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Message from the president

Aura, with 20 million 
interactions per month, and 
the Meu Vivo app, with over 
16 million unique users, are 
examples of how we have 
advanced in interacting with 
our customers, strengthening 
the digital experience

We are at the beginning of a new decade, in which 
technology is even more present and transforming people’s 
daily lives exponentially. We are currently experiencing 
new stages of this evolution, with an accelerated digital 
connection between people, things, businesses and society 
as a whole. As Vivo, we want to continue to contribute to 
the digitalization of Brazil, from North to South.

In both urban and rural areas, the population’s demand 
is for quality connectivity. And, as a leading company 
in the Country, we have consistently invested in the 
development of a differentiated infrastructure, focusing on 
superior technologies such as fiber, 4G and 4.5G, to offer 
our 100 million accesses a unique experience in mobile 
and fixed connections.

In 2019, even in a context of a gradual recovery of the 
economy, we raised our investments to the highest level 
in Vivo’s history in Brazil. It was around R$ 9 billion, 
representing approximately 20% of our revenue. And, at 
the end of 2020, R$ 26.5 billion will be invested in the 
Brazilian economy, completing our three-year investment 
plan announced two years ago on the New York Stock 
Exchange (NYSE). To shareholders and investors, we 
present a consistent financial result, sustaining a unique 
combination of revenue growth, EBITDA expansion, higher 
cash generation and better remuneration to shareholders. 
Cash generation reached a record level in the year of  
R$ 8.2 billion, 19% above the previous year, even in a 
cycle of greater investments.

In 2020 we will accelerate this transformation even 
more, guided by a purpose that goes far beyond financial 
results, and that will define the way we work: Digitalizar 

para Aproximar (Digitize to Bring Closer), with content, 
entertainment, technology and education. For this, we 
have four strategic pillars that will direct our actions.

The first is #TemVivopratudo. Here, we present  
the best mobile and fixed connection technologies 
and our expansion in Brazil, which will be intensified 
throughout 2020. In the last year we expanded our 
fiber presence to 43 new cities, far exceeding the 
expansion carried out in 2018. Altogether, there are 
164 municipalities and about 11 million homes and 
businesses covered. In terms of mobile coverage, we 
now serve 89% of the population with the 4G network, 
and 66% with the 4.5G, and we were elected as the best 
mobile network in Brazil, according to the results of the 
“P3 Mobile Benchmark Brazil” survey.

We also adopted two business models to expand our 
reach: the Vivo Fibra (Vivo Fiber) franchising project 
and we concluded the partnership with American Tower, 
which will drive the expansion in Minas Gerais over the 
next three years.

The second pillar is #TemtudonaVivo, which 
translates into the vision that we are a technology 
company focused on all of our customers’ needs, 
delivering the most desired digital content in the market 
through partnerships with major brands such as NBA, 
NFL, Amazon Prime Video, Tidal, Spotfy, Rappi and 
Netflix. We changed the concept of our stores, which are 
now true technological points with a consultative and 
participative environment. There, our customers can find 
all kinds of devices, such as gadgets, cameras, sensors, 
smart lamps, accessories, and even drones.

We drive sustainability  
among the priority pillars  

of our business, with emphasis 
on the achievement of 100%  

of our energy matrix from  
clean sources and our  

carbon neutral fleet
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We also evolved on other fronts and launched Vivo Car, a 
wi-fi device that turns cars into connected vehicles. In the 
financial segment, we started an easy loan service pilot for 
our customers, called Vivo Money. In the corporate market, 
companies have also chosen us to digitize their business, with 
the best services in cyber security, cloud computing, internet 
of things and big data, in partnership with important global 
players, such as Cisco, Dell, Microsoft and Nokia.

All of our initiatives are linked to the third pillar, 
#DNAVivo: reliable, easy, efficient and charming. We are 
making Vivo a benchmark in customer service and, for that, 
we seek to engage our employees at all points of contact.  
We want to deliver a unique and differentiated experience  
in our stores, at the call center and digital channels.  
Meu Vivo (My Vivo), for example, already has more than 16 
million unique users. A user survey shows that 80% of them 
classify the interaction as close and clear, our Artificial 
Intelligence performs around 20 million monthly transactions, 
with more than 90% accuracy, responding in a personalized 
way about services, data consumption, account, recharge,  
and other questions.

We are an inclusive company and we want diversity  
to be increasingly represented at Vivo regarding gender,  
color, LGBTQ + and PCDs, as well as behavior, skills and 
attitudes. We look for people who have a passion for 
innovation and a desire to live in an environment in  
which difference enriches and inspires creativity and  
the achievement of sustainable results.

