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This review captures highlights of how the 
Communication and Marketing Directorate is adding 
strategic value in pursuit of the goals, mission, 
and vision of the University. It covers the four-year 

period from August 2019 to July 2023, showcasing how the 
directorate has shaped the public narrative and supported 
the change agenda of the University. The review covers the 
following key performance areas (KPA):

•	 Providing strategic management and transformational 
leadership in Communication and Marketing at the 
University

•	 Strategically directing the Communication Department
•	 Strategically directing the Media Management 

Department
•	 Strategically directing the Digital Communication and 

Marketing Department
•	 Strategically directing the Marketing Department
•	 Strategically directing the Arts, Culture and Heritage 

Department
•	 Strategically directing the Student Recruitment 

Department

This review also aims to show how this work has 
effectively positioned the University as a leader in digital 
communication and marketing over a period where an 
international pandemic disrupted all facets of life, including 
traditional modes of communication and marketing. Very 
few people would have predicted that the emergence of 
COVID-19 towards the end of 2019 would be a turning 
point in the way people around the globe lived and 
worked. However, there has been a sea-change in the 
field of communication internationally. Since then, the 
Communication and Marketing Directorate has been at 
the forefront of the push towards digital communication 

and marketing, in a world that is unlikely to revert to pre-
pandemic modes of communication.

1.1.  Hub model

The Communication and Marketing Directorate takes a hub 
model approach (see Figure 1) to projects. This begins when 
a client seeks assistance with an event, launch, publication 
or campaign. The first step is to identify the most suitable 
Project Lead within the Directorate for the faculty or 
department. Once the Project Lead is determined, they 
compile a comprehensive communication plan to outline 
the project’s goals and strategies. The Project Lead then 
allocates tasks to a team of creative professionals within 
a productivity hub. These individuals collaborate closely, 
using their diverse skills to support project requirements 
and ensure a successful outcome. 

After a project is complete, the hub delivers the final 
product, including various collateral and services, to the 
client. A post-event debriefing then evaluates project 
performance, and this is supplemented by thorough 
analytics to review outcomes and identify areas for 
improvement. The hub model approach in this way 
provides a streamlined and coordinated workflow, bringing 
together specialised expertise within the Communication 
and Marketing Directorate to effectively meet client needs.

Much of the Directorate’s work was achieved through 
repurposing a limited budget and increasing our 
efficiencies and effectiveness in this way of working.  A 
strategy employed to capitalise on our limited resources 
was to partner with faculties and departments on projects 
to allow the Directorate to leverage on the achievement of 
student recruitment and other portfolios.

Client requests assistance with:
event / launch / publication / campaign

Project Lead compiles communication 
plan:
• Background
• Objectives (short & long term)
• Target audiences
• Messaging
• Activities (tasks, date, time)
• Budget
• Evaluation criteria

Project Lead allocates tasks to creative 
productivity hub who all work together to 
support the requirements

Digital Communication
and Marketing

Graphic design
Social media management
News & Events web sites

Web & social media 
analytics

RSVP forms
Technical support

Communication

Writers
Op-Eds

Publications
Memos

Event management

Marketing

Advertising
(paper, online, radio, 

billboards)
Branding

(corporate identity)

Student Recruitment

Specialised campaigns for
Admissions
Registration

Internationalisation
Academic support

Media Relations

Media releases
Newspaper

Radio
Media analytics

Arts, Culture and
Heritage

Performance
Music

Video recording
Interviews

Story boards

Directorate

Logistics
Procurement

Policies
Governance

Faculty or speciality area 
determines Project Lead

Communication & Marketing
Hub model approach to

project management

Post-event debriefing 
and performance 
review via analytics

End product (collateral & 
services) supplied to client

Figure 1: Communication and Marketing Hub model
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2.1.  Digital First

The Directorate’s new Digital Communication and 
Marketing Department was established in January 
2020, immediately expanding its existing, and 
ongoing, “Digital First” approach. Since then, 

this department has been at the heart of our hub model 
approach to project management.

In March 2020, the COVID-19 pandemic catapulted us 
into the digital communication universe. The University’s 
Communication and Marketing Directorate became a 
focal point, with integrated teams working round the clock 
with colleagues in faculties, operations and information 
technology (IT) divisions.

We immediately implemented our Digital First Crisis 
Communication Strategy in an effort to educate our internal 
and external wider community. This included our then 
29 000 students and 4 000 staff members, in the drive to 
protect their health and assist them in the switch to remote 
study and work. 

In line with the University’s ethos of access for success, 
and the imperative of “leave no student behind”, it is 
important to note that a Digital First approach does not 
exclude those who may not have connectivity. Rather, 
it adapts the original printed content and materials for 
sharing on social media platforms, including websites, to 
expand its reach.

2.2.  Social media reach 

An integral part of the marketing strategy at any university 
today, social media is a powerful tool for crisis management, 
recruitment, student relations, fundraising and more. 

The Digital Communication and Marketing Department 
produced the first baseline report for its social media 
platforms, based on analytics comparing metrics for 2019 
and 2020. This has shown the immediate positive effects 
of our Digital First approach in expanding Nelson Mandela 
University’s social media presence. 

The University is active on the following platforms:

•	 Facebook
•	 LinkedIn
•	 Twitter
•	 Instagram
•	 YouTube

Yearly reports are now conducted, with a summary of 
findings shown in Figures 2 and 3. The following metrics 
are used to track our performance on the social media 
platforms:

•	 Audience: the number of users who liked / followed / 
subscribed to our pages

•	 Impressions:  the number of times that any content 
associated with the page was displayed to a user

•	 Engagements: the number of times that users reacted to, 
commented on, shared, or clicked on our posts

•	 Post Link Clicks:  the number of times that users clicked 
on the links within our post

•	 Video views: the number of times users viewed our videos

Our Facebook audience grew from 100  621 followers 
in 2019 to 178 918 in the second quarter of 2023, while 
on LinkedIn it grew from 11 419 to 98 098 followers. On 
Twitter the followers grew from 25 826 to 29 621, and on 
Instagram from 10 134 to 23 571 followers.

Figure 2: Growth of social media audience at Nelson Mandela University
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These numbers highlight the phenomenal growth of our 
social media platforms which has enabled us to reach 
stakeholder numbers in the millions, which was previously 
not possible, and extend our brand globally.

2.3.  Websites 

University websites play a pivotal role in the modern 
education landscape, serving as a comprehensive 
platform that facilitates access to crucial information for 
students, staff, and the broader community. The Digital 
Communication and Marketing Department manages 
and maintains most of our websites, which offer detailed 
insights into the various faculties, schools, and departments 
within the institution. Prospective students can explore 
academic programmes, faculty expertise, and admission 
requirements, aiding them in making informed decisions 
about their educational journey. Moreover, research 
entities and ongoing projects are showcased, promoting 
transparency and encouraging collaboration among 
researchers. Additionally, our university websites provide 
valuable resources on clubs and societies, fostering a 
vibrant campus life and allowing students to engage in 
extracurricular activities that complement their academic 
pursuits. Overall, these websites contribute significantly to 
the dissemination of knowledge, supporting the growth of 
a diverse and inclusive learning environment.

Figure 4 shows the performance of the main University 
website (www.mandela.ac.za) for the same baseline 

Figure 3: Increase in social media metrics for Facebook, Instagram, Twitter, LinkedIn and YouTube combined, starting from an 
18-month baseline in 2019-2020 and compared to the last 18 months in 2022-2023.

period as for the social media platforms: the number of 
visitors increased by 41%, from 2.3 million to 3.3 million; 
pageviews by 64%, from 20.6 million to 33.9 million; and 
browser sessions by nearly 67%, from 8.7 million to 14.6 
million (pageviews refer to the time spent on a single web 
page by a user, regardless of how many times they leave 
and come back, while a session refers to how long a user 
spends on a website, which may involve visiting multiple 
pageviews).

2.4.  Online productions 

The Communication and Marketing Directorate has 
expanded its production of webinars, digital packages and 
content for distribution across online platforms, and this has 
led to increased online traffic and awareness. Short videos 
of visual and creative arts are released to mark celebration 
days and other notable events.

In 2020, for example, 34 videos were produced including 
a special edition Madiba Video marking International 
Mandela Day on 18 July. Another significant production 
was a 25-minute video designed to supply information 
on Mandela University doctoral programmes, as evidence 
for the Council for Higher Education (CHE) review. The 
University’s apex event of graduation now also uses a 
digital approach, which enabled students and their families 
to celebrate safely at home over the pandemic period, 
starting with the December 2020 graduation season (see 
5.1 below). 

Figure 4: Increases in visitors, pageviews and browser sessions for www.mandela.ac.za. 

Date Range Impressions Engagements Reactions Likes Shares Video Views Post Link 
Clicks

JAN 2022 – JUN 2023 77 976 254 7 120 200 1 009 201 537 054 68 158 6 723 095 248 151
10 823 Posts

1 276% 2 079% 1 326% 742% 806% 6 267% 1 141%

JAN 2019 – JUN 2020
2 942 Posts

5 666 861 326 762 70 764 63 823 7 523 105 601 19 994

1 Jan 2022 – 30 Jun 2023

1 Jan 2019 – 30 Jun 2020

Users Pageviews Sessions
41.32% 64.04% 66.58%

3 305 749 33 935 504 14 614 189

2 339 136 20 687 189 8 772 950

https://www.mandela.ac.za
https://www.youtube.com/watch?v=IkBOavu8XhI


7

3.  Communication



Communication and Marketing Review

8

3.1.  Internal and external crisis and 
emergency management communication

The Directorate has developed a proactive and 
effective crisis management communication 
process which is successfully used as the need 
arises. In brief, the procedure is as follows:

•	 Posts are tracked continuously via social listening to pick 
up any trending issues

•	 Senior Director (SD): Communication and Marketing 
Directorate is alerted any time of day or night

•	 SD informs Deputy Vice Chancellor: People and 
Operations (DVC: PO), who chairs the Emergency 
Management Team (EMT)

•	 EMT meets for briefing on pressing issues, and 
recommends the way forward

•	 Dean of Students engages with student leadership and 
feeds back to Executive Management (MANCO) for 
decision making

•	 MANCO gives feedback to the Directorate, which crafts 
statements, these are usually completed late evening, 
when meetings conclude

•	 University updates are sent via memo, posted on web 
and social media, and shared with external media.

The University regularly deals with the impact of national 
issues such as those, for example, around student funding, 
and Communication and Marketing is called on to accurately 
and sensitively reflect the University’s position. The most 
recent example of this was sporadic student protests in the 
first quarter of 2023. 

The Communication Department issued regular University 
updates while the Media Manager responded to numerous 
queries and requests for comment from local and national 
media. The team also facilitated publication of an opinion 
piece to reflect the University’s position, written by the 
Dean of Students, in The Herald newspaper.

3.2.  COVID-19 communication – Internal 
and external communication

The Communication and Marketing Directorate has played 
a key role in creating awareness, providing general updates 
and sharing the many interventions by the University in its 
role in the fight against the COVID-19 pandemic. 

Working with all University departments, this has seen 
the Directorate navigate unchartered waters in a bid to 
guide staff and students safely through the pandemic. 
The immediate priorities in 2020 were to save lives, and 
the academic year, and this was strongly reflected in our 
institutional messaging.

To guide these efforts, two communication plans were 
drafted, and a dedicated coronavirus website developed 
as a credible go-to reference destination for both internal 
and external audiences. This formed the basis of our 
university-wide “It’s in your hands” campaign.

As the health and wellbeing of our staff and students 
remained a priority, the Communication Department 
shared regular updates to inform and reassure internal 
stakeholders, provide access to ever-changing COVID-19 
information, and guidance around remote working. 
The international Digital Communication Awards (DCA) 
recognised Nelson Mandela University for its internal 
COVID-19 Communication Plan with a bronze award in 2020.

