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In UJ’s 2018 Stakeholder Report, the Vice-Chancellor and Principal, Prof Tshilidzi Marwala, said:

“During my term as Vice-Chancellor, UJ, as one of Africa’s top universities, will position itself as a 

leader in, and contributor to 4IR developments. With 4IR now well under way, we will do this within 

the context of the changing social, political and economic fortunes of Africa. Our long-term goal is to 

enable our continent (and our graduates) to become active participants in this revolution and to be 

ready to leverage the associated opportunities. During 2018, we have taken significant steps in 

positioning the university for this leadership task.”

POSITIONING UJ
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STRATEGY SNAPSHOT
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Africa, as a passive recipient of the previous industrial revolutions, has 

failed to benefit from global progress. Today, as 4IR gathers 

momentum, the continent must ensure that it is an active participant. 

As one of Africa’s top universities, UJ aims to position and maintain 

itself as a 4IR leader and contributor, and in 2013, we accordingly 

adopted our strategy for Global Excellence and Stature (GES). 

4IR is based not on a single technology, but on multiple developments 

and technologies. Technologies such as artificial intelligence, machine 

learning, robotics, blockchain, cryptocurrencies and renewable energy 

are evolving at an exponential pace. Often interrelated, they 

increasingly connect the digital with the physical world. Substantial 

disruptions impacting all industries and systems of production, 

management and governance, will transform all aspects of 21st

century life and society. 

A STRATEGY FOR 4IR

It is against this strategic imperative that 

‘the future belongs to those who reimagine 

it’ strategy and objectives were formulated
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4IR Strategic Positioning 2018 - 2020

The inception of the 4IR campaign lies at the intersection of the UJ brand 

essence and proposition to market. Leading a new narrative and 

direction, it is the enabler of a new tomorrow and a re-imagined future.

Co-creating 
Humanity.

The Future. 
Reimagined.

The future 
belongs to 
those who 
reimagine it.

Brand platform: Brand Essence –> Brand Positioning–> Brand Campaign
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Brand campaign:  The future belongs to those who reimagine it.

The Future. Reimagined – strategic intent:

Our task is to position UJ, both nationally and internationally, as a thought 

leader in The 4th Industrial Revolution space, nationally, internationally and 

on the African continent.

UJ Brand positioning: The Future. Reimagined

By combining our unique abilities with vast technological capabilities; 

Africans can develop transformative solutions for global issues.

UJ Essence: Co-creating solutions for humanity

Strategic focus: 4IR

BRAND POSITIONING TO BRAND CAMPAIGN
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UJ 2018-2023+ brand positioning campaign: 

“The future belongs to those who reimagine it”

The future belongs to those who reimagine it – Strategic Intent:

1. Position UJ as a leader in the Fourth Industrial Revolution, nationally, 

internationally and on the African continent.

2. Embed and consolidate the thought leadership position through building 

awareness and understanding of 4IR, its role and why UJ is the perfect place to 

reimagine the future.

3. Ultimately influence higher education rankings.

Translating the UJ corporate brand positioning into a brand campaign

BRAND POSITIONING TO BRAND CAMPAIGN
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Work Sample

OUTLINE

Targeted Media Campaign

4IR Website

Cloudebate™

4IR in Action Stories

1

2

3

4

Beyond Imagining5
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The future belongs to those who reimagine it

Targeted media 
campaign

9



A multi-channel media plan was developed and used over the period to share all 4IR

related material that was produced as part of this campaign with the target audience,

including digital, social, print, email, television and radio. An influencer campaign also

formed part of this plan. With the advent of COVID-19, channels were refined in 2020 to

amplify the digital platforms.

A brand research study was done in 2017, 2019 and again in 2020 to research the target 

audienc, and their perception of 4IR and UJ, and also to track if and how this is changing. 

It also provided information which assisted us in the creation of messaging nuances for 

the campaign and the media selection most appropriate to this audience. 

This campaign focused on the mature market, including academics, thought leaders, 

business and industry leaders (employers/funders), postgraduates and alumni. A 

thorough stakeholder analysis was done to determine the best media to use to 

communicate with this audience, and to ensure that the messaging resonates with them.

