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THE CASE FOR CHANGE

The companies who didn't just survive COVID, 
but thrived, all had one thing in common:
A DIGITAL GAMEPLAN
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Poor Financial 
Performance
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Consistent under-performance

Total losses over R33-billion
FY 2020 – R5,5-billion

Significant liquidity constraints

Failed 2017 
Recapitalisation
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Burdened with unsustainable 
debt

Did not right-size or reposition

Unchanged Strategy & 
Operating Model
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Strategy and operating 
model remained unchanged, 
despite under-performance

Slow to adapt to competitive 
environment

Inefficient Organisational 
Structure

04

Fragmentation and 
duplication of roles

Operate in silos and no 
goal congruency

Increase in head count over 
years
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THE TURNAROUND STRATEGY 

The companies who didn't just survive COVID, 
but thrived, all had one thing in common:
A DIGITAL GAMEPLAN

The four pillar strategy will establish a stable financial and operational business on which to successfully 
execute the business plan and deliver value to the stakeholders
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Liquidity
• Established a stable 

liquidity platform on which 
to deliver recapitalisation

• Executing on the strategy 
will generate sufficient 
sustainable free cash flow 
to service recapitalised 
balance sheet and provide 
the necessary investment 
required under the 
Business Plan

1
Recapitalisation

• Cell C’s capital structure 
has always been 
unsustainable versus its 
peers

• A recapitalisation is 
targeted by end May 2021

• A recapitalisation needs to 
dramatically change the 
structure of the balance 
sheet to provide a stable 
financial platform on 
which to deliver 
sustainable, profitable 
growth

4
Network

• A renegotiated MTN 
Phase 2 enables Cell C to 
manage its network 
capacity requirements in a 
more scalable and capital-
efficient manner

• A focus on Quality of 
Service (‘QoS’) will help 
drive efficient data traffic

• Restructuring of existing 
lease commitments to 
reflect the requirements 
under MTN Phase 2

2 Operational 
Efficiency

• Revenue – Telco’s have 
traditionally focussed on 
high growth strategies to 
capture market share with 
little focus on the bottom-
line

• Costs - Cell C is focusing 
heavily on operational 
efficiencies, with support 
from external consultants

3

Phase 1 - turnaround Phase 2 - transition Phase 3 – new model post recap
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Platform-based solutions
Overlay quality services

Network strategy
Scalable and cost efficient 

Focused product 
& services offering

Leverage adjacent technologies

OUR FOCUS

Lean Agile Flexible Responsive Accountable ResilientNEW CELL C 

NETWORK STRATEGY
With MTN Phase 2 Transition Cell C will reduce its infrastructure footprint and roam on MTN’s infrastructure
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Network 
strategy

Transition to 
roaming Roam to build Build Build

Infrastructure 
(no. sites) 5,503 6,159 12,750 14,000
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NETWORK STRATEGY IMPLEMENTATION ON TRACK

as at end 
October 2021

Overall completion 
40%

100% migrated 4 provinces 

7500 sites
95% are 4G/LTE enabled
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An asset-light infrastructure model leading to improved profitability

Decrease
27%

531

730

2021 H1 2020 H1

Network Expenses R’m

Increase
Off a very low base 

2%

111

109

2021 H1 2020 H1

Capital Expenditure R’m

109

Decrease
21%

780
986

2021 H1 2020 H1

Finance Leases R’m

REDUCTION IN NETWORK EXPENSES, FINANCE LEASES AND CAPEX
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Platform-based solutions
Overlay quality services

Network strategy
Scalable and cost efficient 

Focused product 
& services offering

Leverage adjacent technologies

OUR FOCUS

Lean Agile Flexible Responsive Accountable ResilientNEW CELL C 

KEY ACTIONS TAKEN BY MANAGEMENT TEAM
Simplify –> Focus –> Leverage –> Excel 

MTN Phase 2 
Transition

Simplification 
of operating 

model

• Transition onto the virtual radio network enabled by MTN
• Leverage off MTN’s scale through buying capacity in bulk.
• Successfully negotiated inclusive capacity growth on MTN, without increasing the roaming cost.
• Broaden the LTE coverage footprint to reach under-served areas of South Africa.
• The virtual radio network continuously expand as MTN expand their network with no additional cost

to Cell C.

• Reduce capex and opex required for radio network build and operations and repurpose it to digital 
platforms, core and billing systems

• Cell C already shut down 25% of its radio network and the remaining 75% will be switched during 
the 3-year transition period, ending December 2023.

• Optimising other expenditure including property, fleet, and customer collection and experience 
costs

• Entering into strategic partnerships to reduce baseline cost for handsets, IT and core network 
equipment

Roaming and 
commercial 
alignment

• Cell C is now the largest buyer of radio network capacity in South Africa which enable us to 
efficiently connect our customers to the services they need.

