party applications and 
continually look at better ways to 
manage our relationships with suppliers.

Our legal compliance office provides 
support with the help of in-country 
legal teams and where required, 
we consult specialists when 
contracting with potential suppliers 
and service providers.

We are cautious around privacy 
requirements for both internal and 
external stakeholders as well as 
our customers.

Drawing on best practice
Our risk management framework, 
system and processes draw on 
internationally recognised best business 
practice and frameworks. We promote 
the sharing of knowledge and learning 
from any incidents and good 
management practice between 
businesses within the group.

We operate 
or implement 
enhanced control 
and monitoring 
measures that either 
prevent or detect 
the materialisation 
of a risk at the 
earliest stage.

We take measures 
that mitigate 
any material 
consequences 
and, on a portfolio 
basis, we spread 
uncorrelated risks. 

We run adequate 
insurance 
programmes to 
mitigate the risk 
of sudden losses 
caused by the 
materialisation 
of insurable risk. 

Wherever we find 
a risk outside 
acceptable levels,  
we consider ways  
to avoid the risk 
altogether, for 
example by entering 
into an exit strategy. 

Where we can, 
we explore ways 
to share or  
transfer risk. 

Controls to 
prevent and 
detect risk

1

Share or 
transfer risk

3

Exit strategy
5

Mitigate risk
4

Spread risk
2
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Our businesses are expected to apply a defined, structured 
approach to identifying, assessing, analysing and responding to 
risk and opportunities within tolerance levels set by the board.

Responsibility
Management and the board are 
accountable for the choices and 
decisions we make, how we 
execute these and for delivering 
a commensurate reward – ie value 
in its broadest definition – within 
the parameters of the risk profile 
the board deems acceptable. 

As Naspers continues to evolve and 
invest in companies that operate 
at different maturity levels, risk 
tolerance levels are set top-down and 
management of the business segments 
is accountable to manage risk within 
these levels.

The responsibility for managing risk lies 
with the owner of risk: in most cases 
operational management, assisted 
by the finance function and, where 
considered useful in our businesses, 
specialised risk management and risk 
support functions.

Group internal audit and risk support 
assess the effectiveness of the system 
of risk management and internal 
control and may provide assistance 
and guidance to the business. 

At least semi-annually, our external 
auditor provides assurance over the 
reliability of the financial information 
that we publish.

Our risk analysis focuses on the 
impact of risk on our objectives 
without losing sight of any 
opportunities that may arise.

For risks we are not prepared 
to accept, we act to reduce 
our vulnerability. 

Depending on the importance 
of the risk in relation to tolerance 
levels, active management 
of the risk takes various 
forms and varies in extent. 

Internal 
audit

BoardGroup risk 
committee

Segmental risk 
committees
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Risks and opportunities continued

Our objective-driven dynamic 
approach
Our programmes are aimed to mitigate 
risk within levels we deem acceptable 
and to also stimulate identification 
of opportunities to either improve our 
performance or strengthen our potential.

Our overarching aim is to transform 
our capitals for a net positive impact. 
This approach gives rise to various risks, 
specifically over-using any of the six 
capitals (higher input than intended) 
or under-producing (lower output 
than intended). We may also identify 
opportunities for greater efficiency 
(lower input than anticipated) or more 
effective production (higher output 
than anticipated) in any of the capitals 
and therefore, exceed against our 
original objectives. This can translate 
into wasted resources. Creating 
sustainable value is a continual process 
of balancing available resources for 
optimal benefit to our entire 
stakeholder base.

For our stakeholders, opportunities 
and risks matter most where they 
have the greatest impact on value 
(in its broadest sense). Therefore, 
we select opportunities and assess, 
manage and accept risks primarily 
on the basis of their potential impact 
on determined value drivers.

Our six capitals

Financial Human

NaturalIntellectual

Manufactured

Social and 
relationship

Business  
opportunities

Strategy 
delivery

Selected 
objectives

Potential

OBJECTIVE-DRIVEN DYNAMIC APPROACH

Performance

Sustainable 
value

Capitals
transformation

 Risk impact 
 Improvement opportunity
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Capital reallocation
During the year we have executed  
and/or announced a number of 
major transactions that we see as 
transformational. All these implied 
(and still imply) careful weighing up of 
significant risk and opportunity and 
required significant management 
attention. 