In order to identify our online audience, we use the Atom System of Linguistic Inference, 

which analyses the words, sentence structures and online behaviour of individuals, 

thereby creating “Online Personality Portraits”. These determine how customers will 

behave, while machine-learning identifies patterns and extracts measurable data to 

continuously improve the accuracy of predictions. This enabled us to reach the specific 

audience we wanted to target with this campaign.
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Getting the message to the market (media plan)



Audience profile (to inform messaging and media selection)
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Mature Market
Mature audience, 35+ and in the LSM 7-10 bracket.

High earners, male and female.

Higher education qualification/s.



Postgraduate/
Alumni

24+ | male and female.

Higher education qualification/s.

Mainly South Africa, but also in Africa and internationally.
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Audience profile (to inform messaging and media selection)
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Marketing Projects Schedule 2020 (high level)

Marketing Dates Project

6 - 12 May Beyond Imagining 1/2020

13 – 26 May Cloudebate – Ethics in 4IR

28 May – 9 June 4IR in Action + Beyond Imagining

10 – 23 June Cloudebate – Comms in 4IR

8 July – 20 July 4IR in Action campaign 1

10/13 July Beyond Imagining 2/2020 (Sustainable Earth)

21 July – 5 Aug Cloudebate: How Covid is accelerating 4IR

17 Aug - 16 Sept Cloudebate: Women in 4IR

17 Sept – 17 Oct 4IR in Action campaign 2

End Sept Beyond Imagining 3/2020 (Sustainable Economy)

End Nov Beyond Imagining 4/2020 (4IR and humanity)



Weekly chaselist sample 
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Campaign Media Page/ Package Colour/Language Publication Date Material Deadline Material Size/Specs

Cloudebate 16 September 
Programmatic Premium Publisher 

Private Marketplace
Banners Full Colour 17 August 2020 11 August 2020 Cloudebate InRead Video Adverts 

Cloudebate 16 September M&G Page 1 Full Colour 28 August 2020 21 August 2020 Cloudebate 10 x 7 Strip Ads (10 cm high X 26 cm wide)

Cloudebate 16 September M&G Page 3 Full Colour 04 September 2020 21 August 2020 Cloudebate 10 x 7 Strip Ads (10 cm high X 26 cm wide)

Cloudebate 16 September Business Times early right Full Colour 06 September 2020 21 August 2020 Cloudebate 10x10 strip ad

Cloudebate 16 September 702 30" Generics English 08 September 2020 01 September 2020 Cloudebate 30" generic - MP3, WAVE and MPEG Audio 

Cloudebate 16 September Classic FM 30" Generics English 08 September 2020 01 September 2020 Cloudebate 30" generic- MP3, WAVE and MPEG Audio 

Cloudebate 16 September

Campaign Media Page/ Package Colour/Language Publication Date Material Deadline Material Size/Creative

4IR in Action ENCA  Squeezebacks English 17 September 2020 02 September 2020 4IR in Action
eNCA – Beta or Digi Beta tape 

with 16:9 SD (FHA)

4IR in Action M & G Strip Ads Full Colour 09 September 2020 03 September 2020 4IR in Action
10 x 7 Strip Ads (10 cm high X 26 

cm wide)

4IR in Action Times Higher Education Wallpaper Full Colour 21 September 2020 11 September 2020 4IR in Action Various

4IR in Action 702 Generic Adverts English 17 September 2020 14 September 2020 4IR in Action 40 Seconds MP3 Generic Ads

4IR in Action East Coast Radio Generic Adverts Enlish 17 September 2020 14 September 2020 4IR in Action 40 Seconds MP3 Generic Ads

4IR in Action Cape Talk Generic Adverts English 17 September 2020 14 September 2020 4IR in Action 40 Seconds MP3 Generic Ads

4IR in Action Times Higher Education Banners Full Colour 17 September 2020 14 September 2020 4IR in Action ROS banners – 200 000 impressions

4IR in Action Programmatic Publisher Network

Programmatic 

Publisher network - 

InRead Video ads

English 17 September 2020 14 September 2020 4IR in Action Video Ads

4IR in Action YouTube Youtube English 17 September 2020 14 September 2020 4IR in Action Video Ads

4IR in Action Mobile Programmatic Network
Mobile Programmatic 

Network - Interstitial 
English 17 September 2020 14 September 2020 4IR in Action Video Ads