The COVID-19 communication drive included the 
publication of pocket guides, the creation of advisory 
posters, and a call for staff to get involved as part of the 
solution in managing the pandemic. Much of this work, 
and other successes, was enabled by the work of the multi-
stakeholder Coronavirus Task Team (CTT).

The Directorate designed and produced COVID-19 
collateral for use across all social media platforms. As the 
pandemic continued, and intensified, over 2020, 2021 and 
2022, so too did the collateral that the team had to produce. 

The University’s COVID-19 webpages received over134 000 
page views early on, during the height of the pandemic. The 
site did well on Google searches for coronavirus information, 
appearing on the first page especially for universities and 
schools searching for posters on COVID-19 protocols.

To sensitise staff, students and the wider community, the 
team was successful in sharing the following stories, both in 
print and in video format of:

•	 Those who contracted COVID-19 and shared their 
experiences.

•	 Those working at the front line - the health workers.

https://www.mandela.ac.za/News-and-Events/Coronavirus-Information
https://www.mandela.ac.za/www-new/media/Store/documents/corona/RTC/home/StudentGuide2020-update.pdf
https://www.mandela.ac.za/News-and-Events/Coronavirus-Information/COVID-19-Information-posters-for-distribution
https://www.mandela.ac.za/News-and-Events/Coronavirus-Information/COVID-19-Information-posters-for-distribution
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•	 Those providing solutions - special safety shields, innovative 
machinery for hospitals, hand sanitisers and more.

COVID-19 Remembrance Services – Internal 
communication

Not only did the pandemic change the way we worked, lived, 
and studied, it also took the lives of loved ones. Over the 
deeply challenging era of 2020 to 2022, Mandela University 
can directly attribute the death of 20 staff members and one 

On the first-year anniversary of South Africa’s hard lockdown, let us join together as a university community in 
remembering and celebrating the lives of those we have lost in the past year.

To watch this LIVE event, join us on our YouTube Channel

26 March 2021 | 12pm

COVID-19 Remembrance Service

student to COVID-19. To acknowledge this, and help staff 
to grieve their loss, an online remembrance service was 
hosted on 26 March 2021, when South Africa was plunged 
into the strictest lockdown level. 

The University’s Executive Dean of Health Sciences, 
Professor Lungile Pepeta, was one of the members of staff 
who passed on due to COVID-19. The Directorate was 
involved in producing an online tribute in the shape of the 
Lungile Pepeta Memorial.

https://www.youtube.com/watch?v=DDgjQxFhUrg
https://www.youtube.com/watch?v=egq5QrGM_QQ
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Vaccination campaign – Internal communication

On the back of “It’s in your hands” campaign, we ran a 
successful Vaccination Campaign in 2021, focusing on 
vaccinations as the best means of protecting yourself 
against the coronavirus. The team designed and produced 
digital collateral that was used across all social media and 
web platforms.  

We worked closely with health services colleagues in 
positioning the institution as a public vaccination site, in line 
with the University’s educational purpose and philosophy of 
operating in service to society. Special preference was given 
to staff and students. Up to 75% of our staff took advantage 
of the opportunity, also bringing their spouses and partners 
along. A concerted effort was made to encourage students 
to get vaccinated.  

Arts and culture online – Internal and external 
communication

At the advent of COVID-19 the performing arts sector saw 
venues closed, with no live audiences permitted. Artists 
around the world, and at Nelson Mandela University, had 
to find new ways of being and doing. The Directorate 
and the University Choir, which had come under new 

leadership in April 2020, explored new methods to 
educate, entertain and delight audiences. The result was 
an online blossoming of musical events that, having been 
recorded, are now accessible for perpetuity. This included 
online renditions of students and staff at home, singing 
individually, making simultaneous recordings. The result 
were renditions of Johnny Clegg’s Spirit of the Great 
Heart and John Knox Bokwe’s Plea for Afrika. This was 
a first for the University and a trend that was also being 
followed the world over. 

The annual Nelson Mandela University Isisusa Jazz Fest 
traditionally celebrated in person in the city also moved 
online in 2020, with a production pre-recorded in the South 
Campus Auditorium. In a first for the University, the Isisusa 
Jazz Fest was broadcast digitally on 27 November 2020, 
featuring national headline jazz saxophonist Sisonke Xonti 
as well as Mandela students, staff and alumni. 

With the pandemic still active the following year, the second 
online edition of the festival on 26 November 2021, paid 
homage to fallen arts and culture legends, namely Oliver 
Mtukudzi and Sibongile Khumalo.

The third iteration was held on 8 December 2022, featuring 
the Nelson Mandela University Choir and other choirs, and 

https://www.mandela.ac.za/News-and-Events/Coronavirus-Information/Vaccine-rollout
https://youtu.be/Gt3VV_xNlzw
https://youtu.be/Gt3VV_xNlzw
https://youtu.be/KG9WC430gHY
https://www.youtube.com/watch?v=9YwwgOq7FW0
https://www.youtube.com/watch?v=9YwwgOq7FW0
https://www.youtube.com/watch?v=9YwwgOq7FW0
https://www.youtube.com/watch?v=jycmdwRhC9Y
https://www.youtube.com/watch?v=jycmdwRhC9Y
https://www.youtube.com/watch?v=Ge6ilCHuqec
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broadcast live on the University’s YouTube channel. All the 
online Isisusa Jazz Festivals and other Arts and Culture 
events may be accessed by audiences globally indefinitely. 

Storytelling for behavioural change

The Arts, Culture and Heritage Department used a science 
communication technique to create a cartoon titled eRona 
Times.  Released on 6 July 2020, and aimed at adults, this 
depicted people in real life South African settings playing 
their part in fighting the COVID-19 pandemic. Its intention 
was to drive change management and help to save lives as 
part of Nelson Mandela University’s #itisinyourhands and 
#MaskUpMandela campaigns. The cartoons were presented 
in English, isiXhosa and Afrikaans. The graphic novel format 
also used clear, simple language in a bid to reach a wider 
audience who may or may not have advanced literacy skills.

https://www.mandela.ac.za/News-and-Events/Coronavirus-Information/-MaskUpMandela
https://www.mandela.ac.za/News-and-Events/Coronavirus-Information/-MaskUpMandela
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With preventative measures being the best form of defence 
against the virus, eRona Times shared the consequences 
of positive changed behaviours to create awareness and 
educate readers. The cartoon series was shared on all 
our social media platforms over several months. It is also 
housed on our #MaskUpMandela website.

The use of pop art in the designs of the cartoons was a first 
for the university and the design processes for messaging 
in crisis communications. The University’s new Medical 
School today carries the original artwork of eRona Times, in 
the form of graphic prints on the walls of selected areas of 
the school on the Missionvale Campus. This acts as a visual 
archival recording not only of the disease in an academically 
appropriate setting, but also extends the longevity of the 
original cartoon strip. 

Children’s storytelling is another area where Arts, Culture 
and Heritage contributed to vital messaging. The 
University launched a multilingual children’s story book, 
Virus Fighters in a webinar on International Mother Tongue 
Day in February 2021. South African performance artist 
and educator Dr Gcina Mhlophe also shared the magic of 
storytelling at this webinar.

Virus Fighters is an international partnership between 
Nelson Mandela University and the University of Dar Es 
Salaam, in Tanzania. This multicultural series, available in 
the five languages of isiXhosa, Afrikaans, kiSwahili, French 
and English, shares the cornerstone message of social and 
human behaviour to beat the virus. The University of Dar 
es Salaam was key in translating the books in kiSwahili 
to enable the distribution to go wider into the African 
continent. Additionally, French was also used to allow for 
more Western African coverage.

Academic support – Internal and external 
communication

The Communication and Marketing Directorate produced 
electronic collateral to support Learning and Teaching in its 
drive to continue and complete the 2020 academic year in 
a virtual space. This was a first for many, but it worked well 
in the end. 

Since the emergence of the pandemic in South Africa, 
the University, through its Coronavirus Task Team (CTT), 
actively monitored developments around the pandemic, 

https://www.mandela.ac.za/News-and-Events/Coronavirus-Information/-MaskUpMandela
https://www.youtube.com/watch?v=KBkFI6lCv0k


August 2019 – July 2023

13

and implemented strategy for the surveillance, prevention 
and management of the virus.

From the developments of the various workstreams, 
updates were shared to the internal University community 
through Memo, and externally through the University’s new 
site and social media platforms.

Return to work support – Internal communication

In 2022, the University was able to start the transition of 
its staff and student body from a predominantly online 
way of working to working and studying on campus. This 
process was not without its challenges, and communication 
played a vital role in assisting in this major about-turn. The 
team worked closely with colleagues in Human Resources 
and the CTT to facilitate the transition from remote to 
in-person work on all campuses. This included regular 
updates around maintenance, cleaning and safety along 
with the publication of a line manager’s guide to facilitating 
this process. We also issued a staff handbook advising 
members of staff on what to expect once they returned to 
campus. All staff were expected to be back in their offices 
by 15 September 2022. This support complemented the 
Directorate’s ongoing work around COVID-19 vaccinations.  

Staff must use Self-Screening App to 
monitor own health and for access 

purposes

Staff members must complete 
Health Declaration online

Staff member to view and agree adherence 
to Preventative Measures Videos

Apply for approval and permit to 
Return to Campus 

 Ensure that the necessary Personal 
Protective Equipment is booked in 

advance. Inquiries: she@mandela.ac.za

Departments can book for the 
initial COVID-19 screening with 

occupationalhealth@mandela.ac.za

On entry to campus, display permit to
Security Officer, and be sure to have your 
staff card scanned to record your entry

Have your temperature taken and hands 
sanitised on entry

Collect your pre-arranged personal 
protection equipment

Capturing and sharing the response to COVID-19 
– Internal and external communication

From the start, Nelson Mandela University pooled its 
intellectual and other resources to contribute to broader 
societal efforts against the pandemic, working with 
provincial and metro stakeholders. Amid stories of a 
debilitating shortage of personal protective equipment 
(PPE) in hospitals, in 2020, the Communication and 
Marketing Directorate began showcasing the University’s 
transdisciplinary collaborations to contribute to the national 
and provincial fight against COVID-19. 

The work of the COVID-19 Coordinating Committee 
(CCC) and its numerous work streams has been profiled 
nationally.

National news features and thought leadership pieces at 
the start of the pandemic have included:

•	 Prof Paul Watts on how COVID-19 left SA at the mercy of 
overseas drug exporters (Mail & Guardian; 25 March 2020).

•	 A news feature on the Centre for Community Technologies 
(CCT) app to assess schools’ e-readiness (Mail & Guardian; 
26 March 2020) 

https://www.mandela.ac.za/www-new/media/Store/documents/corona/RTC/home/Return-to-Campus-Guide-Book-update.pdf


Communication and Marketing Review

14

News features and opinion pieces from Deans and other 
academics on using our intellectual resources in the service 
of society were pushed through influential media platforms:

•	 Professors Lungile Pepeta, Azwinndini Muronga and 
Barend van Wyk: “NMU rises to challenge of fighting 
COVID-19” (The Herald; 9 April 2020) 

•	 “Engineers, Doctors and Business Unite” (Engineering 
News; 6 May 2020).

•	 The University’s production of its own sanitiser (covered 
across various media nationally)

•	 3D printing of face shields (The Herald; 9 April and 6 
May 2020), 

•	 #MaskUp campaign by professors Lungile Pepeta and 
Mary Duker (The Herald; 15 April 2020).

On the academic front, and towards efforts to complete the 
academic year at both university and schools in general, 
thought leadership pieces included the following: 

•	 Prof Cheryl Foxcroft and Dr Sam Bosire: “Nelson Mandela 
University’s conundrum – online teaching when 35% of 
students don’t have digital access” (Daily Maverick, 23 
April 2020)

•	 Prof Cheryl Foxcroft: “Integrated approach to salvage 
studies” (The Herald; 29 April 2020)

•	 Dr Muki Moeng and Dr Bruce Damons: “Education needs 
to be reimagined” (Weekend Post, 6 June 2020) 

•	 Doctors Muki Moeng and Bruce Damons: “A reimagined 
school is embedded in its community” (Mail & Guardian; 
16 July 2020)

•	 Dr Noluthando Toni: “The COVID-19 pandemic has forced 
academics to reflect and reimagine teaching and learning” 
(Mail & Guardian; 21 August 2020).