Without a doubt, Vivo’s cultural change goes hand in 
hand with the digital transformation process. Our employees 
started working in agile work models, such as Squads,  
with multidisciplinary teams focused on improving the 
customer experience, using Design Thinking and Agile. We 
adopted co-working with spaces that favor a collaborative 

Strengthened by our purpose 
of “Digitizing to get closer”, we 
guide our operations based on 
the four strategic pillars: Tem 

Vivo pra Tudo (There’s Vivo for 
Everything), DNA Vivo and Vivo 
Sustentável (Sustainable Vivo)

environment and expanded remote work to two days a week. 
This change in culture brought more agility to the business 
and increased the level of satisfaction within the company, 
reflected in our latest e-NPS, an indicator that shows the 
likelihood of employees recommending Vivo as a good place 
to work, and which reached 72 .5 points in 2019, a very high 
index for the Technology and Telecom sectors, worldwide.

But it is not enough just to be close to customers and 
employees. We need to understand our leading role in the 
country’s development, with results beyond the financial area 
and with a return to society.

With #VivoSustentável, our fourth pillar, we return actions, 
practices and initiatives that promote society’s well-being. 
Our performance in Sustainability is based on economic, 
environmental and social balance. In the economic area, we 
maintain a publicly traded company with consistent results 
and which employs 33 thousand direct employees across Brazil.

In the social sphere, the Telefônica Vivo Foundation 
completed 20 years of operation in 2019, benefiting  
66 thousand educators in digital training, with an impact  
on 1.5 million students in 745 public schools. It also developed 
162 thousand young people in qualified training on social 
entrepreneurship by creating new solutions and opportunities 
for them and their communities through digital thinking. 
Innovating once more, last year, the Foundation enabled the 
arrival of the “42” in São Paulo, a pioneering initiative in  
Latin America and of European origin, aimed at disruptive 
training of data programmers, totally free of charge.

In terms of the environment, 100% of our energy came 
from renewable sources. We reduced our emissions in absolute 
terms by more than 50% in 2019, exceeding the global targets 
of 2025, and we still compensated 100% of the remaining 
direct emissions. In the Recicle com a Vivo (Recycle with Vivo) 
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program, we were pioneers in reverse electronics logistics. Since 
2006, we have collected approximately 5 million unused cell phones, 
chargers and batteries, encouraging the ecological disposal of these 
materials. We have also achieved the recycling of over 62 thousand 
tons of electronic waste and cables from our operation in the past 
seven years. In addition, used and working devices can be exchanged 
for new devices with special discounts through Vivo Renova (Vivo 
Renewal). We also maintained our participation in B3’s ISE 2019 
(Corporate Sustainability Index) Portfolio for the 8th year.

In addition, we also remain engaged in international initiatives 
such as the Global Pact and the UN’s (United Nations) Sustainable 
Development Goals, which are so important to reinforce our 
commitments to society.

All of these initiatives are and will be further reflected in our 
brand positioning, which was born to connect millions of people 
across Brazil. We connect for the sport, as a sponsor of the Brazilian 
Soccer Team, cheering alongside Brazilians; for art, through support 
for museums, and with Teatro Vivo (Vivo Theater); and awareness, 
with the Tem Hora pra Tudo (There’s a Time for Everything) 
campaign, offering to society a reflection on the conscious use of 
technology. At the end of last year, we launched Vivo Brincar (Vivo 
Play), which in a playful way, brings this look to the children’s 
universe, encouraging parents and children to rebalance the scale 
between technology and free play.

Upon completing my first year as President of Telefônica Brasil, I 
would like to thank for the trust of our shareholders, the partnership 
of our suppliers and, above all, the dedication of all our employees. 
We will continue working, every day, to strengthen our purpose, 
digitizing and bringing together the largest number of people.

Christian Mauad Gebara
Chief Executive Officer of Telefônica Brasil S.A.
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This material is an executive version of the 
Sustainability Report of Telefônica Brasil S.A., holder 
of the Vivo brand and the largest telecommunications 
company in the country, with a portfolio of 
converging products and services to deliver the 
best possible experience to our nearly 100 million 
customers. In this publication, we discuss Telefônica 
Brazil’s strategy and main advances to generate 
positive impacts on relations with its audiences  
and on society as a whole, in line with our seven 
material themes.

The full version of the Report, developed in 
accordance with the Global Reporting Initiative’s (GRI) 
Standards, and the integrated reporting framework, 
proposed by the International Integrated Reporting 
Council (IIRC), provides more details on management 
practices and performance indicators in each theme.

Like the Sustainability Report, this document is 
supported by our Materiality Matrix, starting point 
for the definition of our material themes, the main 
sustainability themes that affect our strategy and the 
decision making of our stakeholders.

As of 2020, our performance in sustainability, as 
well as reporting on it in Telefônica Brasil’s annual 
accountability, will be guided by Vivo Sustentável 
(Sustainable Vivo).

