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INFORMATION/INSTRUCTIONS: 

__________________________________________________________________________ 

 This is a closed-book assessment. 

 There are 8 questions.  Answer all questions.  

 Read the questions carefully and answer only what is required. 

 Number your answers clearly and correctly as per the question paper. 

 Write neatly and legibly on both sides of the paper in the answer book, starting on the 
 first page. 

________________________________________________________________________ 
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SECTION A 

DESCRIPTIVE QUESTIONS                                                                                             [50]               

 
 
QUESTION 1                                                                                                        [12 MARKS] 
 
1.1     Corporate brands share a number of characteristics. State characteristics of a 

corporate brand. (07) 
 
1.2 Successful brand management includes a number of strategic tools to strengthen 

brands.  Discuss tool no 2 strengthening by building brand trust and brand resonance.                  
(05) 

 
  
 
QUESTION 2                                                                                                        [12 MARKS] 
 
2.1  There are five brand portfolio roles. Discuss brand portfolio roles as mentioned by 
 Aaker (2004:23-27). (05) 
 
 
2.2  Although extensions can have attractive financial and strategic advantages for an 
 organisation, there are number of disadvantages. State disadvantages 
 (hazards/dangers) of brand extensions. (07) 
 
 
QUESTION 3                                                                                                      [11 MARKS] 
 
3.1  Discuss four elements as constitutive of internal marketing by Papasolomon and 
 Vronits (2006:188). (04) 
 
 

3.2  A basic process of brand contact planning consists of five phases. Define 
 phases 1, 2 and 3 involved in the process. (3) 
 
 
3.3  Keller (2008) recommended four building blocks needed to move customers up the 
 brand equity pyramid. Name and explain those four building blocks (04) 
 
 
QUESTION 4                                                                                                        [15 MARKS] 
 
4.1  Explain the Multilithic brand structure together with its sub categories and include 
 relevant examples. (06) 
 
 
4.2 A clear and textured brand identity system that succeeds to share the brand’s reason 

 for being consists of a particular set of properties. Identify and explain the elements 

 of brand identity system (BIS).  (09) 
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SECTION B 

APPLICATION QUESTIONS                                                                                            [50] 

 
Read the following case study carefully. Answer the questions that follow by drawing 

on the relevant theories, practical examples based on the case and your own insight 

Brand Management: Cell C 
 

 
 
It’s been a notably successful year for Cell C, with the brand celebrating a host of accolades 
across a number of areas. Most significant perhaps was the recent valuation of the Cell C 
brand, made by independent evaluation firm Brand Finance. Cell C was valued at R3.7 billion 
(a rise of R1.2 billion or 48 percent year on year), making it the 35th most valuable brand in 
South Africa in 2018. 
 
This year Cell C also embarked on a rebranding exercise and change of corporate identity. 
Its corporate colour changed from black to orange and the pay-off line, ‘The Power is in Your 
Hands’, has been amended to ‘Connect Your Way’. Rather than seeing the change as a 
mere pay-off line, at Cell C, ‘Connect your way’ is perceived as a consumer promise – a 
promise that must be lived by all employees as part of an internal campaign known as the 
Cell C Way. 
 
The advertising and marketing industry too has recognised the brand – it won a silver Cannes 
Lion at the recent Cannes Marketing Festival, a prestigious awards ceremony where work 
from around the world is showcased and judged. From a consumer perspective, Cell C 
maintained its position as the second coolest Youth Telco brand, ahead of both MTN and 
Telkom. 
 
