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STATEMENT OF OPPORTUNITY/PROBLEM (91 WORDS)

The novel coronavirus global pandemic has 
disrupted a lot of things, teaching and learning are 
no exceptions.

Universities resolved to take education to the 
online space and as a result students had to 
undergo;

 Online classes

 Online consultations

 Online assessments

This transition came as a challenge for both students
and lecturers as they were not prepared for the cause.

The mind is a powerful tool/asset if positioned
accordingly. If narratives towards E-Learning could be
shifted from negative to positive there will be an
improvement achieving the learning outcomes for the
students. 2



RESEARCH (51 words)
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Google Forms Survey

Social media sites were also used to listen to conversations around online learning from students.



Workability

Through sharing tips  on how to study 

online we hope assist students have a 

better experience of online learning.

PLANNING (266 words)
Objectives and Goals

Changing narratives

Our primary  objective is to change the 

way students view online learning. 

Online engagement

We want to create a structured way on 

social media in which students can 

share their frustrations and get 

assistance.

Get over 100 tweets with our hashtag.

Have an average of 50 likes on posts.

Have at least 100 viewers for 

Instagram Live sessions

Collaborations

We want to collaborate with 

organizations (2) and  student 

influencers (2) with a common goal 

and work together in achieving that 

goal.

Media Features

One of our goals is to have the 

campaign features on at least 2 news 

or reporting media sites in order to 

increase reach and awareness.

Social Media Growth

Get at least 100 Followers on 

Instagram, Twitter and Facebook.

.



Message Formulation
The diversity of the topic did not allow us to explore all the 
different areas in which education was affected by the pandemic, 
therefore this campaign mainly focused on the transition from 
contact to online learning.

Using #MyOnlineLearningExperience, this campaign aims to 
inform and communicate the experiences students have of 
studying online and use creative communication solutions to make 
their learning more effective.
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Target Audience
The main target audience are students of the University of 
Johannesburg. The Campaign also aims to impact and influence 
all students nationwide as the execution will be online.



Communication Channels
Social Media pages were created to host the campaign as the execution was to be
fully digital. Facebook (E-Learning 2020), Twitter (@_learnonline) and Instagram
(@_learnonline) were used as the official pages for this campaign.
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Execution (342 words)
Social Media Plan

Instagram and Facebook  

• Study tips: Mondays

• Instagram Live Sessions: 

Wednesdays

• Trends plugging

Twitter

• Study tips: Mondays

• Live reporting: Wednesdays

• Trends plugging: immediate

+ 1 ZOOM WEBINAR 

( 24 September 2020)



Collaborations
We reached out to a number of professional bodies, student groups and  

social media influencers to assist in executing the campaign.

CHERYL ZONDI (16K)

• Speaker

• Social Activist

• Founder of Cheryl Zondi Foundation
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LUYANDA DUMA (89.3K)

• HR Enthusiast , T&D Specialist

• Speaker

• UJ Postgraduate Student

TSHIAMO SMITH (104K)

• Actress

• Brand Influencer

• Undergraduate Student

MICHELLE KHUMALO (12.3K)

• Bachelor of Education Student

• UJ Tutor

• Social Media Influencer

UNIVERSITY OF JOHANNESBURG

• Department of Strategic 
Communications

• Department of Social Work

• PysCad
THE INTERNATIONAL 

ASSOCIATION OF 
SCHOOLS OF SOCIAL 

WORK

UNIVERSITY OF 
JOHANNESBURG 

STUDENT’S HUMOR PAGES

MY INDABA – OWN YOUR STORY

Mental Health Campaign 



Instagram
The Instagram page was mostly used to host live sessions with the influencers we had collaborated with, 

conversations we held on how students can transition to online learning and strive.

Below are links to the Instagram sessions hosted on

the campaign Instagram account;

https://www.instagram.com/tv/CEWu36aFpwb/

https://www.instagram.com/tv/CEpD2naFqJx/

https://www.instagram.com/p/CBK45kinh-l/

9



Twitter
Twitter is one of the platforms where a lot of negative messages about online learning

were shared, our strategy was to share positive messages and also use humor to share

different experiences of online learning. A lot of students joined in and shared positive

messages and some posted their TikTok videos which they made about their online

learning experience.
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Facebook

We advertised our Instagram Live sessions on Facebook and Twitter. 

Additionally we designed and posted mini infographics highlighting the 

important points from the session in the form of quotes.
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Online Event
We collaborated with UJ department of social work and the International Association of SCHOOLS OF Social

Work (IASSW) to facilitate a zoom conference in celebration of Mandela Day.

12



Infographics

13

Challenges and Adjustments
We started the campaign using personal pages of the campaign team but later resolved to create pages fro the

campaign as use our personal accounts to direct audience.

We couldn’t host our own webinar and therefore collaborated with another organisation which had already

planned one.

#onlinelearning was added in addition of the created hashtag of the campaign and our reach was increased as

a result engagement improved.
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Evaluation (333 words)

Goals and Objectives Results
1. Changing narratives

Our primary  objective is to change the way students view online 

learning. 

Conversations around online learning changed online 
with humorous effects and more students started sharing 
about the benefits of online learning.
OBJECTIVE OBTAINED

2. Workability

Through sharing tips  on how to study online we hope assist 

students have a better experience of online learning.

Our study tips infographic were reposted by students and 
other organisations (@MSEUFPsychSoc) also started 
sharing study tips online.
OBJECTIVE OBTAINED

3. Social Media Growth

Get at least 100 Followers on Instagram, Twitter and Facebook.

Facebook Page – 112 LIKES (OBECTIVE EXCEEDED)
Instagram – 120 FOLLOWERS (OBJECTIVE EXCEEDED)
Twitter – 151 Followers (OBJECTIVE EXCEEDED)
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Goals and Objectives Results
4. Media Features

One of our goals is to have the campaign features on at least 2 

news or reporting media sites in order to increase reach and 

awareness.

Campaign was featured in one online blog site and one 
newspaper.
OBJECTIVE OBTAINED

5. Collaborations

We want to collaborate with organizations (2) and  student 

influencers (2) with a common goal and work together in achieving 

that goal.

We collaborated with 4 organisations and 4 Influencers
OBJECTIVE EXCEEDED

6. Online engagement

Get over 100 tweets with our hashtag.

Get at least 100 Instagram posts.

Have an average of 50 likes and 20 comments on Instagram posts.

Have at least 100 viewers for Instagram Live sessions

Hashtag track – over 500 tweets (OBECTIVE EXCEEDED)
50 Instagram Posts (OBJECTIVE UNOBTAINED)
Instagram likes and comments average – 20 likes and 2 
comments on average (OBJECTIVE UNOBTAINED)
Instagram lives viewers average – 200 (OBJECTIVE 
EXCEEDED)



Media Feature (Blog)
We partnered with a blogger publish an article we had written about our campaign and encourage 

students to follow the hashtag in order to get assistance when dealing with online learning and to also 

share their personal experiences of online learning.

Here is a link to the blog post; https://winkaffects.home.blog/2020/06/23/myonlinelearningexperience/
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Media Feature (Newspaper)
The campaign was feature on a student newspaper called ‘Student Living’ published by 
MeD8 Media.
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