Introduction

Contribution 
to Progress

Our material themes

Customer 
Promise

Digital  
Trust

Talent 
Management

Sustainability 
in the Supply 
Chain

Environment

Ethics
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Telefônica in 2019

• 33% share of mobile telephony, 
with 74.6 million lines

• 32.8 thousand direct 
employees and 107.7 thousand 
allies (service providers and 
contractors)

• R$ 8.8 billion invested in 
expansion in the last year

LEADERSHIP 
AND OPERATION 
SCALE

• 4G network available to 89% 
of the Brazilian population

• 4.5G network (twice as fast 
as 4G) in 1.2 thousand 
municipalities

• Fixed ultra broadband  
in 164 cities

HIGH SPEED 
COVERAGE

• We are carbon neutral,  
we compensate 100% of our 
direct emissions

• 100% of the electricity  
consumed in operations from 
renewable sources

ENVIRONMENTALLY 
RESPONSIBLE 
OPERATION

• R$ 55.7 million invested in 
training employees

• 38% reduction in accident 
frequency rate

INVESTMENT  
IN PEOPLE • Vivo Car, Home Assist, Vivo Money, 

Vivo Protege (Vivo Protects) and 
B2B solutions: complementary 
service offerings for more 
convenience and connection

• 2 percentage points  
of evolution in the NPS  
(Net Promoter Score)

NEW SOLUTIONS 
FOR CUSTOMERS
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Our work is guided by #RECONECTA, the Telefônica Group’s global 
strategic program that seeks growth through the relevance we have 
in the market and with its customers and other stakeholders.

As a way of ensuring our commitment to sustainable growth in 
Brazil, we rely, annually, on the PNR (Responsible Business Plan), 
comprised by 54 indicators and targets distributed over seven 
pillars of action. One of the novelties of 2019 was the linking 
of 20% of the variable remuneration of our executives to goals 
related to customer satisfaction and sustainability, contributing 
to sustainability being integrated even more effectively in the 
strategy and daily performance of our employees.

Also in the last year, we developed the Vivendo o DNA  
(Living the DNA) research, to understand our value proposition  
as a company and how we act to positively transform society, so 
that we can always evolve while preserving our corporate identity 
and culture. The work led us to the identification of our Purpose, 
which is “Digitizing to get closer.” It is supported by four strategic 
pillars: Tem Vivo pra Tudo (There’s Vivo for Everything), Tem Tudo 
na Vivo (Everything’s at Vivo), DNA Vivo and Vivo Sustentável 
(Sustainable Vivo).

We further strengthen and boost sustainability among  
the priority pillars of our operations through Vivo Sustentável,  
to direct initiatives in search of economic, environmental  
and social balance.

Business strategy

To learn more about the inherent risks of our 
business, our governance structure and good 
management practices.

Click here

Our purpose 
of “Digitizing 
to get closer” 

is based on 
four pillars, 

which highlight 
our culture 

and value 
proposition

Risk management
Our Corporate Risk Management Policy standardizes the entire risk 

management structure and mechanisms inherent to our business. 
For the management and mitigation of these risks, we have adopted 
a series of internal controls and procedures, which provides agility 
and efficiency in the allocation of efforts and resources.
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Vivo in the Brazilian 
telecom market

Postpaid 
mobile

Prepaid 
mobile

Segment

2.7 p.p.

0.6 p.p.

1.6 p.p.

Evolution in 
relation to 2018

1.2 p.p.

2.1 p.p.Fixed 
telephony

Cable TV

Fixed 
broadband

Sectoral context
In the regulatory environment, two themes were on the agenda 

for 2019 and are expected to impact the telecommunications 
sector throughout 2020. One of them is the new LGT (General 
Telecommunications Law), which will allow telephone operators 
to opt for regime change, ceasing to be concessions and becoming 
authorizations. The main gain for society is the possibility for 
companies to expand their investments in broadband, since 
they lose obligations related to fixed telephony, such as the 
maintenance of public telephones.

Another relevant change is the 5G Auction, which aims to 
implement a faster internet connection infrastructure and will 
allow things such as the connection of autonomous cars up to 
surgeries performed by doctors at a distance.

Market share  
Vivo in 2019

26.8%

39.4%

32.0%

8.4%

21.6%
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Business model

GRI 102-2 | 102-6

Consumer Services

4G
Ultra 

broadband HDTV AppsFixed and 
mobile voice

Services for corporate customers

Big Data IT Cloud IoTSafety

Strategic drivers

DIGITIZE TO 
GET CLOSER

#RECONECTA DNA VIVO
RESPONSIBLE 

BUSINESS 
PLAN

External environment

Brazilian 
economy

Brazilian 
legislation

International 
commitments (SDG/

Global Compact)
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Learn about some 
2019 indicators  
that show our main 
inputs and the  
value generated  
in financial and  
non-financial aspects

INPUTS
Results of operations
Financing with financial 
institutions

VALUE GENERATION
Net income of  
RS 5.0 billion
R$ 7.0 billion distributed 
to shareholders

FINANCIAL

INPUTS
94 million accesses  
to our services
Digitized service network

VALUE GENERATION
Net Promoter Score 
historical record:  
30 points
+ 16 million unique  
users in the Meu Vivo app

CUSTOMERS

INPUTS
Research and studies on the 
main sector trends
Teams organized using agile 
methodology
Big data tools for analysis of 
large volumes of data

