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A
t a time when so many 

South Africans feel 

disempowered by the 

levels of violence on our 

streets, Tracker is one organisation 

that is making significant inroads 

in the fight against crime. In just 

over a decade, the company’s 

technology has been responsible for 

the recovery of over 40 000 stolen 

and hijacked vehicles, resulting in 

some 7 300 arrests. It is on the back 

of these impressive credentials 

that the company has launched its 

new brand promise of ‘Taking back 

tomorrow’. An ambitious statement 

of intent which, as the company 

heads towards its goal of protecting 

more than a million vehicles by the end of 2012, aims 

to start affecting a real turnaround in vehicle crime 

in the country and, in the process, help take back 

tomorrow for all South Africans. 

Since its launch in 1996, Tracker has become a 

household name. In fact, its brand name has become a 

generic term for the vehicle tracking industry. Initially 

focused on radio frequency based products, Tracker 

Retrieve and Tracker Alert, the company merged 

with MobileData in 2007 and, virtually overnight, was 

able to offer a range of leading edge Internet based 

tracking products for the consumer and fleet markets. 

The Tracker SkyTrax range offers a host of features, in 

addition to Stolen Vehicle Recovery, such as roadside 

and emergency assistance, mileage monitoring and 

trip information, ‘over speed’ detection, ‘harsh brake’ 

sensing, ‘no-go’ zone notification and specialist 

applications for fleet owners. Tracker SkyTrax is the 

technology behind Hollard’s innovative ‘Pay as you 

Drive’ insurance offering.

Tracker has the largest infrastructure of all vehicle 

tracking companies. Not only does it run and maintain 

its own terrestrial recovery network of high sites and 

repeaters (in the case of its Radio Frequency products), 

but more than 1 200 vehicles and almost 50 aircraft 

are equipped with Tracker’s recovery technology, 

providing the company with the biggest recovery force 

in Africa. 

The brand’s credibility has been boosted through 

its widespread endorsement by the insurance industry 

and a unique partnership with the South African 

Police Service (SAPS) which effectively means that 

Tracker operates with the power of arrest, thus 

not only recovering scores of stolen and hijacked 

vehicles, but frequently arresting the perpetrators 

responsible. It’s a marriage that currently nets 

approximately 100 criminals a month and is widely 

considered South Africa’s most successful private-

public sector partnership. 
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selling proposition, brand associations, brand drivers, 

brand visualisation and, ultimately, the Tracker brand 

essence which is ‘We make a difference’.

Tracker’s refined and evolved brand identity 

retains the valuable equity they have built up over 

the years, but is now bolder and more clearly defined 

than in the past. 

With ‘Taking back tomorrow’ firmly entrenched 

in consumers’ minds, Tracker was ready to move 

beyond functionality, to strike that all important 

emotional chord. This posed a challenge; vehicle 

recovery devices are, after all, most frequently a 

grudge purchase and because they cannot be seen or 

touched, consumers are reminded of them only under 

adverse circumstances – if their cars have been stolen 

or hijacked.

Tracker sought to turn this type of negative 

attachment around, by linking the brand to 

aspirational qualities. Key to this was ensuring that the 

brand was consistent across all consumer touch points. 

Going beyond creating advertising with a heartening 

message, Tracker sought to ensure that consumers felt 

the emotional connection whether by communicating 

with a Tracker employee, visiting a fitment centre, or 

doing business with one of Tracker’s partners. As a 

result, significant emphasis was placed on creating an 

improved service culture.

Next, Tracker questioned why consumers would 

buy their products. Issues of freedom and control 

emerged strongly here; people value their free 

existence, and wish to take steps to protect their 

New Tracker livery for vehicles New Tracker Signage

As Tracker’s products are effectively concealed 

devices which are never seen by its clients, Tracker 

has worked very hard on creating an emotional 

connection with consumers, rather than following a 

product led or altruistic approach to marketing and 

advertising. 

The starting point for the brand’s reengineering, 

which commenced in 2007, was the development of 

their new five year strategic plan and a brand blueprint 

known as the ‘Tracker Echo’.

The Tracker Echo encompasses a number of 

elements including a brand positioning grid, future 

target markets, clear consumer insights, a unique 
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wellbeing, and that of their families. And that’s where 

Tracker helps; rather than complaining about crime, 

and wishing that ‘someone’ would do ‘something’ 

about it, Tracker customers know that they are 

empowering themselves so as not to become victims.

Still, the question remained, why choose Tracker 

over its competitors? Here, brand values proved a core 

differentiator. Tracker stands for integrity, discipline, 

progress, safety and connectedness, all of which add 

up to a brand personality that’s best described as 

proactive, dynamic, involved and optimistic. 

While this may sound high minded, Tracker’s brand 

promise is backed by a highly credible track record 

and enormous accomplishments, and is the choice 

of 550 000 South Africans. Added to this, Tracker is 

supported by cutting edge international technology. 

In fact, the original Tracker technology invented the 

mainstream vehicle tracking industry in the United 

States in 1986. 

The brand can therefore proudly lay claim to 

helping South Africans proactively reduce their 

personal risk and, by motivating all South Africans 

to do just that, the brand fosters a collective force for 

good. Ultimately, whether a Tracker employee is taking 

a call that culminates in the recovery of a vehicle, 

or selling a unit that will keep a family safe, they’re 

making an enormous difference to South Africa, 

helping to create a better future for all of its citizens.

A comprehensive internal marketing campaign 

was launched to ensure that all Tracker employees 

understand the various aspects of the new brand, and 

appreciate their role in delivering on its values and 

promises. Each employee has been given a superhero 

badge, because they are the ‘heroes’ who help keep 

South Africans safe. To further illustrate this point, a 

staff function was held, themed around the domino 

effect, to demonstrate how each member of the team 

can make a positive contribution to the company’s 

overall efforts.

Externally, the message was conveyed through a 

campaign consisting of outdoor, print, radio, television 

and tactical elements, and a special mnemonic was 

created as an auditory reminder of the brand. Print and 

outdoor advertising aimed to visually convey the sheer 

numeric might of Tracker’s accomplishments. For 

example, the number of criminals Tracker has helped 

arrest is represented by countless loaves of bread and 

bottles of water, symbolising their ‘new diet’. Television 

ads, meanwhile, featured South Africans talking about 

how they would like to be able to make a difference to 

the state of crime in South Africa, and realising how 

they can. These are supported by 10 second stings 

reporting Tracker’s credentials as well as the infamous 

‘Tim’ radio spots. 

The final element of the rebranding campaign 

was the launch of a fresh corporate image, with the 

Tracker logo modernised to create a greater presence 

and reflect the company’s optimism, forward thinking 

and dynamism.

www.tracker.co.za

TV campaign depicting ordinary 
South Africans realising that they 
can empower themselves to make a 
difference

Internal brand campaign