 
 
 
Product innovation has been key to delivering on the brand’s promise and during 2018 a 
number of innovative products were introduced. These included unlimited free data to stream 
black with the objective of lowering the barriers to access the black content portal and 
increase the adoption of the service. In addition, Cell C Fibre continued to grow across South 
Africa. Cell C’s popular WhatsApp bundles were enhanced with Shout Out bundles which 
combine Facebook and WhatsApp usage at attractive prices. The brand also signed soap 
opera star Thembsie Matu as the new face of Cell C’s flagship prepaid product, Ultra Bonus, 
and also introduced a new converged offering, Media Play, which merges the best of 
telecommunications (mobile, data and fibre) and content. Sponsorship is a cornerstone of 
Cell C’s marketing strategy. This is the fifth year in which Cell C has sponsored the Cell C 
Sharks, a flagship sponsorship for the brand and one which earns it a high level of annual 
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exposure throughout the Super Rugby and Currie Cup tournaments. Independent research 
has revealed that the Cell C Sharks is one of the most popular sporting brands in the country, 
with the sponsorship providing not only a positive brand association, but also the opportunity 
to engage with fans in their leisure time on a subject they are passionate about. 
 
Another significant sponsorship is Cell C’s involvement with Miss South Africa, which it co-
manages and sponsors with Sun International. The pageant celebrated its 60th anniversary 
this year. Not only does the show remain extremely popular with South Africans, it also gives 
Cell C the opportunity to leverage its female empowerment initiative. Examples include the 
extention of the platform by hosting its Women 360 workshops as well as the continuation of 
the Miss SA internship programme which equips young women with workplace skills. One of 
the largest areas of success in this sponsorship is on social media platforms, where fans can 
interact. Social media engagement is extremely high, for example, there were 1.2 million 
Twitter impressions when Tamaryn Green was crowned this year’s Miss SA. 
 
CSI is an important pillar of the brand and as such, activities undertaken position the brand 
as a caring and responsible corporate citizen. The most visible initiative in the CSI Arena is 
‘Take a Girl Child to Work Day’ which has been running for the past 16 years. In 2018, this 
national programme was further enhanced with Cell C promoting the sustainability of the 
initiative and creating awareness around the concept of ‘more than a day’. To this end, Cell 
C hosts female learners four times per year and supports the bursary and intern programme 
through the Tomorrow Trust. Take a Girl Child to Work Day attracted 550 corporate 
companies as well as government this year, with President Cyril Ramaphosa himself hosting 
female learners. Another addition was the launch of Cell C Girl, an online platform that allows 
access to educational resources as well as economic and employment opportunities. 
 
On the digital side, Cell C forged a partnership with Choma Dreams Cafés with the brand 
providing ICT access to 40 innovative youth hubs in Gauteng and Kwazulu Natal. This 
initiative aligns to Cell C’s objective of bridging the digital divide and providing an increasing 
number of South Africans with access to digital platforms and information. 
 
Other CSI initiatives where Cell C is involved are Mom Connect, an online support 
programme for pregnant women and new mothers; Cell C Kindness (a national and ongoing 
programme which promotes random acts of kindness) and Cell C Employee Volunteerism, 
where employees are encouraged to donate their time to helping others and worthy causes. 

 
According to Brand Finance, Cell C was the joint fastest growing brand of 2018; clear 
evidence that the brand’s commitment to its consumers and sound corporate citizenship has 
paid off, despite the competitiveness of the telecommunications market. 

 

Source: http://brands.marklives.com/brands/cell-c/ 

 
 
 
 
 
QUESTION 5                                                                                                        [22 MARKS]

            
Brand managers use sponsorships to accomplish certain objectives.  Discuss the objectives 
aimed by Cell C’s brand manager through sponsorships. (22).  
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QUESTION 6                                                                                                        [12 MARKS] 
 
Cell C also embarked on a rebranding exercise. Assess this exercise by applying six criteria 

in choosing brand elements insert or properties. 

 
 
QUESTION 7                                                                                                       [12 MARKS] 
 
Brand elements insert or properties identify and differentiate the different components of a 
brand. Explain with examples the different brand elements used by Cell C from the above 
case study. (12) 
 
 
 
QUESTION 8                                                                                                      [04 MARKS] 
 
The rebranding exercise of Cell C lead to a new brand mantra known as “Cell C Way”. The 
marketing manager is not sure what exactly a brand mantra should do.  Explain to the 
manager of Cell C what brand mantra should do (any two). (04) 
 
 
 
 
 
 
 
 
 
 
 

 
TOTAL [100 MARKS] 

 
 
 
 