VALUE GENERATION
Telefônica Aura’s 20 million 
interactions/month
Digital services for B2B  
(IoT, Cloud)
Innovative startups 
supported by Wayra

INNOVATIVE 
CULTURE

INPUTS
Vivo brand reputation (9th place 
in Brazil – Interbrand)
1.2 thousand suppliers
Recognized performance of the 
Telefônica Foundation

VALUE GENERATION
Contribution to 1.03%  
of the national GDP and  
to the generation of  
522.9 thousand jobs
R$ 25.7 billion spent  
with suppliers
1.46 million people benefited 
by the Telefônica Foundation

SOCIAL

INPUTS
1.6 thousand points of sale, our own and 
managed by authorized resellers
Approximately 14 thousand points of sale from 
retail chains, in addition to remote channels 
such as Telesales and Online

VALUE GENERATION
Expansion of the 4G mobile network  
to 3,206 cities and the fixed network  
with optical fiber to 164

INFRASTRUCTURE

INPUTS
32.8 thousand employees and 107.7 thousand allies
Structured attraction, retention and  
development programs

VALUE GENERATION
Average 107.4 hours of training per employee
Maximum recognition (Gold category) in  
the 3rd edition of the WEPs Brazil Award - 
Empowering Women, from the UN

EMPLOYEES

INPUTS
Water and energy to supply operations
Mineral consumption and land use to expand the network
Use of electromagnetic spectrum bands for 4G

VALUE GENERATION
100% of the energy matrix from renewable sources
Reverse logistics of 966 tons of cell phones and customer 
electronic equipment
Recertification of the Environmental Management System in ISO 14001

NATURAL
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We believe that the greatest contribution we can make to 
Brazil is to expand access to information and opportunities 
through our complete portfolio of solutions (fixed and 
mobile voice, fixed and mobile broadband, ultra-broadband, 
digital data and services, cable TV and IT). To this end, we 
maintained our expansion plan in 2019, with investments 
in the order of R$ 8.8 billion.

Since 2015, the Telefônica Group has measured the 
relationship between the impact generated by the 
business and local economies. As of last year, the study 
and methodology, which were carried out by PwC, were 
internalized by Telefônica Spain. The research shows that 
we contribute 1.03% of the national GDP. According to 
the survey, we generated 31,999 direct jobs and 360,622 
indirect jobs in Brazil in 2019.

Contribution  
to progress

We drive the 
generation of 

income and 
employment 
through our 
services and 
measure this 

impact annually 
in a global 
survey by 

Telefônica Spain

TELEFÔNICA VIVO FOUNDATION

Aware of our responsibility to return to society the trust we have 
received, we have, since 1999, relied on the Telefônica Vivo Foundation. 
The organization uses the concept of Educational Innovation as a  
way of inspiring new paths for the development of Brazil through 
education and digital inclusion, benefiting 1.46 million people.  
To learn more about this work, click here.

38%
5,357.6

48%

6,833.2

15%
2,093.3

 Direct
 Indirect
 Induced

Impact on GDP  
(million euros)

69%
360,622

6%
31,999

25%
130,281

Impact on  
job creation

 Direct
 Indirect
 Induced
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Infrastructure 
It is part of our commitment to digitize to bring people, companies 

and the environment in which we live together, bringing development 
across Brazil, with entertainment, technology, education and 
opportunities. In the past year, we have worked to further expand the 
number of municipalities that have our fixed and mobile coverage.

We are always looking for new opportunities to bring connectivity to 
more Brazilian municipalities. Two new business models were developed 
for the expansion of optical fiber. One of them is the “Terra conectado 
por Vivo Fibra” (Earth connected by Vivo Fiber), model of franchises 
to offer quality internet to small operations, for which we offer all the 
technical knowledge in the implementation of a fiber network and 
experience in the commercialization of products and services.

On another front, we launched another partnership model in Minas 
Gerais, which can be replicated in the future. The goal is to increase 
the capillarity of our fiber network and bring ultra-fast internet to over 
40 municipalities in the state, totaling around 800 thousand homes in 
the next three years.

2017

87

2018

121

2019

164

Cities covered by
fiber optics

+39%

+36%

2017

2,600

2018

3,100

2019

3,206

Cities covered
by 4G

+19% +3%
Through 

these 
initiatives,  

we contribute 
to the SDGs:

The expansion 
of coverage 
with optical 
fiber and 4G 
improves the 
quality of 
services to our 
customers, 
bringing more 
connectivity 
to Brazilian 
municipalities
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Advances in connectivity and digitalization in society have made 
customers increasingly demanding and transformed the way they 
relate to brands. The DNA Vivo program is one of our responses to 
this new scenario. Created in December 2017, it aims to standardize 
the way we relate to the customer, creating a unique DNA of service 
excellence as a differential for us to remain as market leaders.

