
segments of society. Women already account 
for over 49 percent of the company’s staff - far 
exceeding the industry norm. 75 percent of those 
are black women. In all, 90 percent of Cell C staff 
are historically disadvantaged. Cell C proudly lays 
claim to a number of “fi rst to market” offerings, 
including discounts for frequently dialed numbers 
(on the friends & family offering); per-second 
billing for prepaid customers, and the fi rst to 
launch the lowest-value prepaid voucher on the 
market, the R5 “half tiger”. Cell C was also the 
fi rst operator to blacklist cell phones instead of 
grey-listing them, and the fi rst to launch wireless 
internet connectivity for home users. The company 
also offered the fi rst cellular contact centre to 
provide service in all of South Africa’s 11 offi cial 
languages. Cell C was the fi rst operator in South 
Africa to offer free calls to their customers on the 
weekend with their Woza Weekend offering.

HISTORY
Having been awarded South Africa’s third cellular 
telecommunications license, Cell C went live in 
November 2001, bringing healthy competition into 
a market then dominated by two providers. Cell C 
is 100 percent owned by 3C Telecommunications, 
which is 60 percent owned by Oger Telecom South 
Africa, a division of Saudi Oger; 25 percent 
owned by an unencumbered holding by CellSAf, 
(a Broad-Based Black Economic Empowerment 
entity representing over 30 black empowerment 
companies and trusts); and 15 percent by Lanun 
Securities SA, a wholly owned subsidiary of 
Saudi Oger Ltd.

A teaser campaign to raise expectations 
of Cell C’s launch took advantage of a 
C-shaped eclipse that appeared over Africa 
that day in June 2001, with full-page ads of 
the eclipse in local publications carrying the 
tag line “We’d like to thank Mother Nature 
for announcing our imminent arrival”. 
Within its first month of operation, 
strategic marketing campaigns ensured 
that more than half of all South African 
cellular users were aware of Cell C. 
By December 2001, brand awareness 
already measured 80 percent. After 
just 11 months, sustained marketing 
campaigns throughout 2002, resulted 
in the brand achieving parity of brand 
awareness with its two competitors. 
By November 2002, spontaneous 
brand awareness was 100 percent.

One spectacular achievement 
of the brand was massive growth 

in the area of brand equity, with Cell C achieving 

THE MARKET 
Cell C believes that people looking for run-of-
the mill service aren’t Cell C customers - and 
millions have concurred since the company’s 
launch in November 2001. Currently boasting a 
7.14 million-strong active customer database, the 
company has carved a niche in the industry by 
offering value for money, simplicity and choice. 
A variety of products and services have attracted 
around six million prepaid customers with post-
paid and controlchat customers fairly evenly 
matched in making up the numbers.

Cell C has rolled out over 100,000 community 
service telephones (CSTs) and managed to fulfill 
its obligation to offer 52,000 CST’s between 2001 
and 2008, ahead of schedule. This has enabled 
more than 9,000 entrepreneurs to establish 
their own businesses. The cellular provider 
offers a full range of global system for mobile 
communications (GSM) services from a network 
able to provide voice, data and multimedia 
communications. As more and more content is 
available to mobile phones, Cell C customers 
will have access to all of it. The company has 
2,256 base stations nationwide and carries over 
87 percent of its own traffic. Cell C 
has roaming agreements with 519 
telecommunications operators in 
181 countries worldwide.

Not only does Cell C offer 
services that appeal to users across 
the social and financial spectrum, it 
is also South Africa’s most empowered 
telecommunications company in 
terms of equity ownership, preferential 
procurement, employment equity, and 
enterprise and skills development. 2006 
saw Cell C first begin to refresh its 
strategy, with greater emphasis on human 
resources (HR), processes and customer 
satisfaction. The company’s financial 
performance during the past two years bears 
testimony to the effectiveness of this move.

ACHIEVEMENTS
At the fi nancial year ending 31 December 2008, 
Cell C posted a customer increase of 34 percent 
over its 4.8 million in the previous year, proving 
that the market responds well to value-for-money 
offerings. Cell C is known as the company that 
cares about previously disadvantaged South 
Africans and one that makes a concerted effort 
to employ them. The company’s business plan 
forecasts the creation of 2,500 direct jobs and 
15,000 indirect jobs within four to fi ve years, 
encompassing individuals from disenfranchised 
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the same level of equity as both competitors 
by quarter one, 2005. Cell C has since 
managed to maintain its distinctiveness 
and consumers associate the brand with 
being intelligent and entertaining, bold 
and daring, challenging and individual. Ad 
campaigns have consistently reinforced 
the view that Cell C is “typically South 
African” and credible. 