4IR in Action M & G Strip Ads Full Colour 23 October 2020 19 October 2020 4IR in Action
10 x 7 Strip Ads (10 cm high X 26 

cm wide)

4IR in Action M & G Strip Ads Full Colour 07 November 2020 02 November 2020 4IR in Action
10 x 7 Strip Ads (10 cm high X 26 

cm wide)

4IR in Action M & G Strip Ads Full Colour 21 November 2020 16 November 2020 4IR in Action
10 x 7 Strip Ads (10 cm high X 26 

cm wide)



Media Plan Projects Schedule 2020 (high level)

2 9 16 23 30 6 13 20 27 4 11 18 25 1 8 15 22 29 6 13 20 27 3 10 17 24 31 7 14 21 28 5 12 19 26 2 9 16 23 30 5 12 19 26

International 

THE World University Rankings

THE & QS Top Universites 2021

Pan African

Pan African Parliament - One Africa One Voice

Cloudebate

Cloudebate May 

Cloudebate June

Cloudebate July

Cloudebate August

Finance Campaign

Relative Media -billboards

Kaya FM, 702, Business Day & FIN24

Brand 

Mail & Guardian - 8 months - 16 insertions

4IR Digital Campaign

ENCA Squeezebacks burst 1

4IR in action

AD HOC

Mail & Guardian - Education response to Covid 19

Mail & Guardian - Cloudebate June

Independent Newspapers - QS Top Universities

Mail & Guardian - 5G a new era feature

Mail & Guardian Teachers Awards Supplement

Sunday World Campaign

M&G 200 Young South Africans - Category Sponsorship

NSTF South32 Awards - M&G and Business Report

JSE Magazine

Inside Education

May-20Apr-20Mar-20

Full page

Various

10x7

Sponsorship

10x7

10x7

10x10

Various

A4

Banners

2x A4

PACKAGEMEDIUM
W/CW/CW/CW/C

Dec-20Nov-20Oct-20Sep-20Aug-20Jul-20Jun-20

Gold Package

2021

W/C W/C W/C W/C W/C W/C

Various

10x7

Various

Various

Various

Various

4,5X1,8

10" 

Various

10x7 & 10x10
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Media selection

Print, social and digital Print, social and digital Print, radio, social, digital

Times Higher Education Forbes Africa Mail & Guardian ENCA Squeezebacks

QS – TopUniversities CNBC Africa Business Times (Sunday Times) Programmatic Publisher Network –

InRead Video ads

University World News African Investor Daily Maverick Mobile Programmatic Network –

Interstitial Video Ads (RON Network & 

InApp)

The Guardian – International Pan African Parliament Tisoblackstar digital package:

Business Day; Financial Mail, 

Business Times; Rand Daily Mail; 

Times Live; Sunday Times; Sowetan

Digital packages:

IOL, Student Village, The South 

African, Wezwa, Zkiphani, EWN, 

Inside Education,

JSE Magazine, Business Tech 

Africa News

Africa Report

AdClick Africa Mobile 

Programmatic

24.com package: Fin24 and News24 Sunday World

Display / Programmatic Premium 

Publisher Private Marketplace 

Business Tech

YouTube YouTube Radio: 702, Classic FM, East Coast 

Radio, Cape Talk

YouTube

Social Media – UJ platforms Social Media – UJ platforms Social Media – UJ platforms

Social Media – targeted paid-

for campaign

Social Media – targeted paid-for 

campaign

Social Media – targeted paid for 

campaign

Google Adwords Google Adwords Google Adwords

International

15%

Africa

11%

National

74%

Digital tactics used include: Native articles (on-line editorial) , newsletter inserts, homepage 

takeovers, display ads, e-mailers, Google Adwords, Web influencers. 
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www.thesouthafrican.com

www.htxt.co.za

www.iol.co.za

www.news24.com

www.cnbcafrica.com

www.zanews.co.za

http://www.jhblive.com/

http://www.capetownlive.com/

http://www.durbanlive.com/

www.allafrica.com

kayafm.co.za

algoafm.co.za

ofm.co.za

http://www.youthvillage.co.za/

www.biznews.com

www.dailymaverick.co.za

http://www.africanews.com/

www.okmzansi.co.za

http://www.zkhiphani.co.za/

http://wezwa.com

www.venturesafrica.com

sowetanlive.co.za

www.financialmail.co.za

Programmatic Publisher Network –

InRead Video ads

Mobile Programmatic Network –

Interstitial Video Ads (RON Network & 

InApp)

Programmatic Ads drive unique video views for the campaign to 
the targeted audience

Programmatic InApp Video Interstitial Mobile Ads: Programmatic advertising allows UJ to meet their prospects wherever they are 

online. It is known to be cheaper than other online media, giving advertisers value for their spend.