Customer promise
Four DNA Vivo  
principles that  
guide the way  

we operate:

ADVANCE IN INDICATORS

The work carried out in the last year shows that we are on the 
right path as we have achieved a significant advance in our 
NPS (Net Promoter Score), composed of the difference between 
promoters and detractors of the brand, which has become the 
official indicator used by the Telefônica Group in 2019. During 
the year, Telefônica Brazil showed significant growth in NPS 
compared to 2018 and the highest index among all the main 
markets of the group.

To standardize processes and provide faster service, we count on Aura, 
artificial intelligence for the relationship with customers that acts on 
the most recurring needs, such as requests to recharge, request a 2nd 
copy of the account, check the internet balance, among others.

As a way of measuring whether the work developed is being reflected 
in an improvement in the evaluation of our customers, in the last year 
we created the DNA Thermometers, by which more than 200 service 
processes are digitally evaluated right after the experience with us. This 
helps to identify the perception of customers, map and act on possible 
failures in service processes such as sales or installation.

During 2019, we looked for innovative opportunities to diversify 
our business model and reinforce our commitment to innovation. So, 
we launched Vivo Car, an unprecedented service in the country that 
transforms ordinary cars into connected vehicles, with internet access 
and information about the health of the vehicle, possible mechanical or 
electrical failures, planning of revisions and safety alerts.

2EASY 
“Piece  

of cake”

3
CHARMING 
“A hell of a 

show”

4“Bullseye”

1“Fulfilled  
  promises”

EFFICIENT 

RELIABLE 
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Another novelty was Home Assist, a 
residential assistance service for electronic and 
microinformatics equipment. Technical support 
can be activated for installation, configuration and 
orientation with electronic devices in the residence, 
whether for TVs, home theater, cameras, computers, 
printers, wi-fi, among others. In addition, it 
also offers locksmith and electrician services to 
customers.

Also with a view to diversify, we expanded our 
portfolio of new video and entertainment services 
through partnerships with major brands such as 
NBA, NFL, Amazon Prime Video, among others. In 
addition to strengthening our position as a hub for 
digital content and services, the new strategy adds 
even more value to consumers.

Attentive to the needs of our customers, we 
also launched Vivo Money, a service in which we 
offer personal loans from R$ 1,000 to R$ 30,000, 
with interest rates starting at 2.97% a month, 
according to the customer’s credit profile analysis. 
In partnership with Banco Digio and Ibi Digital, the 
initiative was launched as a pilot project, which 
allows the hiring of personal loans in a 100% digital, 
fast and practical way.

MOST VALUABLE BRANDS

We are number 9 in the ranking of the Most Valuable Brazilian Brands of 
2019, from the global consulting firm Interbrand. We were the only telecom 
company in the top 25, with an estimated value of R$ 2.53 billion.
The methodology, internationally recognized, takes into account the 
financial analysis associated with the Brand’s Role, which is the influence  
in the consumer decision process, and the Brand’s Strength, diagnosis  
of the brand’s performance in several dimensions.

Measuring customer  
satisfaction at more than  

200 points of contact  
right after their experience,  
in a digital and automated  

way, generating several 
opportunities for  

improvement.

DNA 
THERMOMETER

THE RESOLUTIVITY 
TRAIL

With the complete cycle, 
improvement of the 

experience in each point 
of contact and increase of 
promoters, consequently 
obtaining higher NPS (Net 

Promoter Score), generating 
greater loyalty and more 

chance of recommendations.

GREATER 
SATISFACTION

Still using agile methodology, 
implementation of projects 

that improve customers’ 
experience. An example 
of this approach are the 

improvements in Meu Vivo  
(My Vivo), offering the first 

level of digital service for more 
than 16 million unique users, 
and the digitalization of URA, 
with high resolution for the 

group of customers who prefer 
to use the call center.

EXPERIENCE PROJECTS

Identification of the main 
sources of opportunities 

based on the insights of DNA 
Thermometers, using agile 
methodology and bringing 

together several areas of the 
company for quick and  
effective performance.

ROOT CAUSE 
IDENTIFICATION
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Our Responsible Business Plan has digital trust as 
one of the pillars, given the relevance that the subject 
has for the success of our business. The same diligence 
with which we treat our digital security is extended to 
the main providers of the services most relevant to our 
business. We have an extensive list, which we developed 
based on the company’s security requirements and 
market frameworks, and protocols to be followed, 
especially related to secure systems and servers.

It is our commitment to protect all our customers’ 
data, to guarantee confidentiality, integrity and 
availability, in accordance with the Telefônica Group’s 
Global Security Policy, and privacy, in accordance 
with the Global Privacy Policy, whose guidelines cover 
operations in all countries in which it operates.

Digital trust
Our management 
structure for data 
confidentiality 
in the company 
includes 
global policies 
and robust 
management 
and monitoring 
systems, 
including specific 
protocols and 
secure servers

NEW LEGISLATION

The new LGPD (General Data Protection 
Law) will come into force in August 2020 
and determines rules for companies to use 
collected data, providing more control and 
security to holders over the processing of 
their personal data. Our already adopted good 
practices put us in the right direction towards 
fully meeting the established requirements.
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PRIVACY CENTER

We rely on the Privacy Center, a portal 
that explains to users, in a didactic and 
transparent way, how their data is collected 
and stored. Click here to learn about it.