As the number of cumulative COVID-19 cases in the 
country grew, our academics added their voice to national 
lobbies for rethinking the COVID-19 containment measures 
(professors Lungile Pepeta and Fikile Nomvete, The 
Herald; 10 June 2020), and called for the food security 
crisis in households to be urgently addressed (Phumeza 
Mkontwana, Weekend Post; 13 June 2020).

Later, as lockdown restrictions lowered to Alert Level 3, and 
a phased return to campus was announced, the message 
become one that spoke of how to co-exist with the virus:

•	 Mr Luthando Jack: “Our COVID-19 world: how to 
reintegrate students into universities” (Mail & Guardian; 
21 June 2020) 

•	 Prof Darelle van Greunen: “Adapting for the Digital Now” 
(Weekend Post; 1 August 2020).
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Data modelling also became a focus area with the University 
adding to the conversation by offering Prof Azwinndini 
Muronga’s opinion piece: “Prediction models work but 
accurate data is vital” (The Herald: 5 August 2020).

Towards the end of the year, in the second wave of the 
pandemic, case numbers on campus rose with greater 
effect on staff and students than in the first wave. The 
University’s public messaging highlighted our duty of care 
to students:

•	 Mr Luthando Jack: “NMU strives to cushion students” 
(The Herald: 11 December 2020) 

•	 Sr Valencia Benjamin and Sr Althea Hawkins: “Taking 
care of students during storm” (The Herald, 23 
December 2020).

Gender-based violence – Internal and external 
communication

Amid reports of increased incidents of gender-based 
violence (GBV), exacerbated by the lockdown, the voice 
of academics in the University’s transformation and gender 
space was heard as part of the national conversation:

•	 Dr Ruby-Ann Levendal: “Ending violence against women” 
(The Herald; 15 July 2020)

•	 Dr Babalwa Magoqwana: “The danger of well-meaning 
men using the term ‘our women’” (Mail & Guardian; 29 
July 2020).

3.3.  Water Crisis Communication

Water awareness and water saving plans - Internal and 
external communication

As the COVID-19 crisis was subsiding, another crisis 
was rising: the crippling drought in Nelson Mandela 
Bay, which still faces a demand for water that exceeds 
supply. The Communication and Marketing Directorate 
introduced a “Save water now” awareness campaign. 
This aimed to encourage users to urgently cut back on the 
consumption of water.

The campaign has targeted students in particular, as this 
is where water usage levels have been high. Collateral 
includes posters, editorial opinion pieces, electronic 
signatures carrying themed messages, and other digital 
material on the topic.

https://sustainability.mandela.ac.za/Save-water-now/Water-saving-awareness-collateral
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Water and sustainability – Internal and external 
communication

Sustainability remains an apex priority of the University, 
with environmental stewardship an integral value and 
a sustainable, socially just world a core outcome of 
Vision 2030. With Nelson Mandela Bay suffering from 
ongoing drought and dwindling dam levels, institutional 
sustainability engineer Dr Andre Hefer penned an opinion 
piece: “NMU ramps up its water-saving” (The Herald; 21 
October 2020).

3.4.  Communication with non-office 
bound staff

The Non-Office Bound Team Integration Project, which 
began in December 2019 and given the name One Team/
Iqela Elinye, aimed to smoothly integrate 900 support 
staff members into the University’s structure. However, the 
integration process encountered challenges, including 
absenteeism, low productivity, and strained relations 
between management and workers, leading to a sense 
of mistrust.

The project’s primary objective was twofold: firstly, 
to enhance integration by establishing effective 
communication channels to foster a positive organisational 
climate, and secondly, to demonstrate the University’s 

commitment to transparent, engaging, and empowering 
communication for the support staff’s roles, advancement, 
and performance, ultimately leading to a more meaningful 
societal contribution.

The communication strategy aligned with the University’s 
core values, emphasising the importance of support 
service team members and their well-being. Key messages 
covered various critical issues, including support during 
the COVID-19 pandemic, commemorating significant 
events, participating in University programmes, and staff 
development initiatives. Messages through Facebook 
and Whatsapp were successful, with strong support for 
communication regarding non-office bound teams.

The communication framework involved regular messaging 
through the two channels in multiple languages, and 
senior managers played a role in disseminating Whatsapp 
messages to encourage feedback and discussion.

Since the project’s start, over 860 messages were delivered 
to non-office bound staff. Research indicated positive 
outcomes, such as increased commitment and loyalty to 
the University, satisfaction with benefits, and improved 
morale among staff. However, areas for improvement 
include prioritising training for non-office bound staff, 
possibly reducing message frequency, and addressing 
mobile phone usage issues among some staff members.
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4.  Leadership 
Communication
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4.1.  Institutional strategy

Mandela University Message Map – Internal and 
external communication

By using a message map, we ensure that messages 
about Nelson Mandela University are coherent, 
concise and aligned with goals and target 
audiences. This tool helps to organise and 

structure key messages and talking points for effective 
communication. It outlines the main ideas, supporting 
details, and the desired outcomes of a message, helping 
individuals or an institution to stay focused and deliver 
clear and consistent information across different platforms. 

In May 2020, the Communication and Marketing Directorate 
and Institutional Strategy collaborated to develop the 
first Message Map of the University. This creative process 
highlighted what we can offer stakeholders through our 
knowledge and services and aligns with the forward 
direction of Vision 2030. This process of mapping the 
attributes and benefits organizes them into a hierarchy that 
builds up to the brand promise. The institutional Message 
Map is a critical tool that serves as a framework to organise 
and convey all our messages into a compelling story, so 
that content generated is deeply aligned with the vision, 
mission, and values of the University.

IN THE SERVICE OF SOCIETY

CO-CREATING A SUSTAINABLE & 
SOCIALLY JUST WORLD 

ATTRIBUTES
(our offer)

BENEFITS
(the outcome)

NELSON MANDELA 
UNIVERSITY IS ...

SO THAT OUR KNOWLEDGE 
CONTRIBUTES TO... 

CORE

MESSAGE 

Pursue impactful scholarship & 
innovation to promote 

sustainable futures

Address grand societal 
challenges to change the world 
through action & stewardship

Engage with all publics in mutually 
beneficial partnerships that advance 

agency & promote co-creation of 
African-purposed solutions

Foster a more equal & 
just society

Provide transformative, lifelong, 
holistic learning experiences that 

liberate full potential

Cultivate socially conscious, 
globally connected citizenship 

that serves the public good

CRITICAL
CONSCIOUSNESS

SOCIAL,
 ECONOMIC & 

ENVIRONMENTAL 
IMPACT

CIVIC
RESPONSIVENESS

EMPLOYABLE
ENTREPRENEURIAL

GRADUATES

SOLUTION 
DRIVEN

OUTCOMES

INCLUSIVE
SOCIAL

INNOVATION 

HUMAN 
POTENTIAL
& AGENCY

IMPROVED
LIVED

EXPERIENCE

STUDENT
ACCESS FOR

SUCCESS

STAFF TALENT
MANAGEMENT

&
DEVELOPMENT

VIBRANT 
UNIVERSITY
EXPERIENCE

ENVIRONMENTAL
STEWARDSHIP

&
SUSTAINABILITY

DIGITALISATION 
INTERNATIONALISATION

 & GLOBAL
REACH

HUBS OF 
CONVERGENCE PARTNERSHIPS

INNOVATIVE,
ENTREPRENEURIAL

MINDSET

TRANSFORMATIVE 
INSTITUTIONAL 

CULTURE

AGILE
SYSTEMS &
PROCESSES

}BRAND 
PROMISE
(VALUE PROPOSITION)

COMPREHENSIVE 
PROGRAMME 
OFFERINGS

TECHNOLOGICAL
LITERACY

FUTURE
FOCUSED

AFRICAN 
FOOTPRINT

INTER- & 
TRANSDISCIPLINARY 

SCHOLARSHIP

RESPONSIVE 
CURRICULA 

ACCESS & 
ARTICULATION 

PATHWAYS

MULTI-MODAL 
LEARNING & 
TEACHING

Vice-Chancellor’s Matrix – Internal and external 
communication

To assist Vice-Chancellor (VC) Professor Sibongile Muthwa 
and her office in terms of optimally planning her diary, the 
Directorate developed a VC’s Matrix. This is, essentially, a 
year-long calendar of events and other commitments that 
require the VC’s attendance, support, input or other form 
of engagement. Along with institutional events hosted by 
the Events section in the Communication Department, 
it also includes writing forewords for publications, 
messages for staff and students, and attendance at other 
external events. 

Additionally, the Communication and Marketing Directorate 
proposes other opportunities the VC might consider in 
terms of strategically positioning the university through 
her leadership. This includes writing opinion pieces on key 
topics within the higher education sector, giving media 
interviews and assisting in student recruitment related 
opportunities. Regular meetings to discuss the proposed 
programme are held with the VC’s Office.    

All of the VC’s activities are published on her profile page 
and include her global initiatives, articles and opinions, 
updates to our staff and students, video messages, 
and speeches.

https://www.mandela.ac.za/Leadership-and-Governance/Vice-Chancellor-s-Profile
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2023: Advancing Mandela University – Internal 
and external communication

Prof Muthwa began her second five-year term as VC at 
Nelson Mandela University in 2023. She marked this with 
a lecture, Advancing Mandela University: Consolidating 
the Gains, Charting the Future Together, for University 
stakeholders in March. This required a concerted effort 
from the Communication and Events teams in terms of 
conveying the correct message to multiple groupings of 
stakeholders.  The VC’s speech has now set the tone for 
the way forward over the next five years with a focus on 
the strategic areas of digitalisation, student hunger, youth 
employability and entrepreneurship and sustainability.

4.2.  International engagements – Digital 
Communication and Marketing

International engagements that involve the VC are covered 
by Communication and Marketing through media releases 
and posts on social media that include photographs, 
video clips and other digital material. A member from 
Communication and Marketing Directorate usually 
accompanies the VC’s delegations to provide real-time 
reporting. In addition, the Directorate provides marketing 
collateral for each event, as and when called for. The 

following are a few of the significant VC visits to Africa, 
Europe and the US over the past year.

United States of America (USA), October 2022 – 
Digital Communication and Communication   

The VC along with seven other University representatives 
visited the USA in October 2022, visiting the Washington, 
DC and New York City areas.  The purpose of the trip was 
to reconnect with existing members of our USA-based 
ecosystem, including alumni and other partners. It also 
was geared towards cultivating relationships with potential 
new members of this ecosystem such as USA universities, 
philanthropic organisations, government institutions and 
representatives of the private sector. 

East Africa, June and July 2022 – Digital 
Communication and Marketing

A delegation led by the VC visited Ethiopia, Kenya and 
Uganda to connect the University with the African continent 
and expand its African footprint. This institutional initiative 
to expand our African footprint was conceptualised around 
Nelson Mandela’s footsteps as he travelled through 
the continent from the year 1962, seeking support for 
the liberation of South Africa. Several partner university 
agreements were signed as part of the three-country visit.

https://www.youtube.com/watch?v=Vmj19rbk0BI&t=3s
https://www.youtube.com/watch?v=Vmj19rbk0BI&t=3s
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United Kingdom (UK), February 2023 – Digital 
Communication and Marketing

The VC led a delegation to the University of Sussex in 
February 2023, which culminated in the signing of a 
Memorandum of Understanding (MoU). Prior to this visit, 
colleagues from the University of Sussex visited Nelson 
Mandela University in July 2022.