THE PRODUCT
Cell C’s core products are its tariff plans: A 
prepaid range includes, easychat standard, 
easychat all-day and easychat per second. 
There is an extensive offering of prepaid 
top-up recharge vouchers in R5, R10, R25, 
R35, R50, R150 and R300 denominations. 
Contracts on offer include controlchat, 
casualchat, activechat, businesschat, 
valuechat and telemetry, along with 
deals that suit business and personal 
applications.

Part of the Company’s strategy, is to 
partner with best-of-breed companies 
on a number of fronts, from network 
equipment (Siemens and Huawei) to 
product development (Accenture) to 
advertising (Ogilvy). The company 
chooses partners carefully, with the 
ultimate partnership between Cell C 
and its customers in mind.

RECENT DEVELOPMENTS
2007 and 2008 saw the launch of 
Woza Weekend which evolved in 
2009 into Woza Wheneva allowing 
Cell C’s customers to get a whole 
lot of extra value each time they recharge. Woza 
has changed the entire landscape of the cellular 
market making its customers more discerning 
about the brand that they select and has helped to 
strengthen Cell C’s position as the up and coming 
third operator. 

PROMOTION
With a media strategy that incorporates all above-
the-line media, including radio, television, outdoor, 
print, cinema and the internet, Cell C maintains 
high brand awareness in South Africa. Monthly 
promotions are run at various distribution points, 
and a quarterly generic promotion sees all Cell C 
stockists participate.

Since 2001, people have been encouraged by 
the company’s payoff line to see “for yourself ”. 
This line is the spirit of the brand, ensuring that all 
services that Cell C offers are based on customer 
insight, needs and desires. Cell C takes a three-
pronged approach to communicating the brand 
message: inform, encourage and educate. 
During the frequent “load shedding” blackouts 
last year, a campaign encouraged its millions of 
customers to help save electricity by unplugging 
their chargers after charging their phones. The 
message was that while it might seem pointless 
on an individual basis, millions of customers 
joining forces can save a significant amount of 
power.

Cell C’s 2008 brand campaign shows the 
strength of numbers and how harnessing the 
network’s customer base can help effect change 

and create positive chain reactions. A call to 
action was put out to enlist customers and within 
24 hours there were sufficient people to feature 
in the ad. The campaign - comprising television 
commercials supported by print, radio and outdoor, 
is unique in that it communicates that when you’re 
on Cell C, you’re part of something great. It’s 
about transforming Cell C from a mobile network 
to a mobilised network of millions of people who 
can work together to bring about change. An 
advertisement saw hundreds of genuine Cell C 

THINGS YOU DIDN’T KNOW ABOUT 
CELL C

 Cell C has been first in bringing a number 
of things to market in South Africa - 
from per second billing to the lowest 
denomination recharge voucher, to the 
black listing of cellphones

 Cell C has the first cellular contact 
centre to offer service in all 11 official 
languages

 Cell C is the telecommunication provider 
with the highest compliments ratio on 
HelloPeter.com

 Getclosure.com is a website focused on 
resolving consumer complaints  and rates 
Cell C as  the top telecoms provider 

customers from all walks of life (a 
Karoo farmer, a suburban housewife, 
a student, a Cape fisherman) holding 
up books with different coloured 
pages. As the camera pans out, the 
screen fills with more and more people 
holding up books and the new Cell C 
logo emerges. 

The brand campaign aimed to 
prove the strength of the network by 
showing the collective potential of 
Cell C customers to have a positive 
impact in South Africa. Cell C sees its 
own success as being dependent on 
the prosperity and sustainability of the 
communities that support it. The success 
of the community - including current 
and future customers, is the success of 
Cell C. In April 2008 - in support of Cell 
C’s value for money positioning and the 
opportunities that existed in the market, it 
was decided to re-launch Cell C’s top-up 
package, controlchat. There are 17 top-up 
options available, from controlchat 50 to 
controlchat 700. The final strategy focused 
on a single tariff, controlchat 100. A focused 
campaign was developed and implemented 
from April 2008 and by the end of the year 
controlchat 100 had more than doubled 
its targeted figures. The total year target 
for controlchat 100 was set at 30,000 new 
customers; this target was achieved at the end 
of August.

 
BRAND VALUES
The Cell C brand represents individuality, 
choice, simplicity, value and attitude. The Cell 
C logo has become an instantly recognizable 

icon in the South African consumer and business 
landscape. The brand is the customers’ champion, 
backing this promise with ongoing research and 
the swift resolution of any problems that may 
arise, including daily feedback from its contact 
centre. Younger clients identify with the fun, 
excitement and action Cell C represents to them, 
while business clients choose the brand for its 
value and service.
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