External recognition
All the work developed to minimize vulnerabilities with 

consumers has led us to be identified by the study “Who 
Defends Your Data?” as the Brazilian operator that is most 
publicly committed to the privacy of its internet users’ data, 
whether in fixed broadband or mobile internet.

We obtained the maximum score in the categories of 
information on data processing, data delivery, publication 
of transparency reports on data requests. Another highlight 
of the survey, carried out annually by InternetLab, in 
partnership with the Electronic Frontier Foundation, is related 
to our privacy portal for users that informs, in a didactic and 
transparent way, how data is collected and stored.

It is our 
commitment to 

protect all of 
our customers’ 

data and ensure 
confidentiality

VIVO PROTEGE
Always offering the best 
solutions, in the last year 
we launched Vivo Protege 
(Vivo Protects), with the 
combination of up to five 
services for the user to browse 
more easily and safely on the 
internet: Vivo Segurança Online 
(Vivo Online Safety), Vivo 
Cloud Sync, Vivo Resolve (Vivo 
Solves), Vivo Wi-Fi Seguro (Vivo 
Secure Wi-Fi) and Vivo Filhos 
Online (Vivo Children Online).

Click here to learn about our security  
solutions on the special Vivo Protege page.

To learn more
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Talent 
management

06
• Health and safety

• Agile methodology 



We encourage 
diversity 
among our 
teams, because 
we believe that 
this plurality 
is fundamental 
to foster a 
creative and 
innovative 
work 
environment

Through 
these 

initiatives,  
we contribute 
to the SDG:

We are attentive to the demands of contemporary society and 
seek to reflect, in people management, our corporate culture 
that associates technology and innovation to a respectful, 
diverse and inclusive work environment.

We know the importance of spreading that the diversity that 
we want to have - of generations, of thinking, of positioning, 
among others - matures the environment, the dialogue and the 
company’s performance. More than that, we are convinced that 
there are different ways to achieve results and that the sum of 
talents is more important than an individual talent.

Valuing diversity not only makes a difference for building a 
better society, but also generates more results for the company. 
After all, heterogeneous groups favor productivity and make 
the work environment increasingly healthy.

Talent  
management

58.35%41.64%

 Men
 Women

Employees  
by age group

27.44%

6.36%

66.19%

 Up to 30 years old
 Between 30 and 50 years old
 Over 50 years old

Employees  
by gender

In 2019, we achieved important advances in all axes of our 
Vivo Diversidade (Vivo Diversity) Program. We work to guarantee 
the participation of different audiences, initially expanding the 
representation of women, African-American and brown people, 
people with disabilities and LGBT+, regardless of hierarchical level.

With regard to gender equity, in 2019, we expanded the female 
participation in our Board of Directors. Of our 12 members, 25% 
are women. We also focused more on our Women in Technical 
Areas program, which expands women’s participation in the 
maintenance, repair and installation of new services, allowing 
women to be what they want to be.

In the period from 2016 to 2019, when we started to create 
actions to work on the equity theme, we increased the number of 
women in leadership positions from 15% to 22.5% and we work to 
ensure progressive advances in all positions. To further boost our 
actions in this area, we link the diversity goal to the bonus pool 
for company executives.
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Agile methodology
We implemented the “agile methodology”, which is a real transformation in the way 

of working, with multidisciplinary teams formed in squads and collaborative work. With 
more efficient and dynamic solutions, the methodology optimizes flows and improves 
project productivity. We registered more than 170 agile initiatives, with more than 1,000 
employees involved and experiencing different work practices.

Our Digital Labs was also designed with this format. The 1,500 square meter space 
is located in the Vivo building, in the South Zone of São Paulo, and is occupied by 230 
employees from our digital transformation teams, who work using the design thinking 
approach to accelerate the development of digital channels.

Health and safety
Ensuring the health and well-being of our 

employees is an absolute priority. Throughout 
2019, we invested R$ 1.8 million in training 
and awareness actions to promote the quality 
of life of our professionals and compliance 
with current labor legislation.

During the past year, we have improved our 
accident severity and frequency indicators 
and have not recorded any fatal accidents. In 
addition to training intensification, the result 
is due to the increase in field inspections, 
improvement in accident investigations and 
more assertive actions in the prevention and 
control of risks in each sector of the company.

RECOGNITION

In 2019, we won the Gold 
category in the 3rd edition 
of the WEPs Brazil Award 
- Empowering Women. An 
initiative by UN Women 
and the Global Pact, with 
support from the European 
Union and ILO (International 
Labor Organization), the 
award recognizes Brazilian 
companies with more efforts to 
promote equality in the work 
environment, in the value chain 
and in communities.

In 2019, we had,
on average,  

107.4 hours of 
training

per employee,
compared to

35.5 hours in the
previous year.