Partnership with the University of Oldenburg, 
2023 – Digital Communication and Marketing 

The University of Oldenburg, Germany, has a longstanding 
cooperative relationship with Nelson Mandela University 
that stretches back to 1998. Originally established in the 
field of education, this has expanded to be active and 
successful in a range of disciplines. 

The 25th anniversary of the partnership was celebrated 
with a visit by a delegation from the University of 
Oldenburg to Nelson Mandela University in Gqeberha 
in November 2022. The purpose of this visit was to 
deepen the cooperation of the different units, plan joint 
projects for the coming years, and sign a new long-term 
cooperation agreement. 

In the second part of the celebrations, a cooperation week 
was organized at the University of Oldenburg, where a 
delegation from Nelson Mandela University visited from 
26 to 30 June 2023. Communication and Marketing 
Senior Director, Chantal Janneker accompanied the VC’s 
delegation and provided the full suite of communication 
and marketing support.
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4.3.  Giving Campaign
The Communication and Marketing Directorate played 
a key role in the run up to and roll out of the University’s 
Mandela Day Giving Campaign, launched on 3 July 2023. 
The multi-year campaign aims to raise R30 million for 
four projects that intend to change lives, in line with the 
University being in service of society. 

The Directorate produced a content plan, set up a web 
page and designed the artwork for the campaign.  The web 
page provides a text and video message from the VC, as 
well as information on the four projects supported. Each 
project has a donate button that allowed one to directly 
give towards that project. 

The Directorate produced scripts for the Vice-Chancellor, 
Chair of Council and Chancellor under tight deadlines. It 
coordinated recording the videos in studios in Johannesburg 
and on campus, and sourced a programme director for 
whom a script was and included in the video launch. 

An internal teaser campaign kicked off 10 days ahead of 
the launch. It comprised Mandela quotes which focused on 
the importance of ubuntu, education and helping others. 

Prior to this, the Directorate produced a “thought leader” 
article under the byline of the DVC: Engagement and 
Transformation on what it means to be an engaged 
university. The piece, “Engagement: Universities need 

https://www.mandela.ac.za/Giving-to-Mandela-University/Mandela-Day-2023-Giving-Campaign
https://www.mandela.ac.za/Giving-to-Mandela-University/Mandela-Day-2023-Giving-Campaign
https://www.mandela.ac.za/Giving-to-Mandela-University/Mandela-Day-2023-Giving-Campaign
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to get their hands dirty”, was published in the University 
World News’ (UWN) Africa edition on 3 July. It also was 
published in UWN’s global edition on 9 July, ensuring the 
campaign received international media exposure. We were 
deliberate in approaching UWN with the article as it is a 
niche, credible higher education online publication with a 
global reach.

On 3 July we distributed a media release to national media, 
and a Memo to staff. 

The Directorate also crafted a letter from the VC to staff on 
the campaign, to be distributed on 18 July, International 
Mandela Day, and our digital marketing team recorded vox 
pops (informal interviews) with staff and students on the 
importance of supporting the campaign. 

4.4.  Institutional intellectual project

Since launching the new name and brand of Nelson 
Mandela University in 2017, the institution has embarked on 
a brand building exercise to reposition itself and entrench 
its scholarly, intellectual and engagement identity. The work 
of the Transdisciplinary Institute for Mandela Studies (TIMS) 
and the Centre for Women and Gender Studies (CWGS) are 
a significant part of this.

Transdisciplinary Institute for Mandela 
Studies (TIMS)

TIMS enjoyed regional and national news coverage in 
2020 with the signing of the MoU between the University 
and the Nelson Mandela Foundation in February 2020 
(The Herald; 4 February 2020); an opinion piece by 
Professor Sibongile Muthwa and Mr Sello Hatang on this 
partnership (the Mail & Guardian; 28 February 2020); (Re)
assessing Mandela webinar (Weekend Post; 11 July 2020) 
and as part of a Mandela Day package (Newzroom Afrika; 
18 July 2020). 

Centre for Women and Gender Studies (CWGS)

The CWGS continues to grow its national footprint, 
contributing to the national discourse on women and 
gender issues. In February 2020, the Centre received 
coverage for its Women in Leadership public lecture 
by former Malawian president, Dr Joyce Banda (SABC’s 
YouTube channel livestream, live cross to SA Today, SABC 
evening news, SABC radio stations; 29 February 2020).

The Centre’s series of online weekly readings has 
garnered coverage throughout the year, with a newspaper 
supplement showcasing the work of the Centre since its 
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launch in October 2019 published in the Mail & Guardian, 
The Herald and the Daily Dispatch in November 2020.

In April 2023, the Centre received national recognition in 
the Human Science Research Council–Universities South 
Africa (HRSC-USAf) Humanities and Social Sciences Awards 
for its scholarly efforts towards social justice. This accolade 
generated media coverage. 

On our social platforms we published 105 posts on CWGS 
that garnered over 437 000 impressions and 24  000 
engagements that included 4,377 video views.

Medical School launch

The University announced the approval of its MBChB 
programme in December 2020, generating substantial 
public and media interest. The official launch of the Medical 
School at Missionvale Campus, delayed until November 
2021 and smaller than originally planned (due to COVID-19 
restrictions), was a milestone event. The Communication 
and Marketing Directorate designed collateral for the 
launch which included a newspaper supplement, media 
releases, opinion pieces, a webpage, branding and a video 
with recorded messages of local and international support. 
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The launch garnered overwhelming media coverage to the 
value of R2 221 148 in advertising value equivalent (AVE) 
across national print and broadcast media. It also yielded 
an overall audience reach of 68  394  622 across print, 
broadcast and online media.

Engagement

As a transformative, responsive university in service of 
society, engagement is the third pillar of our institution along 
with the two traditional pillars of learning and teaching, and 
research. With up to 250 engagement projects active at 
Nelson Mandela University at any one time, the Directorate 
endeavours to share what the institution is doing in this 
sphere with a wider audience. Apart from the avenues 
outlined previously, such as media releases, opinion 

pieces and social media platforms, we have an ongoing 
a partnership with The Herald Citizen of the Year awards 
programme that assists in sharing what we do.

The University has profiled numerous engagement projects 
in The Herald Citizen of the Year publication from 2020-
2023, with a minimum of four pages of editorial content 
each year. The event’s overarching mandate is to share CSI 
and community related content, showcasing inspirational 
stories of hope that reflect individuals and entities serving 
communities. 

The partnership will continue for the years 2024 to 2026 
with the Communication and Marketing Directorate and 
Transformation and Engagement Portfolio anchors for the 
university.
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5.  Events
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5.1.  Graduation

Graduation is a flagship event for the University and 
the Communication and Marketing Directorate 
strives to present a positive, once-in-a-lifetime 
experience for our thousands of graduands 

each year. The process also includes communication 
and marketing activities that publicize human interest or 
newsworthy qualifications and research. It also involves 
coordinating the event and attending to details such as the 
student procession, stage set-up, on-day coverage, and the 
overall look and feel of graduation.  Over the period under 
review, the Directorate also piloted a new ticketing system.

Autumn Graduation 2020

As the COVID-19 pandemic precluded face-to-face 
graduation from March 2020 onwards for some time, we 
produced electronic and printed collateral for the switch 
from in-person to virtual ceremonies. These efforts aim to 
replicate, as closely as possible, the experience of a traditional 
in-person graduation ceremony for participants and guests 
watching the process online. This included overseeing the 
look of the venue to mirror the conventional stage set-up for 
graduation. We were also involved with pre-recording the 
office bearers, which included writing speeches, audio visual 

and plant hire, stage branding, catering, academic attire, 
and more. This was done while following strict COVID-19 
protocols. We also ensured that the Chancellor received 
her pack for recording purposes, which included academic 
attire, a pull-up banner, script and a gift. 

While virtual ceremonies were never, and will never be, 
the University’s first choice, the safety of the students, 
their families and our staff was the overriding priority. 
We committed therefore to supporting all graduates in 
celebrating their milestone safely, at home, with an online 
ceremony and additional digital opportunities. 

Autumn Graduation featured five honorary doctorates 
namely Ben Okri, Zanele Mbeki, Lesetja Kganyago, 
Phuthuma Nhleko, and Sindiwe Magona. This brought 
additional complications as they were not able to attend 
ceremonies in person. We therefore ensured that each 
honorary doctorate was recorded before graduation, 
and their recording released on the University’s YouTube 
channel. This involved hiring videographers who were in 
the same city as the recipients, who were spread across 
the country. The team paid attention to details such as the 
correct measurements for their academic attire, couriering 
gowns to their homes ahead of the recordings, and helping 
to check and edit their speeches.
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Summer Graduation 2020, Autumn and Summer 
Graduation 2021

Nelson Mandela University marked its next three graduation 
seasons online, following a similar procedure as outlined 
above. The Summer Graduation season in December 
2020 featured a series of ceremonies that acknowledged 
students graduating at the end of a long and difficult year. 
Many of our students are the first in their families to go to 
university hence, despite the disappointment of not being 
able to celebrate face-to-face, it was particularly important 
to communicate the symbolic significance of graduation.

There was a total of 14 136 views, but the number of 
viewers will far exceed this number as graduates had been 
encouraged to celebrate in the safety of their homes with 
their families.

Here is the breakdown per session:

•	 Session 1 – 17 December 09:30 – Education: 6830 views
•	 Session 2 – 17 December 14:30 – Business and Economic 

Sciences and Law: 2949 views
•	 Session 3 – 18 December 09:30 – Health Sciences and 

Faculty of Science: 1944 views
•	 Session 4 – 18 December 12:00 – Humanities: 975 views
•	 Session 5 – 18 December 14:30 – EBET: 1438 views

Autumn Graduation 2021 saw three honorary doctorates 
awarded, with a similar procedure followed for COVID-19 

safety protocols as at Autumn Graduation 2020.Professor 
Martin Tsamenyi, Dr Mmatshilo Motsei and Dr Gloria 
Serobe while Summer Graduation 2021 featured one 
honorary recipient: Mr Joel Netshitenzhe. Breakdown of 
number of views per session as of 11 May:

•	 Faculty of Education and Faculty of Law – 8416 views 
•	 Faculty of Health Sciences – 8743 views 
•	 Faculty of EBET – 8893 views 
•	 Faculty of Humanities – 5816 views 
•	 Faculty of Science – 5310 views 
•	 Faculty of Business and Economic Sciences – 12870 views

Autumn Graduation 2022

After two years of COVID-19 lockdown and virtual 
graduation sessions, Nelson Mandela University was able 
to hold its first live graduation sessions again in April 2022. 
The Directorate’s media campaign aimed to drive human 
interest stories related to graduation and celebrate the joy 
of being able to receive a qualification in person, on stage, 
and with family and friends. 

Results far exceeded expectations: print, broadcast and 
online news services picked up our stories and reported 
on them 86 times, with a reach of over 39 million. The 
Directorate’s graduation social media campaign resulted 
in more than 7 million impressions and over 400  000 
engagements with our posts. Social listening indicated that 
131 authors in eight countries mentioned Nelson Mandela 
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University graduation in 705 messages. These could have 
been viewed more than 1.4 million times by the followers 
of these authors, resulting in close to 36 000 engagements.

The 2022 Autumn Graduation season media coverage was 
again boosted by honorary doctorate awards, particularly 
that of veteran news broadcaster, Dr Noxolo Grootboom. 
Her honorary doctoral award garnered significant national 
broadcast media coverage. The other recipients were: 
Sindiso Mfenyana and, posthumously, Prof Lungile Pepeta.

Summer Graduation 2022, Graduation 
Recognition Ceremonies

December 2022 saw the first in-person Graduation 
Ceremony since the COVID-19 restrictions and included a 
new event: Graduation Recognition Ceremonies. This was 
targeted at students who had graduated online during the 
pandemic years of 2020 and 2021 and had been denied 
the opportunity of walking across the stage to be capped. 