Main examples are: 
• reinforcing our balance sheet for 

growth (eg, US$9.8bn in proceeds 
following the March 2018 Tencent 
trim and US$2.2bn Flipkart 
divestment, in both cases realising 
value created)

• unbundling our US$3.8bn Video 
Entertainment segment, thereby 
effectively creating a 100% online 
group of consumer internet 
businesses, and

• our announcement to pursue 
a listing on Euronext Amsterdam, 
creating Europe’s largest 
consumer internet company.

Platform, technology and 
architecture optimisation
For our core businesses, improving 
platforms and architecture to enhance 
customer experience and support 
scalability and security has been 
a leading theme. 

This entails developing and introducing 
product improvements (including 
application of ML and AI solutions), 
integration and consolidation of existing 
platforms and effect operational 
improvements by transitioning 
applications to cloud environments. 

Cybersecurity and data privacy
As in the previous year, our 
cybersecurity and resilience has 
remained a major area of focus with 
a specific eye on data privacy, which 
has gained importance in the eyes of 
both our stakeholders and regulators 
worldwide. We are committed to 
protect sensitive data and operate our 
businesses such that we are able to 
detect and respond promptly to any 
attempts to breach data or abuse our 
systems: we understand that being able 
to do so is to manage a number of 
related risks. This may have a positive 
impact on our relationship with 
customers and other stakeholders.

Key areas of focus in the year

Future focus areas
For the near future we do not 
foresee the key focus areas 
becoming less relevant. In addition, 
we expect that the following topics 
will demand growing attention:

Data-driven technologies
Our businesses are placing greater emphasis 
on opportunities to enhance our services and 
customer experience through the development 
and deployment of data-driven technologies such 
as ML. 

We need to understand and effectively manage the 
emerging risks that present themselves as a result. 
Such risks may relate to privacy and compliance 
in connection with the use of data, and also the 
control over and consequences of automated 
decisionmaking.

Sustainability
Through our policies and governance structures 
we put our commitment to ethical and sustainable 
entrepreneurship into practice. We also realise 
that the communities we serve and our various 
stakeholders take a growing interest in the 
sustainability of our operations and the impact of 
our corporate citizenship. We value our reputation 
and are fully aware of the importance of our social 
and relationship capital.

We understand that reputational risks relating 
to our commitment predominantly come from a 
misalignment of our values or a deviation from our 
desired business culture, which, in a group as diverse 
and geographically spread as ours, naturally is 
a challenge to eliminate. 

Throughout our group we will continue 
to emphasise the importance of ethical 
and responsible behaviour and undertake various 
initiatives to ensure awareness of, and adherence 
to, our code of business ethics and conduct, while 
promoting a culture of integrated thinking in 
everything we do.

Talent management
The talent that we need to execute 
on our strategic ambitions is scarce 
and highly sought after. Increasingly, 
talent shortage is a risk. We are 
addressing this issue by investing in HR 
support, enhancing our recruitment  
and retention strategies and by 
bettering our learning and development 
offering for all employees, eg through 
our MyAcademy learning platform. We 
also increasingly encourage businesses 
to consider and address topics of 
diversity (including gender equality) 
and inclusion.

We have furthermore redeployed 
significant amounts of capital to 
accelerate growth of our core 
businesses, such as:
• Classifieds: enlarging our interest 

in Avito and investing in letgo 
(respectively US$1.16bn and 
US$189m) 

• a number of acquisitions in Payments 
and Fintech, and

• our US$716m investment and further 
capital injections and commitments 
in our food business, Swiggy.

Our efforts to continuously optimise 
our capital allocation also means that 
we, more often than not, reject 
opportunities and/or deals that we 
deem either not sufficiently attractive 
or outside risk parameters we feel 
comfortable with.

Risks and opportunities continued
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