The increase is
mainly due to the

maximization of
online platforms

and actions

Accident  
frequency rate among 

employees*

2017

0.44

2018

0.53

2019

0.33

+20% -38%
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Sustainability  
in the supply 

chain

07
• Monitoring



To promote sustainable development throughout our value 
chain, we seek to ensure that our suppliers adopt good 
management and sustainability practices and reduce their 
socioenvironmental risks.

We adopt practices that ensure performance in full compliance 
with current legislation, whether in labor, environmental 
or tax aspects. Our contracting processes, for example, have 
contractual clauses so that our partners are committed to 
following our good practices.

Sustainability  
in the supply chain

In 2019, we
hired 1,247
suppliers, 96.9%
of them local.
This investment
exceeds
R$ 25.7 billion
and, with that,
we contribute
to foster the
Brazilian
economy

DNA VIVO AT SUPPLIERS AS WELL

In line with Brazilian law, part of our network maintenance and customer 
service activities is outsourced. We seek to disseminate our values and 
guarantee the complete adherence and engagement of service providers 
to our DNA Vivo program, which unifies the service to ensure a good 
experience for customers.

As part of our process, we have a global model for purchasing management 
and risk assessment, which considers aspects such as efficient production, a 
culture of sustainability and sustainable products.

Our Sustainability Policy for the Supply Chain directs the work of the more 
than 107.7 thousand employees of our strategic partners and contains the 
Principles and Minimum Criteria for Responsible Business that they must follow.

Our Allied Management area is responsible for monitoring and verifying 
legal compliance, safety standards and application of the Responsible Business 
Principles for service providers. The area also leads the conduct of on-site and/
or document inspections, on a monthly basis, of all allied companies with which 
we have current contracts.

Call center

Dealers

Others

Health professionals

Networks

Total

30,574

27,041

16,391

63

33,675 

107,744

37,741

27,075

17,514

115

39,566

122,011

46,042

24,732

17,208

124

37,411

125,517

Number of allies  
by type 2019 2018 2017
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Through 
these 

initiatives,  
we contribute 
to the SDG:

Monitoring
We have internal mechanisms and  

partnerships with independent platforms that aim 
to ensure full compliance with all requirements 
established for our partners.

To monitor social and environmental performance, 
we use the Ecovadis platform, a methodology present 
in more than 150 countries that assigns a score to 
each company registered in their systems, allowing 
the monitoring of our chain to evolve.

We also have internal audits to assess suppliers’ 
adherence to key aspects. In the environmental area, 
we evaluate emissions, waste, storage of dangerous 
products and readiness to deal with emergencies, 
among others. In the social field, the critical aspect is 
data management with reliability and privacy.

INTERNATIONAL 
EVALUATION

Our main partners are audited by the JAC 
(Joint Audit Committee), a coalition in which 
the Telefônica Group participates that involves 
the largest telecom companies in the world to 
assess the compliance of their shared supply 
chains. In 2019, 303 suppliers were audited, 
one in Brazil. Partners are also invited to 
answer the Ecovadis questionnaire, a platform 
for assessing socioenvironmental impacts. In 
the last year, 89 suppliers were evaluated, 
compared to 109 in 2018.

We adopt platforms
recognized in
Brazil and abroad
to monitor the
socioenvironmental
performance of
suppliers
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Environment

08
• Societal awareness



As a way to contribute to a low carbon economy, we are 
always looking for opportunities that make our operation more 
sustainable and reduce our impact on the environment.

In 2019, we anticipated the target set out in our Renewable 
Energy Plan and managed to convert 100% of our energy 
consumption to renewable sources, either through the purchase 
of certificates, guarantee of origin, free market incentive energy 
or distributed generation from small hydroelectric plants. We 
have also advanced in the efficient use of the energy we consume, 
implementing measures for automatic shutdown and optimization 
of equipment and eliminating network duplications.

With the acquisition of renewable energy, we reduced our 
emissions in absolute terms by more than 50% in 2019, exceeding 
the global goals of 2025. In addition to having a carbon neutral 
fleet, we now compensate 100% of the remaining direct emissions 
with the purchase of carbon credits, including the gases from the 
Kyoto and Montreal Protocols.

Environment

BOLDER GLOBAL GOALS

During 2019, the Telefônica Group announced much bolder goals among its global 
energy and climate change goals. One of the changes was a 50% reduction in 
direct and indirect emissions in absolute terms by 2025 and 70% by 2030. In 
addition to the commitment to reduce emissions in our supply chain, we have 
another goal related to our customers so that, by 2025, they will stop issuing the 
equivalent to ten times our emissions. The idea is that our business will drive 
other sectors of the economy to decarbonise.

Through 
these 

initiatives,  
we contribute 
to the SDG:

Participation of renewable sources  
in our energy matrix

  Goal         Realized

26%

27%

44%

100%

45%

35%

201920182017
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Societal awareness
Last year, we opened our first sustainable store in São Paulo (SP). 