• Simplify product offering and excel at being customer centric. 
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Platform-based solutions
Overlay quality services

Network strategy
Scalable and cost efficient 

Focused product 
& services offering

Leverage adjacent technologies

Superior customer 
experience

Embed customer proximity

From build, own and run everything ourselves to focused investment, partnering and a buyer of services

To be a market-leading, customer-centric 
digital lifestyle company

An innovative Disrupter

OUR POSITIONING

OUR FOCUS

Lean Agile Flexible Responsive Accountable ResilientNEW CELL C 

BEYOND FIXING – PIVOT FOR GROWTH
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• Accelerated digital transformation

• A scalable and cost-efficient network strategy in transition phase 
from ‘21 –’ 23

• An ecosystem of collaborations and partnerships to innovate on 
products and services

• Being product-led to customer value proposition-led

• Continued operational excellence and efficiency programme

• Change management to build a start-up mentality, accountable and 
innovative culture

OUR STRATEGY ENABLED BY

• Become a pioneering, digital services provider that 
leverages its telco platform

• Strengthen and leverage our position as a significant 
wholesale buyer and aggregator of network capacity 

• Drive customer centricity and focused market 
segmentation

• Reset organisation to a new way of doing business

OUR VISION  To be a market-leading, customer-centric 
digital lifestyle company.  
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INFRASTRUCTURE RACE VS WHOLESALE AGGREGATOR

Infrastructure 
player 

13,000
Delta
7,500

18 years would be required to catch up with big infrastructure players 
(based on 400 new sites built per year and assuming no new sites are 
added by infrastructure player.)

Network opex on its own would be slightly lower than the roaming service fee of 
R4.6bn, forecast for year 4 of the agreement.

New operating model allows Cell C’s 
customers access to MTN’s infrastructure 
and benefit from its scale.

The platform business model being embarked 
on, would leverage off existing and new 
partnerships to offer value to consumers by 
bundling services according to their needs

Data will become the cost of sales, with the 
real value being created through servicing 
customer needs using our platform 
ecosystem
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PIVOTING FROM A TELCO TO A TECHCO

PLAYING CATCH UP PIVOTING TO TECHCO

VS

1

2

3

Cell C 
5,500

INFRASTRUCTURE FOOTPRINT (# OF SITES)

ESTIMATED COSTS REQUIRED TO CATCH UP

R4.1bn
Network opex p/a

R12.4bn
Capex
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Reconfigure job profiles 
that will deliver on 

set standards

Assess current and 
prospective talent

Develop, recognise and 
reward performance

Creating 
the right 

environment for 
performance

Underpinned by

• Clarity on company direction and priorities

• Communication and engagement sessions 

• Discarding previous practices and behaviours

• Holding each other accountable 

• Leaders who role-model change

A CULTURE SHIFT TO REDEFINE PERFORMANCE

Reset and clarify 
performance standards 

and expectations 



WHERE WE ARE
BUSINESS STABILISING

Better positioned to implement new strategy

Continued improvements in profitability and operational efficiencies

Improvement in quality of earnings

Generating cash and more competitive in the market

Underpinned by our assets: spectrum, a loyal and profitable customer base and a resilient brand

A recapitalisation is the final pillar - provide momentum for growth and sustainability 

EBITDA increase
7.1%
due to the new 
company strategy 
taking effect

Year-on-year 
EBIT increased

114%
due to new 
company strategy 
taking effect

Net Income 
increased from 
a loss to a profit 

102%
Decrease in 
Operating Expenses

25%
Network Expenses down 27%, 
Commercial Expenses down 27% 
Admin Expenses down 22%
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A PROUDLY SOUTH AFRICAN BRAND
One of the most recognisable and valuable brands in South Africa

Proudly South African 
company achieved 

Level 2 BBBEE 
status

Recognised  
as customer 

service champion 
that offers value. 

Spectrum is a 
valuable asset

A profitable 
client base

Top Industry 
Awards For 
Customer 
Service

A preferred 
supplier to 
government 

Overall quality 
of network 
continues to 
improve 

for meeting global HR best practices 
for past 8 years 

Certified by the 
Top Employer Institute 

In partnership deliver an MVNO  
solution to Shoprite k’nect

Ranked 19th*
Most Valuable Brand in SA 
Top 30 for 3 years in a row  
* Kantar Study
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A RESILIENT BRAND 
THAT STRIVES TO 
EMPOWER CONSUMERS 

• Cell C launched its brand campaign on 01 Feb 2021.

• Our repositioning is about breaking down stereotypes, and 

striving to win against all odds. 

• Our campaign celebrates the spirit of resilience.

• As a proudly South African brand, we believe customers can 

identify with the story of making it through challenges.

• Our brand repositioning represents a shift in how we see our 

future as a company. 

• A customer centric challenger brand, that understands that 

consumer needs change.

• A brand that aims to empower customers with the ability to 

connect to digital services.



• Network strategy including product 
review and optimisation of traffic on 
the network

• Operational rationalisation
including cost efficiency programme, 
restructuring and announce new 
operating model

• Recapitalisation work in progress 

• Liquidity Platform

• Three year transition to virtual RAN 
provisioned by MTN as part of 
network strategy 

• Reduction in network expenses, 
finance leases and capex 

• Implement new business model

• Introduce new products to market 

• Optimise customer base 

• Recapitalisation to strengthen the 
balance sheet  

TURNAROUND 
AS AN MNO
2019 - 2020 

TRANSITION
AND EVOLVE
2021 - 2023 

GROWTH 
AS A TECHCO
2024

• Improved financial performance
• Operationally efficient
• Foundation set for new business 

model

• Transition successfully managed

15



16

Purpose is key : Common understanding

Don’t be in denial – take steps to mitigate threats

Actively manage stakeholders – communicate regularly

Cash is king - P&L not relevant, forget about spreadsheets 

Always speak the truth – build trust and credibility

Cannot do it alone – right advisors to guide

LESSONS 
LEARNT

Be ruthless in execution and cutting costs 

Mistakes happen - fix them quickly

Governance is critical – don’t be a cowboy

Keep it simple – easy to understand

Lean on team, external sounding boards 

Failure is an option – we need problem solvers

Stay fit, eat well and make time for family
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CHANGE 
YOUR
WORLD

Thank You