The Directorate worked closely with faculty and academic 
administration to ensure that as many graduates as possible 
were reached, and that their experience was special. The 
team also ensured that all design collateral was done 

correctly, and the Graduation look and feel was in line with 
the corporate identity of the University. 

Autumn Graduation 2023

Although the first in-person Graduation Ceremony in 
2022 had gone well, the 21 sessions hosted in April 2023 
were even more successful. Social media coverage was 
exceptional and media coverage surpassed expectations. 
The Communication and Marketing Directorate team wrote 
and published 37 stories for both internal and external 
audiences.  

As mentioned in 2022, we witnessed extremely successful 
live Autumn Graduation celebrations on social media. In 
2023, we endeavoured to see if this was an exception, due 
to post-pandemic relief, or if it could be improved upon to 
extend brand exposure not just locally but also into Africa 
and internationally. 

It has been satisfying to note a massive increase in reach. 

Nelson Mandela University’s social media posts were 
displayed over 15.5 million times to users (up by 112%) 
and generated over 1.9 million engagements (up by 348%) 
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compared to 2022. Video views grew by 678% to over 4.1 
million. Three videos on Facebook had over 1.5 million 
impressions, with one reaching 4.7 million impressions and 
over 900 000 engagements, while one on Instagram had 
more than a million impressions.

Social listening results indicated that 2 509 authors in 55 
countries mentioned our graduation in 4  098 messages. 
These could have been viewed over 22.3 million times 
by the followers of these authors, resulting in 196  237 
engagements.

In addition, George hosted its first two graduation 
ceremonies on campus at the former Furntech building. 
Both ceremonies were well received.   

Communication and Marketing Directorate ensured that 
both the digital and print media items were updated and, 
in some cases, re-designed for graduation. This work 
included photographic backdrops that graduates could use 
for photographs. 

5.2.  Welcoming Ceremonies 

With lockdown restrictions from early in 2020, the VC’s 
traditional in-person Welcoming Ceremony and all the 
faculty welcome sessions, including meet-and-greet 
sessions, had to move online. The Communication and 
Marketing Directorate Events team, equipped with 
experience gained over 2020 and 2021 in hosting several 
online webinars, assisted faculties with these events. The 
result was a series of successful online events to ensure 
that the class of 2022, and their parents or guardians, were 
given insights into what to expect in the year ahead. This 
required online presentation training, speech writing, and 
exceptional organisational skills. 

We held a standalone Welcoming Ceremony at the Indoor 
Sport Centre in February 2023 at which the VC welcomed 
close to 3 000 guests comprising first year students and their 
parents or guardians. Faculty welcomes, with the Deans’ 
address and meet-and-greet sessions, remained online and 
were hosted the week before. The actual in-person event 
was also streamed online so that those unable to attend 
could learn about the institution. This saw many different 
design elements, both digital and print.  

5.3.  Academic and Excellence Awards

The first in-person hosting of these awards since the start 
of the pandemic in 2020 was in November 2022. Mindful 
of budget constraints and end-of-year “event fatigue”, we 
combined the Academic Awards for student achievers and 
the VC’s Excellence Awards into one slick and prestigious 
event. The Directorate’s work included scriptwriting, a 
filmed welcome, congratulatory message from the VC and 

stories about the winners for media consumption. The 
Events team also embraced new skills to provide the first 
full awards production with a voiceover, slides and quotes 
from all the winners.

5.4.  Support for institutional events, 
campaigns and projects

The Communication and Marketing Directorate assisted in 
producing electronic collateral for the shift from in-person 
events to virtual events, campaigns, and other projects. 
This has included invitations, posters, virtual backgrounds, 
brochures and other marketing material. In many areas, this 
was a first, and the end results have been outstanding, and 
still used in mid-2023. The team also guides faculties and 
departments on the correct use of the institutional brand on 
various templates. Event support also calls for a substantial 
amount of graphic design work. 

Public lecture: Dr Joyce Banda, 2020

Arts, Culture and Heritage, in conjunction with the CGWS 
and the Strategic Resource Mobilisation and Advancement 
(SRMA) office hosted a public lecture by former Malawian 
president, Dr Joyce Banda in February 2020. Through this 
lecture, the Centre aimed to expand the conversation 
on women and leadership in Africa. It also provided an 
opportunity to showcase the public art on South Campus, 
and gave rise to discussions on the architecture (established 
and new) of the University.

AfriFem Chair launch, 2021

In June 2021, the University launched the research Chair 
in African Feminist Imaginations. Media support was given 
and a series of opinion pieces by the Chair were distributed 
for publication, including Female Fear Factory: Any woman 
can be made into a whore, so sit like a girl (Daily Maverick, 
5 August 2021).

International Museum Day, 2022 

International Museum Day was marked by a collaboration 
with the Nelson Mandela Metropolitan Art Museum that 
showcased the Palaeoscience Virtual Tour. This featured a 
behind-the-scenes online tour of the art museum, providing 
a new platform for the University to engage with the city.  

International Narcotics Control Board 
Report, 2022

Faculty of Health Sciences Executive Dean Prof Zukiswa 
Zingela delivered the annual report of the International 
Narcotics Control Board (INCB) to an international audience 
in March 2022. A report on this event was published in 
Weekend Post.
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Entrepreneurship Development in Higher 
Education Lekgotla, 2022

In June 2022, Student Life and Development (SLD) hosted 
an entrepreneurship lekgotla in partnership with the 
Entrepreneurship Development in Higher Education (EDHE) 
programme to showcase youth entrepreneurship efforts 
in the Eastern Cape and at Nelson Mandela University. 
The Communication and Marketing Directorate provided 
media support for the event, which garnered coverage in 
local and national media.

Research Week, 2022

Mandela University hosted an inaugural Research Week 
in November 2022 as a pre-event of the World Science 
Forum, under the theme Science for Social Justice. This 
Research Week provided opportunities to develop and 
nurture researchers, and to showcase the impact of the 
University’s work in open science and societies, and on 

sustainable futures.  Communication and Marketing 
supported the event by creating speaker profiles, a 
website, an internal Memo, external media release and 
daily summaries of the day’s proceedings and well as 
social media coverage.

Alumni-in-Action, 2023

The University, in partnership with Alumni-in-Action, 
launched an initiative to render support to student survivors 
of gender-based violence (GBV) in March 2023. Media 
support was given to this project, generating coverage in 
The Herald and University World News.

Automotive Engineering Chair launch, 2023

The University launched its new Chair in Automotive 
Engineering, in partnership with the AIDC-EC, with media 
support given in June 2023. This was covered by The 
Herald and Engineering News.

https://research.mandela.ac.za/Research-Week
https://transformationoffice.mandela.ac.za/Alumni-in-Action@Mandela
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6.  Marketing 
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6.1.  Brand review audit 

Since the renaming of the University to Nelson 
Mandela University, the Communication and 
Marketing Directorate has produced a mass of 
new brand collateral in various digital and printed 

formats. Given the expanse of material produced over this 
time, any appraisal of the implementation requires broad 
brushstrokes. In summary, it includes designs for high-
level communication of the University’s large strategic and 
academic projects, campaigns such as student recruitment 
and water saving, branded items such as apparel and 
sportswear, day-to-day visual messaging for events and 
everyday life at Mandela University, and more. This has 
provided numerous interactive touch points for internal 
and external stakeholders with our brand. 

As chief custodians of the brand of Nelson Mandela 
University, the Communication and Marketing team has 
been central in rolling out this process. It is able to offer 
important insights on the collateral produced, processes 
followed, and challenges faced. 

With this in mind, the Directorate implemented and concluded 
a brand review audit from April to July 2023, which includes 
recommendations on how to take the process further. This will 
be shared with the University community in the next Integrated 
Marketing Communication (IMC) Reference Group meeting. 

6.2.  Brand and signage guidelines

Using the brand audit and findings as a base, the team 
has had sessions with graphic designers and other role 
players within the Directorate to re-visit current brand and 
signage style guides. They are being updated and, once 
signed off and implemented, will form the basis for our 
brand and signage policies. In time this also will require 
updating. 

Infrastructure and signage collaborations

With the University constantly growing, Communication 
and Marketing has worked with Infrastructure Services 
and Space Optimization (ISSO) on signage projects. This 
includes signage for new buildings and residences, as 

https://www.mandela.ac.za/www-new/media/Store/documents/Final-Brand-Review-Audit-May-23.pdf
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well as establishing what signage requires upgrading or 
replacement.

Shared Services project

The shared services project includes the correct application 
of our brand in the new Shared Services spaces on North 
Campus. The Directorate has been involved with the 
concept, design and implementation phases. This is an 
ongoing project which will expand to other campuses. 

Missionvale Campus branding

The project to rebrand the Missionvale Campus accelerated 
after the Medical School was launched in 2021. The 
Directorate was responsible for briefing the agency. The 
designs and concept have been completed and await input 
from the VC before implementation. 

Spatial branding 

The Directorate has started with a concept design that will 
see high traffic areas, such as the Help Desk, for example, 
flagged with institutional branding. Certain faculties and 
departments have also called for assistance to correctly 
brand their areas. This is an on-going project. 

Five-year branding and collateral

A variety of events, campaigns and publications were 
planned to celebrate Nelson Mandela University’s five-
year renaming anniversary in 2022. The Communication 
and Marketing team was instrumental in coming up with 
a concept to mark the milestone with collateral to be used 
across all platforms for the year. 
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7.  Student 
Recruitment
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7.1.  Recruitment over COVID-19

With the onset of COVID-19 in March 2020, 
the Student Recruitment Department 
swiftly transitioned to a digital approach to 
interact with students. Traditional student 

recruitment practices such as school visits, exhibitions and 
other face-to-face initiatives were halted due to regulations 
aimed at preventing the spread of the virus.

The Directorate created highly effective landing pages for 
our Internationalisation and Postgraduate campaign portal 
pages, which have helped to draw traffic to these sources 
of information.

The start of lockdown led to confusion about university 
applications. In light of this, Student Recruitment partnered 
with the Registrar’s Office to produce a video, viewable on 
the University’s YouTube channel. The aim was to create 
awareness of what was in place, as well as how and when 
applications would open for the 2021 intake. Later in 2020, 
the University released an update to this. The Registrar 
recorded an additional message for Grade 12 learners, who 
had experienced a very disrupted academic year, wishing 
them success with their matriculation examinations.

Getting to know my Mandela University 

Due to the lack of face-to-face interaction and the move to 
online, it was decided to introduce the Student Recruitment 
team on various social media channels. A Getting to know 
my Mandela University video provided information to 
assist prospective students to make informed decisions 
about study choices at Nelson Mandela University. The 

goal was to create a more personal approach, despite the 
overwhelming move to digital recruitment.

In-person and Virtual Open Days

As was the case with most universities internationally, we 
had to cancel all arrangements for annual face-to-face 
Open Days. Student Recruitment, in collaboration with 
faculties and the Support Service Departments, hosted 
faculty-based Virtual Open Days, in May and June 2022, 
in the form of a series of short videos on our official 
YouTube channel. These videos showcase the best of  
each faculty, and included additional information on 
admission procedures and requirements, financial aid, 
sport, student housing, arts and culture and more. Despite 
being pre-recorded, a chat function allows viewers to 
engage with faculty academic staff as well as Academic 
Admissions staff. 

Nelson Mandela University hosted its first in person 
Open Day in March 2023 after an absence of three years 
due to the pandemic. We hosted a Parent Information 
Session in May 2023 in the Sport Centre on Missionvale 
Campus, where the then Acting Deputy Vice-Chancellor: 
Learning and Teaching engaged with parents around the 
topic “Post-pandemic readiness”. More than 120 parents  
attended the event which had been advertised in The 
PE Express, a free community newspaper. Furthermore, 
two radio interviews were conducted (Umhlobo Wenene 
and Eden FM).