InRead Video Ads: Video Adverts within the heart of an article run across Premium Websites. Drives higher engagement.
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targeting across APPs and mobile sites. 
Refined targeting by age, gender and the 
use of keyword optimisation.

Carrier

Targeting Wi-Fi or carrier 
based users.

Device

Targeting specific devices 
(Samsung, IPhone, 
Windows Phone)

OS

Targeting based on mobile 
operating system (IOS, Android, 
Windows OS)

Location

• Country>State>City
• GPS coordinates
• Geo mapping

Profiling

Categorical, contextual and interest based

www.adclickafrica.com
© 2014 Adclick Africa Media Group. All Rights Reserved.

Target audience – System used for Programmatic Targeting

18

http://www.adclickafrica.com/


Target audience – System used for Online and Social Media Targeting

We use the Atom system of Linguistic Inference, which analyses the words, sentence structures and online 

behaviour of individuals, thereby creating “Online Personality Portraits.” These determine how customers will 

behave, while machine-learning identifies patterns and extracts measurable data to continuously improve the 

accuracy of predictions.
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The media campaign was used to share all stories created as part of the 
campaign: The future belongs to those who reimagine it. 
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Performance

The multichannel marketing campaign had a total reach of almost 447 

million people with print, radio, TV and digital, and an added social 

media reach of 4 billion. In total, 74% of the budget was spent nationally, 

15% internationally and 11% in Africa. A 37% discount was negotiated 

on media bookings, allowing many more advertising opportunities.
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The future belongs to those who reimagine it

4IR Website
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UJ 4IR WEBSITE

The 4IR website platform contains, in a single place, all the content and 

demonstration around the campaign, with the aim of building UJ as the de facto 

authority on how to drive and respond to the desired outcomes of the 4IR. 

The website is also the booking site for Cloudebate™ virtual attendance and is a hub 

where all previous Cloudebates™, 4IR in Action, Beyond Imagining and other UJ 4IR-

related material is housed. 

It provides a home for the evidence-led pieces of communication which will in turn 

influence the ranking and impact of the University

It shows, through this ecosystem of content, how we bridge the gap between real-

world application and academically-led thinking to ensure people are adequately 

prepared for new ways of working and a different tomorrow.

It is developed so that its design and functionality emulates the 4IR environment.

https://universityofjohannesburg.us/4ir/

24

Click here to 

visit website

https://universityofjohannesburg.us/4ir/


https://universityofjohannesburg.us/4ir/Click here to 

visit website

Website – The hub for everything 4IR at UJ

25

https://universityofjohannesburg.us/4ir/


Performance

The website has been viewed 522 000 times (71% views from South 

Africa, 11% USA, 1.4% UK and 16.6% Africa)

https://universityofjohannesburg.us/4ir/

26

View 4IR video at 

https://youtu.be/a4HkFlpAGKo

https://youtu.be/a4HkFlpAGKo
https://universityofjohannesburg.us/4ir/
https://youtu.be/a4HkFlpAGKo


The future belongs to those who reimagine it

Cloudebates™
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The CloudebateTM –

A vision of width, 
a platform of depth
The 4IR vision is a significant vision, and as part 

realising it, UJ has been investigating new and 

challenging ways, not just of identifying the issues 

at stake, but of presenting them in depth. It sought 

a way that would bring medium and content, idea 

and action, debate and initiative, together on one 

unique platform.

And that unique platform, one that UJ has not only 

created, but given a unique name to as well, is the 

CloudebateTM.