The unit follows LEED (Leadership in Energy and Environmental 
Design) concepts, a seal created by the American organization  
U.S. Green Building Council, and serves more than 80 points in the 
nine categories of international environmental certification  
to achieve the Platinum seal.

Sustainability is present in furniture with environmental 
certification, in the reduction of electricity consumption and in  
its use from renewable sources - with the purchase of credit -,  
in addition to the complete elimination of plastic cups.

We will expand this sustainable model to our iconic stores,  
which have a different proposal for the best customer experience. In 
addition, all the lessons learned will be placed in the store manual 
to incorporate the most relevant aspects in other units.

The circular economy was another important axis of our 
operations. In 2019, we strengthened actions aimed at the reverse 
logistics of electronic waste, such as the Recicle com a Vivo (Recycle 
with Vivo) program - a pioneer in the telecom sector, existing 
since 2006 -, in which we offer customers and non-customers the 
collection and disposal of cell phones, chargers and batteries  
that are no longer used.

CONSCIOUS PURCHASING

Our stores provide customers with information about which devices 
have the least impact on the environment, to help them make 
more conscious decisions. Among the devices that we sold in 2019, 
68.3% had the Ecorating seal, which evaluates, with grades from  
0 to 5, more than 100 socioenvironmental criteria in the 
production and destination of smartphones.

In the 
sustainable 

store, the 
estimated 

energy 
consumption is 
28% lower than 
in a traditional 

store

RECICLE  
COM A VIVO

Since the start of 
Recicle com a Vivo 

(Recycle with Vivo), 
we have collected 

approximately  
5 million electronic 
waste equipment

Through the Vivo Renova (Vivo Renewal) program, we offer 
discounts on new smartphones upon delivery of the used one. 
The devices in good condition are again marketed by a partner 
company, after being reconditioned. In addition to offering a 
suitable destination for the equipment used, the initiative expands 
customers’ access to new technologies.

In the Fixed Business, we launched campaigns to expand the 
recovery and recycling of devices such as modems, decoders and 
other devices used in the broadband service. The collected materials 
were sent to a Repair Center for recovery or disposal, in accordance 
with environmental legislation.
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Financial 
results

09
• Broadband 

• Cable TV

• B2B



2019 was marked by the resumption of 
growth in our revenue. The result is mainly 
due to the good performance in data and 
mobile digital services and ultra-fast 
broadband (FTTH). These revenues already 
account for 52.5% of our turnover.

In 2019, total mobile net revenue 
increased by 4.8%, driven mainly by the 
6.0% growth in data and digital services 
revenue - which represents 74% of all 
mobile net revenue -, due to customers 
migrating to higher value postpaid plans 
and higher handset revenue, which grew 
40.7% during the year.

In 2019, the company recorded net book 
income of R$ 5.0 billion, a reduction of 
44.0% in relation to 2018, mainly due 
to the positive effect in 2018, related 
to decisions rendered final by the STJ 
(Superior Court of Justice) recognizing the 
right to exclude the ICMS from the basis for 
calculating contributions to PIS and COFINS.

Financial 
results

In the mobile 
segment, revenue 

from data and 
digital services 

increased its 
representativeness 

even further and 
we recorded a 

solid migration 
of customers to 
postpaid plans
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Broadband
Broadband revenue grew 9.8% in the year, 
driven by FTTH, which already represents 36% 
of all segment revenue and grew 45.8% when 
compared to the previous year. The evolution 
reflects our strategy to increase the base and 
the migration of customers to higher speeds, 
expanding fiber accesses, which grew by 30.8% 
in the year, with 2.5 million accesses.

Cable TV
Cable TV revenue dropped by 5.3% during the 
year and had a 15.8% decrease in accesses - 
caused by the company’s strategy to cease DTH 
commercialization. On the other hand, in IPTV 
(fiber TV), for which revenue expanded 32.1% 
compared to the same period of the previous year, 
the evolution of accesses was positive, growing 
23.4% in 2019, reflected in the TV ARPU, with a 
4.3% increase in the period.

B2B
Revenue from Corporate Data and IT increased 
by 9.9% in the period, benefiting from the 
strong performance of revenues from new 
services, such as data, cloud computing, other 
IT services and equipment sales, boosting the 
B2B segment as one of the main partners in the 
digital transformation process of companies. In 
this context, we have become one of the leading 
Microsoft resellers in Brazil.

For the first time 
in our history, we 
had higher fixed 
broadband revenue 
than fixed voice, 
which signals an 
important change 
in the behavior of 
Brazilian consumers

SUSTAINABLE 
CASH 
GENERATION

In the year, we presented a 
unique combination of revenue 
growth. We increased EBITDA 
and cash flow, while continuing 
to invest at high levels. All of 
this maintaining a solid return 
to our shareholders.
In 2019, we decided on credit 
interest on our own capital 
and record dividends for 2018. 
They were paid in the gross 
amount of R$ 7 billion referring 
to dividends, reaffirming our 
commitment to maximize 
shareholder return.
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