A total of 7 376 learners attended the Gqeberha event over 
two days in May 2023. Close to 3 200 learners attended the 
George Open Day event over two days later in May.

https://www.youtube.com/watch?v=zKTtXPCw2ck
https://www.youtube.com/watch?v=bXq2cNo-Fs0
https://www.youtube.com/watch?v=4O7w0NjC-HI
https://www.youtube.com/watch?v=4O7w0NjC-HI
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Online recruitment 

In addition to the call-to-action campaigns, Student 
Recruitment also ran an online motivational campaign. 
The team updated the MyFuture webpage with various 
resources for learners, including e-learning, science, 
mathematics, blogs, the launch of the MBChB, faculty 
webinars, a MyFuture inbox and a congratulatory note to 
the class of 2020.

With the extension of the lockdown into 2021, and the 
Nelson Mandela Bay area identified as a COVID-19 hotspot, 
Student Recruitment increased its focus on retention 
messaging to support enrolment. These interventions 
included a video, We’re excited to welcome you, which 
targeted provisionally accepted students with a short, 
upbeat message.

Additional highlights of 2021 included more digital content 
creation. This included a new video message from the 
Registrar, Virtual Open Day and faculty promotional videos, 
webinars, steps to study digitally, a support campaign 
by the University’s Universal Accessibility and Disability 
Services (UADS), how to connect with Student Recruitment, 
and good luck wishes aimed at 2021 Grade 12 learners. 

With no end in sight to the pandemic, new and innovative 
ways were sought for the Student Recruitment team to 

engage with its stakeholders. This led to the creation of 
the “Connect with a Student Recruiter”, a Microsoft Teams 
digital solution where prospective students and parents 
meet a recruiter.

A series of videos introducing the unique seven campuses 
to prospective students was produced. The longevity of 
these videos shows their popularity and complements 
other subsequent campaigns, positioning the University’s 
student recruitment efforts.

Video content from Student Recruitment initiatives has 
increased and supported the growth in applications. 
Messaging has also been shared on national television.

In addition to the projects and videos listed above, Student 
Recruitment has ongoing projects which are refined 
each year. These include but are not confined to deans, 
financial aid and new student letters, feeder and partner 
schools’ lists, chatbot testing and launch, VC’s Scholarship, 
Student Access and Enrolment Office flyers in three official 
languages, and an online booking system to connect to a 
student recruiter.

Mvezo recruitment

Supported by the Royal House of Mandela, Student 
Recruitment was part of a Nelson Mandela University 

https://myfuture.mandela.ac.za
https://www.youtube.com/watch?v=sh5EUvhdwjo
https://www.youtube.com/watch?v=pKvsh7CfgcI
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visit to Mvezo in the eastern part of the Eastern Cape in 
August 2022. The event, supported by all faculties and 
relevant support services, aimed to build relationships 
with the community, assist with career options and drive 
applications. It also provided an opportunity to engage 
with learners from Grade 9 to Grade 12.

Science for Society

Every year, Communication and Marketing collaborates 
with the Faculty of Science on science-specific projects 
and events. This is to encourage more learners to take up 
mathematics and science in school, as these are gateway 
subjects for careers in Science, Technology, Engineering 
and Mathematics. By focusing on identified scientific 
themes, the aim is to attract learners who will later enroll 
at Mandela University for studies in these fields. This is 
Mandela University’s way of helping the country become a 
knowledge-based economy, where science and innovation 
are used to resolve society’s pressing challenges.

These initiatives not only position the University favourably 
but work to bridge the gap between science and 
community issues. They help people understand how 
science, research and technology have a positive impact 
on their daily lives and on future generations, meaning that 
the Communication and Marketing Directorate is playing a 
role in boosting the public understanding of science.

In addition to student recruitment, the Directorate, along 
with the Faculty of Science, are using various projects to 

showcase the University’s commitment to serving society 
in the SADC region. This aligns with a strategic focus area 
of Vision 2030, which is to pursue impactful, pioneering 
research, innovation and internationalisation to address 
grand societal challenges and promote sustainable futures.  

AIDC partnership outreach

The AIDC EC and Nelson Mandela University have an MoU 
that has been followed up with a Service Level Agreement 
(SLA). This SLA enables the two parties to collaborate on 
projects over the next three years. This has so far included 
the Skills Indaba and Careers Expo which was hosted at 
the Nelson Mandela Bay Stadium in September 2022. 
Pre-identified schools were limited to sending 20 learners 
each, and the event attracted more than 1  000 learners. 
Student Recruitment coordinated the event in which all 
seven faculties participated, as well as relevant service 
departments.

7.2.  International marketing 

Student Recruitment ran an international marketing 
campaign from 15 December 2021 to 28 February 2022 
which yielded significant success. A first of its kind for this 
department, the campaign created phenomenal awareness 
of Nelson Mandela University in designated countries on 
the African continent. This new digital communication 
and marketing approach truly revolutionized student 
recruitment and placed the Mandela brand on the map into 
the African continent and beyond.
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990 000
Reached

6.9 million
Impressions

Zambia

19 570

Zimbabwe

4 666

Kenya

20 336

Lesotho

12 136

Namibia

6 082

Botswana

10 076
Eswatini

7 170

BREAKDOWN BY COUNTRY (CLICKS):

Figure 5: Student Recruitment campaign reach

Figure 5 indicates the reach of the campaign.

Although some COVID-19 restrictions were still in place 
at the start of the year, traditional student recruitment 
methods such as face-to-face engagements and exhibition 
participation re-emerged early in 2022.

In 2023, there is still a need for a balanced hybrid approach 
to student recruitment that includes digital and traditional 
media, and many of the digital methods used over the 
pandemic continue. 

7.3.  Faculty webinar series

Due to the pandemic, hosting the traditional Open Days 
at the University’s campuses was not feasible. To provide 
applicants with essential information about programmes 
and services, the recruitment team introduced online 

faculty-specific webinars. These webinars, held in the early 
evening, were hosted by the Executive Deans and faculty 
staff. They provided a platform for each faculty to showcase 
their unique offerings to principals, teachers, prospective 
students, and their families from all over the country. Over 
time, the online events were improved to better represent 
each faculty, with adjustments made based on evolving 
restrictions, including mask-wearing and social distancing, 
while strictly adhering to health and safety protocols.

Webinars in 2020

In response to the pandemic’s challenges, the institutional 
Open Day in Gqeberha and George had to be postponed 
and eventually cancelled. To adapt, the recruitment team 
swiftly transitioned to a digital approach, hosting the Open 
Day virtually for the first time. These faculty-based webinars 
were conducted via MS TEAMS from 2 July to 30 July 2020. 
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Extensive awareness was created through boosted social 
media posts and a direct email campaign. The report 
includes analytics that provide insight into the reach and 
exposure of these initiatives. In cases where faculty videos 
were unavailable, Student Recruitment facilitated their 
production.

Webinars in 2021

During the preparation for the 2022 Academic year, seven 
faculty webinars took place on MS Teams between 18 July 
and 1 September 2021. These online webinars aimed to 
position the University, given the continued inability to 
host in-person events. Before these webinars, a virtual 
Open Day video highlighting the faculties and institution 

was produced, uploaded to the YouTube channel, and 
promoted on various social media platforms. This video 
helped create awareness, and based on data from the 
Student Access and Enrolment Office, direct invites were 
sent to applicants who had received offers to study at 
Mandela Uni. To further promote these videos and use 
them as additional recruitment collateral during the late 
application closing date campaign, a dedicated webpage 
was created on the MyFuture@Mandela website.

Webinars in 2022

In October and November 2022, a series of pre-recorded 
webinars were launched online for provisionally accepted 
first-time entering (FTE) students. The Faculty of Health 

https://myfuture.mandela.ac.za/Faculty-Webinars
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Sciences hosted two online webinars, with the first focusing 
on the Medical School and the second providing an 
overview of other health-related streams. These webinars, 
hosted on YouTube, allowed Deans and academics to 
provide insight to prospective students about what to 
expect when they register the following year. Prospective 
students also had the opportunity to interact with staff 
through chat functionality, manned by Student Access and 
Enrolment, Academics, Student Recruitment, and support 
staff. The webinars were part of the institution’s strategy to 
inform applicants about the plan for the return of new and 
current students at the start of the 2023 Academic Year. 
The sessions also allowed parents/guardians to engage 
with academics and the Executive Dean and get a better 
understanding of what to expect before their children’s 
arrival the following year. The webinars featured input from 

the Executive Dean, staff, and students and included an 
online Q & A panel for participants to ask questions.

Webinars in 2023

The first in-person Open Day took place in both Gqeberha 
and George, with a focus on retaining applicants who 
have provisional, or firm offers to study at Nelson Mandela 
University in 2024. To facilitate this, a series of recorded faculty 
webinars will be conducted in September for accepted first-
time entering (FTE) students. Prospective students, along with 
their parents, guardians, and learners, will receive a link to view 
a faculty-specific video. These videos will contain detailed 
information about the faculties, study fields, bursaries, and 
other essential details to help applicants make informed 
decisions about joining Mandela Uni in 2024.
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8.  Arts, Culture  
and Heritage
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8.1.  District stakeholder engagement

The Department was involved in a creative arts stakeholder 
engagement in March 2020, in the form of a plenary 
session held off campus at Bayworld to encourage all 
stakeholders from the public sector to form partnerships 
and cross-pollinate ideas. Members of local and provincial 
government were represented in the ACHC.

8.2.  Naming and Renaming

The Naming and Renaming programme of Nelson Mandela 
University symbolically signals the University’s commitment 
to transformation in naming places, spaces and buildings 
that enhance our name and intellectual identity. It uses 
heritage to build social solidarity and promote social justice. 

Covering all seven campuses, Arts, Culture and Heritage is 
taking a phased, precinct-based approach as shown below.

All entities falling under this renaming project should 
answer the question of how their new name is congruent 
with the ethos of our namesake, Madiba, and the values 
espoused in the University’s Vision 2030. 

The Naming and Renaming Policy provides a progressive 
guide for revisiting existing names, as well as naming 
future buildings, spaces and roads in keeping with the 
vision, mission and values of the University. This includes 

redressing imbalances of the past and affirming the 
indigenous peoples and history of the provinces in which 
the University is located.

8.3.  Signs and Symbols

In 2020 we explored a framework for visual narratives 
with an initial set of 12 categories of symbols offered to 
stimulate the debate and meaning of what it means to be 
Mandela University. This newly formed library of designs 
can be scaled to size and for different media as needed, in 
physical and digital form. The Arts, Culture and Heritage 
Committee (ACHC) offered critique and the relevant 
changes were made to the designs.

In 2021 the ACHC was presented with engaged feedback 
from experts in practice and in the academy, aimed at 
enriching the symbolism of the intended meaning and 
visual narrative. This led to reports filed and distributed for 
onward submission to MANCO. 

In 2022 Arts, Culture and Heritage and the third year 
Graphic Design class collaborated in a work integrated 
learning project. The work of four students was presented 
in the final stage.

The most recent element of Signs and Symbols is a Mandela 
Quotes Project, a proposal that is now being curated across 
campuses for input from the VC. 

Faculty buildings and spaces in 
Gqeberha and George Campus 
buildings. This phase, started
in 2019, was interrupted over
the COVID-19 pandemic and
resumed in 2022

PHASE 2

Student residences in Gqeberha 
(complete)

Administration buildings, and 
other buildings and spaces 
(starting in 2023)

PHASE 3

Campus names

PHASE 4

PHASE 1

https://naming.mandela.ac.za/
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8.4.  Archives

Our Digitisation of the Archives Project started in 
September 2021, with artefacts scanned and filed into 
online folders. This was an opportunity to create the first 
inventory of the archive and has enabled the university 
to work with this data in a way that offers services to the 
research community.  

Dr Brigalia Bam Archive 

The Nelson Mandela University Archive has acquired the 
complete private archive of noted South African social activist 

and author Dr Brigalia Bam, who has played an exemplary role 
in uplifting women and building democracy in South Africa.