The CloudebateTM has essentially taken the 

traditional debate/panel discussion and 

reimagined it, long before the pandemic forced us 

to think differently, placing it firmly within the realm 

of its own 4IR scope, and using the latest live-

streaming technology. It is the place where 4IR 

ideas that have been identified as relevant, 

meaningful, challenging and thought-provoking are 

placed before an expert panel as well as an online 

audience who are invited to participate live, online, 

in a very 4IR way, in the discussion, analysis and 

dissection.

28



CLOUDEBATETM

The Cloudebate™ events are structured in such a way as to bring together UJ experts, industry 

experts and media, local and international, in a live and virtual format, debating the impact of 4IR 

on our personal and business lives. These panels are facilitated by a journalism expert in order to 

unpack the specific 4IR topic, while positioning UJ as a leading voice in this new era. The audience 

is virtual and can participate while the event is taking place. During the 2020 lockdown period, the 

Cloudebates™ were hosted on Zoom with livestreaming to YouTube. The experience was 

therefore no different for the virtual audience.

We have taken the traditional debate/panel 

discussion and reimagined it.
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CLOUDEBATE™ TOPICS

The man vs machine episode

The way tomorrow works

Should books be shelved?

The role of libraries in the internet age 

An equal byte of the apple

Women in 4IR

Digitally equal

Data access inequality

Adding muscle to open doors

Enabling technology for people with disabilities

How private are messaging apps in the age 

of 4IR?

Unfounded hysteria or cause for alarm?

Is 4IR the demise of childhood?

Your child in the Fourth Industrial Revolution 

Ethics in 4IR

The future rules

Cryptocurrency.

Holy Grail or Fool’s Gold?

Questioning the answers

University Education and the Fourth Industrial 

Revolution

Posting truth or post truth?

Communication in 4IR

When ransomeware attacks…

Pay up or hold out?

Obsolete or absolute? 

The Academic Thesis in the Fourth Industrial 

Revolution 

Evolution as revolution

How a pandemic is accelerating 4IR

Cyberbullying

How do we stop it?
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Print ads for each 

CloudebateTM that tell 

the story, pose the 

problem, call for 

participation, and 

afterwards, offer 

another chance to 

catch the discussion

31



Digital design that combines 

strategy, theme, topic and platform 

by evoking state-of-the-art 

technology and the focus of human 

issues – clicks through to 4IR 

website
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Campaign: CloudebateTM - Libraries

Job #: 544

30” Radio

________________________________

Voice: A slow, calm, confident read

SFX: Our signature CloudebateTM music plays in the background

MVO:

Are Google, the smartphone, tablets and eBooks erasing ink, bit 

by bit?

Traditionally libraries have formed the foundation for learning 

and discovery. Do they still have a place in the internet age? 

Be part of our next CloudebateTM – “Libraries - Should books be 

shelved?” on September 18th, when we'll address these 

questions.

Register for free at uj.ac.za/4IR

We’re creating tomorrow.

We’re talking about it today.

The University of Johannesburg

The Future Reimagined

– Mnemonic

30” Radio ads, flighted on Classic FM and 702

Radio ads converted to video for social media
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Radio/video ad saved as hyperlink 1 –

Should books be shelved



All Cloudebate 

material and videos 

are hosted online. 

Click here to view.

https://universityofjohannesburg.us/4ir/cloudebates/
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Performance

Fifteen Cloudebates™ have been presented since April 2018 and the 

Cloudebate™ pages on the website have been visited more than 69 000 

times, with the event videos been viewed over 95 000 times. A total 

unduplicated Cloudebate™ database of 3 564 has been collected, which 

is used to share new 4IR initiatives and news.
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The future belongs to those who reimagine it

4IR in Action
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The future belongs to those who 

reimagine it. Whether it’s teaching 

emergency rescue through state-of-

the-art simulation, or gathering data to 

enable remote diagnoses with artificial 

intelligence (AI), or understanding and 

addressing societal problems with 

pinpoint digital tools, UJ’s embrace of 

the technology of the Fourth Industrial 

Revolution (4IR) is making an impact 

on people’s lives.

As a leader in academic thought and 

research in Africa, UJ has embraced 

the technology that is shaping our 

future, not just on our continent, but 

globally. And we’re doing this in myriad 

ways – applying it in both teaching and 

learning, using it to advance not just 

ideas, but skills, expertise and 

capacity. People everywhere will be 

able to see real benefits and a 

meaningful and positive change in their 

lives, both as developers and 

recipients of everything that 4IR 

has to offer.