Together with the Bam Foundation, the VC and executive 
management, Arts, Culture and Heritage launched the 
Archive Exhibition in November 2022. The collection 
has been digitised and added onto the open-source 
cross platform software library SEAL and Phase 2 of the 
acquisition was due to begin in August 2023. 

Special collections also have been digitised and placed 
online through the SEAL system, with the number of online 
views illustrated in Figure 5. 

https://cwgs.mandela.ac.za/Gallery/The-Dr-Brigalia-Bam-and-Nelson-Mandela-University
https://cwgs.mandela.ac.za/Gallery/The-Dr-Brigalia-Bam-and-Nelson-Mandela-University
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Figure 6: Online views on the SEAL system
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Content creation lies at the core of the work of 
the Communication and Events team in the 
Directorate. The bulk of this work is for institutional 
publications which are produced annually as well 

as once-off specialist publications for internal and external 
audiences. The Directorate provides reporting, writing, 
editing, proof-reading, photography and design services as 
and when capacity permits, as demand for these services 
exceeds internal resources. Due to demand, the Directorate 
outsources work to a freelance team of media specialists 
who work within rigorous SLA parameters.

9.1.  Internal publications
Internal publications include our Memo, the VC’s Voice, 
staff bulletins, faculty and Professional and Administration 
Staff Services support. 

Integrated 
Annual 
Report

2022 2021/22

RESEARCH & 
INNOVATION  
Report

To overcome information overload and streamline the 
distribution of Memo to staff, the team has systematically 
improved this process. As of July 2023, a twice weekly 
digest of all events and happenings provides staff with the 
ease of reading through the list of forthcoming events. Staff 
can click through to the dedicated WhatsHappening@
Mandela site for additional event details. This has replaced 
the 50-plus events which staff received every week. 

9.2.  External publications

Institutional publications

Communication assists in positioning the University to 
regional, national and international stakeholders through 
a range of institutional publications aimed at a broad 
spectrum of readers. These include but are not limited 

https://publications.mandela.ac.za/Institutional-Publications/Archive
https://staff.mandela.ac.za/
https://staff.mandela.ac.za/
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to the following, as new publications are created as the 
need arises.

The Directorate provides writing, editing and design services 
to Institutional Strategy for publications that include the 
Integrated Annual Report (2019-2022), four VC Quarterly 
Reports each year, and the Annual Performance Plan.

It also provided a senior writer to support the DVC: 
Learning and Teaching for the University’s Self-Evaluation 
Report for the CHE audit of 2022, a large scale project that 
ran to 228 pages. Fortunately, this audit will not need to be 
repeated for several years.

Our team also provides comprehensive editorial support 
for the annual Research and Innovation Report, a 
substantial publication with multiple contributors. The most 
recent Research and Innovation Report (2021) contained 
122 pages. The Directorate has also designed a separate 
publication that showcases the research entities of the 
University.

Learning and Teaching developed a new publication in 
the second half of 2019, the 92-page Mandela University 
Learning and Teaching 2020, written, edited and designed 
in partnership with Communication.

The executive portfolio of Transformation and Engagement, 
established in July 2019, made use of the Department’s 
services in producing its inaugural Transformation Report 
(66 pages) of 2020-2021. The second Transformation 
Report, highlighting the newer work of this portfolio, is due 
for publication this year.

Brochures produced by the Communication Department 
also include the VC’s Excellence Awards, 2021 and 2022, 
and Naming and Renaming, 2022.

In July 2023, the Department was finalising the layout and 
publication of updated marketing collateral in the shape of 
In Context, a 36-page publication marketing the University, 
and In Brief, a shorter brochure style publication that 
summarises the content of In Context.

https://publications.mandela.ac.za/Annual-Reports
https://www.mandela.ac.za/About-us/Fast-Facts/Vice-Chancellor-s-Reports-to-Council
https://www.mandela.ac.za/About-us/Fast-Facts/Vice-Chancellor-s-Reports-to-Council
https://publications.mandela.ac.za/Annual-Reports
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://rm.mandela.ac.za/Annual-Research-Reports
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://www.mandela.ac.za/flipbooks/Transformation%20Report%202021/mobile/index.html
https://publications.mandela.ac.za/Institutional-Publications
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
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Faculty publications

Faculties also make use of the Directorate’s services for 
publications that over this period include:

•	 Education: Centre for the Community School (36 pages)
•	 Engineering, the Built Environment and Technology: 

Ideate, 2021 (48 pages) and 2022 (88 pages)
•	 Law: FishFORCE 2020 (64 pages) and subsequent 

newsletters since this publication
•	 Science: Science Strategy 2030, which the Faculty 

describes as its Vision 2030.

Newspaper supplements

The following publications were released in the form of 
newspaper supplements.

•	 Medical School: Daily Dispatch, The Herald, 
February 2021

A run-on of the 12-page supplement, which covered all 
aspects of the new Medical School, was supplied to the 
Faculty of Health Sciences and Student Recruitment as an 
additional means of marketing our engaged transformative 

https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Special-Interest-Publications
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
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approach to basic health care. This was followed by a 
supplement in a national newspaper the following year:

•	 Medical School: Mail & Guardian, February 2022
•	 The Herald Citizen of the Year: The Herald,  

September 2021 and 2022 (discussed under 
Engagement above).

Using Strategic Resource Allocation Committee funding, 
the Directorate was able to produce a supplement covering 
the activities of Science for Society over 2022:

•	 Science for Society: Daily Dispatch, The Herald, 
February 2023

Sustainability and Infrastructure reports

Two new publications to capture key aspects of Nelson 
Mandela University were completed in 2022, telling the 
story of the institution both visually and with substantive 
accounts of various projects and achievements: 
Towards a Sustainable University (46 pages), and the 
Infrastructure Report (not yet available online). With 
sustainability a key strategic trajectory for the University, 

The Strategy of Nelson Mandela University’s Built Environment

THE 
INFRASTRUCTURE 
FRAME

a dedicated publication on this topic will continue to be 
of significance.

Alumni 

Our alumni and friends’ magazine, Thetha, is a glossy 
magazine style publication, ranging between 48 and 64 
pages. It seeks to reflect the diverse achievements of 
alumni and position the University as a dynamic African 
institution in the service of society. 

Students

Despite the obvious challenges of 2020 due to COVID-19, 
a comprehensive Student Diary was completed in 2020 in 
readiness for the class of 2021. The number of copies was 
reduced given the anticipated hybrid learning and teaching 
mode of delivery and funds were reprioritised.  

Other publications aimed at prospective students include:

•	 Course Catalogue (Z-Card)
•	 Mandela Uni NCV Guide 
•	 Undergraduate Guide 

https://mg.co.za/special-reports/2022-02-04-nelson-mandela-university-medical-school-a-celebration/
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Special-Interest-Publications/Archive
https://publications.mandela.ac.za/Institutional-Publications
https://publications.mandela.ac.za/Publication
https://publications.mandela.ac.za/Publications-for-Prospective-Students
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9.3.  University-commissioned opinion 
pieces (Op-eds)

Regular opinion pieces are written or distributed by 
representatives of the Directorate under the names 
of University academics, and submitted to national 
publications. These contribute to the national discourse 
and help to shape the public narrative of Nelson Mandela 

Op-ed headline Author Publication

Programme multiplies learners’ success Nicky Willemse Mail & Guardian (16 August 2019)

The darkness that has befallen us Prof Sibongile Muthwa,  
Dr Geraldine Fraser-Moleketi and 
Amb. Nozipho January-Bardill

The Herald (13 September 2019)

SA must overcome its angst and cast  
off patriarchy

Prof Andre Keet The Herald (8 October 2019)

Fisheries crime must be a priority Prof Hennie van As The Herald (9 October 2019)

New medical school to open in 2021 Prof Lungile Pepeta Mail & Guardian (18 October 2019)

Bridging the digital divide Dr Sam Bosire Weekend Post (9 November 2019)

The arts sector is economic gold Heather Dugmore Mail & Guardian (15 November 2019)

Coding without computers reaches 
thousands of learners

Nicky Willemse Mail & Guardian (22 November 2019)

University. Furthermore, they help raise awareness about 
the impact our work has on society. They serve to highlight 
our institutional stance on significant issues and show that 
the University is abreast of current affairs, while raising the 
academic profile in agenda-setting media. There has been  
huge growth in the publication of opinion pieces since 
2019 which has heightened the Nelson Mandela University 
brand in the media along with the associated Academia.

Table 1: Op-eds published August 2019 – December 2019
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Op-ed headline Author Publication
Suffering double disadvantage Dr Nokhanto Mdzanga The Herald (11 January 2020)

Academics must reach out to the public Dr Savo Heleta Mail & Guardian (24 January 2020)

Why Vhembe is producing top matrics Prof Azwinndini Muronga Mail & Guardian (31 January 2020)

No more cut-and-paste biographies of the man at 
the heart of our history

Prof Xolela Mangcu Sunday Times (16 February 2020)

Partners aim to build new society Prof Sibongile Muthwa 
and Mr Sello Hatang

Mail & Guardian (28 February 2020)

Domestic workers undervalued, underpaid Dr Bridget de Villiers Daily Dispatch (18 March 2020)

COVID-19 leaves SA at mercy of overseas 
drug exporters

Heather Dugmore Mail & Guardian (25 March 2020)

How to assess schools’ ereadiness Heather Dugmore Mail & Guardian (27 March 2020)

Township dwellers will isolate in their own way Pedro Mzileni Daily Dispatch (9 April 2020)

NMU rises to challenge of fighting COVID-19 Prof Lungile Pepeta The Herald (9 April 2020)

Research shows a compliment can achieve more 
than a tip 

Prof Syden Mishi Daily Dispatch (10 April 2020)

Mask up and help ramp up coronavirus solutions Prof Lungile Pepeta The Herald (15 April 2020)

How COVID-19 will affect students Pedro Mzileni Mail & Guardian (23 April 2020)

Working together key to rising from ashes Prof Charles Wait Daily Dispatch (25 April 2020)

Integrated approach to salvage studies Prof Cheryl Foxcroft The Herald (29 April 2020)

Successful 2020 will grown NMU brand Prof Madele Tait The Herald (6 May 2020)

Engineers, doctors and business unite Heather Dugmore Engineering News (6 May 2020)

What education might look like in post-
lockdown SA

Prof Werner Olivier IOL (27 May 2020)

We’ve learnt how to protect ourselves, now let’s 
feed ourselves again

Prof Charles Wait Daily Dispatch (21 May 2020)

Customised learning may be best bet for 
SA scenario

Prof Werner Olivier Daily Dispatch (28 May 2020)

Policy exists, but shacklands spring up Prof Sijekula Mbanga Mail & Guardian (26 June 2020)

Higher education forever changed Ms Chantal Janneker Daily Dispatch (27 June 2020)

Table 2: Op-eds published January 2020 – December 2020
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Op-ed headline Author Publication
Radical shifts needed to reintegrate students into 
campus life

Mr Luthando Jack Daily Dispatch (28 June 2020)

Ending violence against women Dr Ruby-Ann Levendal The Herald (15 July 2020)

The danger of well-meaning men using the term 
‘our women’

Dr Babalwa Mqgoqwana Mail & Guardian (29 July 2020)

How managers can measure performance Dr Randall Jonas Business Day (31 July 2020)

Prof Lungile Pepeta: A personal tribute Mr Asemahle Gwala Daily Maverick (10 August 2020)

It is our duty to deepen Lungile Pepeta’s legacy Mr Luthando Jack HeraldLIVE (11 August 2020)

Putting a price on “blue carbon” water habitats Prof Janine Adams WaterWheel (1 September 2023)

Central’s potential as a student village Dr Pedro Mzileni The Herald (16 October 2020)

NMU ramps up water-saving Dr Andre Hefer The Herald (21 October 2020)

NMU strives to cushion students Mr Luthando Jack The Herald (11 December 2020)

Table 2: Op-eds published January 2020 – December 2020 (continued)
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Op-ed headline Author Publication
Computational thinking must be integrated into 
education courses

Prof Barend van Wyk Weekend Post (20 
February 2021)

Nelson Mandela University a beacon of medical 
hope in E Cape

Dr Thandi Mgwebi Cape Times (9 March 2021)

Data shows third Covid wave soon to hit East 
Cape metros

Profs Azwinndini Muronga 
& Darelle van Greunen

The Herald (24 March 2021)

A day at the beach 100 000 years ago Heather Dugmore Sunday Times (2 May 2021)

Nelson Mandela University stays true to its purpose Prof Sibongile Muthwa The Herald (18 May 2021)

Learning and teaching in the Covid era Prof Cheryl Foxcroft The Herald (18 May 2021)

Youth still fighting for quality education Siboniso Cele The Herald (16 June 2021)

COVID challenges a learning curve for staff, 
students alike

Prof Cheryl Foxcroft The Herald (21 June 2021)

Why students need sport and camaraderie 
more than ever

Yoliswa Lumka The Herald (22 June 2021)

Mandela University pushes to vaccinate up to 500 
people per day

Prof Sibongile Muthwa The Herald (29 June 2021)

What NMU is doing about water Dr Andre Hefer The Herald (2 July 2021)

Why collaborative activism is needed in these 
changing times

Luthando Jack The Herald (7 July 2021)

Ignoring employee workplace rights a costly 
mistake for all

Bridget de Villiers & 
Mandisa Mavuso 

The Herald (13 July 2021)

NMU committed to role in fighting Covid Debbie Derry The Herald (15 July 2021)

We need to work together to solve SA’s problems Prof Deon Pretorius The Herald (27 July 2021)

NMU’s partnering on bookbag project comes at 
critical time

Dr Ossie Franks The Herald (28 July 2021)

Society pays tribute to female heroes while putting 
women in danger

Prof Phumla Gqola Sunday Times (8 August 2021)

A living philosophy for Africa Heather Dugmore Sawubona Magazine (1 
September 2021)

How to beat end-of-year exam stress Nomalungelo Ntlokwana Mail & Guardian (8 
October 2021)

Student anguish must be addressed Dr Phumeza Kota-Nyati The Herald (15 October 2021)

The value of lifelong learning Dr Thandi Mgwebi Cape Argus (26 October 2021)

Medical school still committed to producing socially 
conscious doctors

Prof Sibongile Muthwa The Herald (26 November 2021)

NMU medical school on right track Dr Savania Nagiah The Herald (1 December 2021)

Digitalisation brings maths and science to rural areas Prof Azwinndini Muronga The Herald (10 December 2021)

Table 3: Op-eds published January 2021 – December 2021
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Op-ed headline Author Publication

Tracking ancient elephants Charles Helm The Citizen (5 January 2022)

Bridging the gap between tertiary 
education and employment

Dr Phumeza Kota-Nyati Business Brief (1 February 2022)

Lessons from the 2021 matric results Dr Muki Moeng Chatsworth Tabloid (1 February 2022)

JSC interviews a sorry display of toxic 
masculinity

Prof Phumla Gqola City Press (13 February 2022)

When ex-employees don’t look 
back in anger

Sisitha Magxwalisa The Herald (10 March 2022)

Employees need support in coping 
with stress

Sisitha Magxwalisa The Herald (22 April 2022)

Responsible environmental 
stewardship matters

Prof Josua Louw The Herald (24 May 2022)

Act now to mitigate marine crisis Heather Dugmore Mail & Guardian (27 May 2022)

Values lecture timely as respect for 
life plummets

Prof Pamela Maseko & Dr 
Ongama Mtimka

The Herald (8 June 2022)

Seeking smart solutions to sustainable 
water delivery

Dr Gaathier Mahed The Herald (17 June 2022)

We’re not just faces and vaginas Prof Phumla Gqola Sunday Times (7 August 2022)

The way out of this crisis Mcebisi Jonas (excerpt of Govan 
Mbeki memorial lecture delivered 
at Nelson Mandela University)

Sunday Times (16 August 2022)

Shaping the future with sustainable 
stewardship

Prof Azwinnding Muronga The Herald (31 August 2022)

Rock stars: scientists rescue rare chunks of 
human history

Charles Helm & Jan 
Carlo de Vynck

The Citizen (19 October 2022)

Crucial rock safely in Still Bay museum Charles Helm & Jan 
Carlo de Vynck

Cape Argus (24 October 2022)

Pioneer is bringing science education to 
the continent

Heather Dugmore Mail & Guardian (10 December 2022)

Table 4: Op-eds published January 2022 – December 2022
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Table 5: Op-eds published January 2023 – July 2023

Op-ed headline Author Publication
Conference tackles oceans law, environmental justice 
and human rights

Heather Dugmore Mail & Guardian (18 
January 2023)

Free maths and science tutoring for all grade 11 and 
12 learners

Heather Dugmore Mail & Guardian (30 
January 2023)

A matter of timing Heather Dugmore Sunday Times (5 
February 2023)

Billion lost to organised fisheries crime in ‘ocean 
emergency’

Prof Hennie van As News24 (30 March 2023)

Sustainability matters for museums Ryan Pillay The Herald (19 May 2023)

World’s oldest homo sapiens footprint identified on 
SA’s Cape south 

Charles Helm & Andrew Carr TimesLIVE (24 May 2023)

Collaboration key to solving Africa’s 
science problems

Prof Azwinndini Muronga, 
Natasha Potgieter and 
Eric Maluta

Mail & Guardian (2 June 2023)
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The above is part of traditional mass communication, 
namely print, online, and broadcast media. Print media 
includes newspapers, magazines, brochures, flyers, and 
other publications that are physically printed on paper. 
Online media encompasses news websites, blogs, and 
other digital publications, while broadcast media includes 
television and radio.

The following figures 7, 8 and 9 show the yearly trends of all 
three of these combined with respect to number of articles 
(clip count), advertising value equivalency (AVE), which is 

Figure 7: Clip count 

an estimated monetary value of a media campaign, and 
reach, which is the size of the audience that has viewed the 
material. The latter is a cumulative value, for example, a single 
newspaper copy may be read by many, not just one person.

These figures show how effectively the Directorate has 
increased the brand footprint of Nelson Mandela University 
over years through increased clip count output, while 
the AVE provides an indication of the money that would 
have been spent to obtain the same reach via a paid 
for campaign.
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Figure 9: Reach

Figure 8: Advertising value equivalency
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10.  Awards
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Although winning awards is not necessarily a 
reflection of the quality of work of any directorate 
it is gratifying that the Communication and 
Marketing has been recognised with various 

awards and accolades. The Communication; Media 
Management; Digital Communication and Marketing, and 
Arts, Culture and Heritage departments in particular worked 
extremely long and hard over the COVID-19 pandemic as it 
unfolded. They were called on to relay institutional strategy 
and messaging over a period that was marked by constant 
change, uncertainty and disruption. It has been rewarding 
to see these efforts noticed outside as well as within the 
University.

Digital Communication Awards 2020

The strategic decision to prioritise digital communications at 
Nelson Mandela University has reaped substantive results. 
This has included a third place in an International Digital 
Communication Awards contest, among heavyweight 

 Torben Werner

Berlin, Oktober 2020

has won the Digital Communication Awards 2020 for outstanding accomplishments in 
the field of digital communications and PR in the category

COVID-19: Internal Communications

Nelson Mandela University 

Digital First 

3RD PLACE

brands such as Unilever, Nestlé, Audi, Procter and Gamble, 
Kentucky Fried Chicken and Vodafone. The “Digital First” 
entry in the COVID-19 Internal Communication section 
of the awards focused on the University’s communication 
efforts in supporting all students to complete the academic 
year, while ensuring health and safety.

Supersonic New Generation Social and Digital 
Media Awards bronze award 2021

This award was presented to Stratitude in the category 
“Most Innovative Social Media and Digital Campaign” by 
a Small Agency for its client, Nelson Mandela University, in 
support of our internationalization campaign.

Vice-Chancellor’s Excellence Award 2021

The COVID-19 pandemic fast-tracked the role of 
Communication and Marketing in effectively positioning the 
institution as one in the service of society by implementing 
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a new integrated production hub structure and a “digital 
first” approach. This led to the team winning one of the 
2021 Vice-Chancellor’s Excellence awards. 

Digital Communication Awards 2022

Nelson Mandela University won a bronze Digital 
Communication Award for outstanding accomplishments in 
the field of digital communications and PR in the category 
Small Budget Campaign for its campaign “Live graduation 
is a hit with students”.

Marketing, Advancement and Communication in 
Education Awards 2022

Nelson Mandela University won a Marketing, Advancement 
and Communication in Education (MACE) Bronze Award 
in the category of Events for its “Live graduation is a 
hit” campaign.
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Looking ahead, the Communication and Marketing 
Directorate will be rolling out media training for academics 
and some senior professional staff. This will entail a practical, 
hands-on exercise, where colleagues will be exposed to 
best practice science communication methods and media 
interview techniques, thereby empowering them with the 
confidence to speak on TV and radio. The intention here 
is to raise the profile of the University through the free use 
of the national and international media, by having media-
savvy academics talking about their work or commenting 
on issues of the day.

We will also provide one-on-one coaching to academics 
who are new to being interviewed by the media. This 
could take the form of online coaching or via the use 
of WhatsApp. Taking this further, the Directorate will 
showcase the expertise of the University by compiling an 
Academic and Professional Staff Media Directory, which 
lists staff who are able to speak to the media on their 
subject matter expertise. This is for the University to be 
the first port of call by the media for expert comment, 
which will add credibility to their stories: subject matter 
experts provide meaning to issues. We also aim for 
the University to be more visible in The Conversation 
Africa, by facilitating training by their journalists for our 
academics. The Conversation Africa provides a space for 

academics to write about their work, with editors guiding 
them through the process. This again is to raise the profile 
of the University nationally and internationally. A particular 
aim is to get more content into University World News, 
a niche, online higher education publication, which has 
an African, as well as global audience of academics,  
research institutions and governments. Indirectly, this 
could foreground the start of partnerships with other 
institutions.

The Dirctorate will intensify its support to all campuses, 
in terms of communication, marketing and branding 
assistance, while we view alumni communication as integral 
to our work: since we are the custodians of the Mandela 
University brand, it is imperative that we communicate with 
our alumni on developments at their alma mater. 

With the International Office’s marketing function proposed 
to reside within the institutional Communication and 
Marketing Directorate, specialised offerings to provide 
bespoke strategic services mean additional funding and 
capacity are required. Depending on the approved model, 
as well as the human and financial resources that go 
with it, Communication and Marketing is in a position to 
take on this function, having already sown the seeds for 
international marketing with campaigns in 2021 and 2022.
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Globally, communication and marketing is an evolving 
continuum that changes to fit in with the times and remain 
relevant. 

This review has aimed to foreground only some of the 
highlights over the past four years in support of the strategic 
transformational leadership within the Communication and 
Marketing Directorate at the university. Each Department 
within the Directorate has enabled change and operational 
excellence to support the broader vision, mission, and 
values of the university. 

This review also serves as a baseline to reflect on the past 
and chart the future.

Through our digital first approach the Directorate has 
succeeded in extending the Nelson Mandela University 
brand footprint not only into Africa, but also globally. As 
a brand in its infancy at only five years old, and in the 
midst of a multi-year global lockdown, the brand equity is 
exceptional.

This is visually represented in the following map from our 
social media tracking software which indicates that, over 
the reporting period, Nelson Mandela University was 
mentioned or discussed by others in 152 countries in over 
87 000 messages, resulting in a potential exposure of our 
brand to over 1.02 billion followers of these authors. The 
sentiment around our brand is also very positive (81%). 

 

Total Volume Total Engagements Average Engagements

87 556 1 641 038 18.74

Potential Impressions Unique Authors Positive Sentiment

1.02B 33 841 81%

Social Listening: When our University is mentioned by others on social media 
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