Fourth Industrial Revolution (4IR) 

technology. At UJ, we’re reimagining 

the future, and it’s changing everyone’s 

lives for the better.

4IR in Action Stories
37



4IR in Action

People everywhere will be able to see real 

benefits and a meaningful and positive change in 

their lives, both as developers and recipients of 

everything that 4IR has to offer. 

Ten life-changing 4IR stories show how 

technology and humanity interweave.

https://universityofjohannesburg.us/4ir/4ir-in-action/
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https://universityofjohannesburg.us/4ir/2020/05/advances-in-simulation-training/
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View video at https://youtu.be/CDZj0KkEd-M

https://universityofjohannesburg.us/4ir/2020/05/advances-in-simulation-training/
https://youtu.be/CDZj0KkEd-M


https://universityofjohannesburg.us/4ir/2020/05/accurate-breast-cancer-diagnosis-one-click-away/
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View video at https://youtu.be/lF28_FEWjBc

https://universityofjohannesburg.us/4ir/2020/05/accurate-breast-cancer-diagnosis-one-click-away/
https://youtu.be/lF28_FEWjBc


https://universityofjohannesburg.us/4ir/2020/09/technological-innovations-put-rural-village-on-the-map/
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View video at https://youtu.be/2usUlVwYmzg

https://universityofjohannesburg.us/4ir/2020/09/technological-innovations-put-rural-village-on-the-map/
https://youtu.be/2usUlVwYmzg


Examples of other 4IR in Action advertising

Home page takeover

ENCA Squeezebacks

Digital & Social
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All 4IR in Action 

stories are hosted 

online. Click here to 

view.

https://universityofjohannesburg.us/4ir/4ir-in-action/
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The future belongs to those who reimagine it

Beyond Imagining
e-zine
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Beyond Imagining is an 

insightful magazine that’s jam-

packed with 4IR information. It 

lives fully online, but a pdf is 

also available for download.

In it we examine this exciting 

and unpredictable era, and the 

way it is affecting everything 

from how we work and how 

we interact with our 

surroundings, to what we think 

and what we create.

Performance: Beyond 

Imagining has appeared 

four times since the end of 

2019 and has been viewed 

2 500 times on the website. 
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Beyond Imagining #1 – click here to experience how the e-zine lives online 

…

https://universityofjohannesburg.us/4ir/beyond-imagining/
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Click here to experience a page-through version of 
Beyond Imagining #7
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In closing

The future belongs to those who reimagine it!



THE FUTURE BELONGS TO THOSE WHO REIMAGINE IT

This 4IR project has been a challenging and exciting one, providing also a steep 

learning curve. 

We have taken the traditional debate/panel discussion and reimagined it, placing it 

firmly within the realm of its own 4IR scope, and using the latest technology. We 

created inspiring 4IR in action stories to show our audiences how 4IR and humanity 

relate to each other. We introduced a fully online magazine experience with our 

Beyond Imagining e-zine. We created a bespoke website to host all of this 4IR 

information. And we sent this out into the world with a multi-channel media strategy. 

This has afforded us the opportunity to amplify and extend UJ’s 4IR strategy and 

messaging to a worldwide audience, while searching for solutions to some of the 

fundamental challenges this new future brings.

Identifying and targeting the relevant national, international and African audience for 

this strategy, particularly for rankings purposes, was in itself an exercise that took us 

to new and unexplored territory.

This innovative addition to UJ’s pursuit of global excellence has been a most 

rewarding journey that will continue to develop and expand as long as there is a need 

to present to the world the challenges and opportunities that the Fourth Industrial 

Revolution holds for us.

49



ACHIEVEMENT OF OBJECTIVES

The campaign has performed exceptionally well, as quantified by media 

industry metrics and methodologies, with the overall outcome of UJ’s 4IR 

profile having been raised, and with a palpable return on investment (ROI). All 

objectives have been met, and outcome objectives are showing good traction 

in this long-term positioning strategy.

Feedback from researchers: 

‘UJ has seen significant image changes – a tremendous win! The brand 

is increasingly shifting to a technology/4IR space as a result of 

successful marketing efforts.’
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Thank you!


