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Opening statement
The B Safe Take Action campaign created a culture of safety awareness on the Bloemfontein
Campus of the UFS. The campaign supports the university’s safety strategy; looking at all aspects of
safety.
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1. Statement of opportunity/problem
a. Nature of the institution
The UFS is one of the oldest universities in South Africa (1904) with 32 187 students and 4 507 staff
members. Undergraduate and postgraduate programs are offered in seven faculties on three
campuses: Bloemfontein, South and Qwaqwa.
b. Problem or opportunity addressed by the programme
In a country with a high incidence of crime our campus was not spared. Crime was on the increase
and included armed robberies, assault, theft of vehicles and kidnapping. Most incidents took place
late at night at the student centre, lecture rooms, residences and between the library and the access
gates.
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With open access at the five entrances of the Bloemfontein Campus (main campus) it was difficult to
control who enters. This was an opportunity for criminals to target staff/students when they walk alone
on campus after dark, returning to their homes/residences after a late night in the library/class.
Attacks on students hold a great reputational risk for the university. Management acted immediately
to ensure we do not lose students/prospective students, especially achievers who can choose to
study at any university.
Although UFS Protection Services has put initiatives in place to increase safety, staff/students had to
realise their safety is their responsibility as much as it is the responsibility of the university.
The goal was to make people aware of their safety. The B Smart Take Action safety campaign
was developed and via communication platforms the Department Communication and Brand
Management (CBM) supported the university’s safety strategy by raising awareness on the issue.
c. Geographical area in which the programme was conducted
The campaign was piloted on the Bloemfontein Campus and will be extended to the South and
Qwaqwa Campuses in 2015.
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2. Research
Research
Management requested a safety awareness campaign after incidents of crime on campus.
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Approaches
The B Safe campaign was developed to alert people of their safety. Safety messages were published
on communication platforms:
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3. Planning
a. Objectives and measurable criteria
The B Safe campaign supported the university’s safety strategy. The campaign targeted
students/staff. The goals were to:
- create social ownership of personal safety
- raise awareness of the safety measures in place

Reaching these objectives had a positive impact on the good reputation of the university, making it an
institution of choice for prospective students.
b. Identification of the public to be reached and actions desired of them
Students and staff were the primary target audiences.

Target groups are subdivided in:
- Women: the primary target group as they are the majority in staff/students. They are easy
targets for criminals; it was crucial that women are made aware of their own safety and the
safety measures in place.
- Academic staff (2 946). They give class/do research till late at night.
All victims to assault/kidnapping cases were students (18-23).
c. Formulation of messages communicated to the public
Even though the B Safe campaign focused on different aspects of safety, the designs and colours,
branding and messaging had a sense of continuity. Messages referred people to use their senses,
body parts, intellect and integrity to B Safe. Messages were formulated to speak to the audience’s
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senses, to create an emotion of ownership and accountability amongst them, and to encourage,
persuade, engage and get a direct response from them. The colours in the designs are corporate
colours of the university.
Primary messages include Use your legs, run for your life; Use your voice, scream out loud; Use your
head, make intelligent choices; and Use your heart, be a friend who cares.
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Supporting messages included Be cautious, don’t fiddle with your cell phone behind the wheel; Be
patient, keep your cool when traffic piles up; Chill out, take some me time and do what relaxes you;
and Keep calm and prioritize.
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d. Selection of communication channels used




825 posters, 7200 booklets, 6000 pamphlets displayed and distributed at library, lecture rooms
and residences

Advertisements in diary and manual for first-year students



Weekly emails, messages on Blackboard student portal and electronic notice boards
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Twitter and Facebook videos and posts
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Ads and live reads on KovsieFM
Messages on signage boards in parking areas and walkways, on 40 dustbins, on billboards
and on 22 lamp posts (sport grounds)
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Articles on the official UFS website, KovsieLife student portal and staff intranet
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Information events with the SAPS, motorcades and fun runs at sport events. T-shirts, beanies
and scarves were distributed

e. Action taken to consult with management and secure support for the campaign
Early in 2013, (due to pressure from students/staff after crime incidents) management requested
Communication and Brand Management (CBM) to compile an awareness strategy, supporting the
safety strategy of the UFS. The strategy and activation plan was compiled, approved by management
and implemented.
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4. Execution
a. Description of the implementation plan
CBM developed and implemented a safety awareness campaign to support the UFS safety strategy.
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The campaign was institutionally identified in 2013. The total cost for the campaign (2013) came to
R184806.65 (covering four months). We budgeted (2014) more strategically and money was
used optimally, raising awareness on a spectrum of safety aspects - the campaign cost
R185 500.97 (over a 12-month period). With 37019 staff and students, the campaign cost 44c per
staff member/student.
One to two man-hours per workday (indirect cost of R25159.47 per year) were allocated for the
campaign to ensure information goes out timeously and staff/ students stay engaged.
The B Safe team:
- Amanda Tongha (2013) assisted by an ad agency
- (2014) Stefan Lotter and I took over the campaign. We were assisted by two student assistants
who in exchange for their help received payment and hands-on work experience in campaign
management and implementation.
b. Adjustments to the plan during its implementation
The B Smart Take Action campaign was activated in September 2013. The name of the campaign
changed to B Safe Take Action for greater impact in 2014. B Smart was confused with the
academic environment.
c. Difficulties encountered
When we launched the B Safe campaign (2013) we wanted staff and students to engage on safety
issues. If you talk about safety you become aware and if you are aware, you are alert and alert
people are hard targets for criminals. The challenge (2013) was that staff and students did not
engage on safety matters. We changed our approach (2014), giving students/staff the opportunity to
share their own safety tips via a message on a blackboard posted on Facebook, Blackboard (student
portal) and emails.
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5. Evaluation
To measure the drop in crime we compared crime statistics prior to the campaign (prior to
September 2013) with statistics during the campaign. During the campaign (Sept. to Nov. 2013 and
Apr. to Nov. 2014) crime dropped from, on average, 30 incidents to 17 per month (drop of 58.2%).
Although, referring to relatively small numbers of crime, one must remember the university community
has a Zero tolerance for Crime.
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Most engagement took place on social media. With the blackboard concept (2014) engagement
on Facebook picked up from 210 likes in 2013 to 1 940 likes in 2014 (824% over a year) and 29
comments in 2013 versus 282 comments in 2014 – an indicator that we created conversation about
safety.
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In conclusion
The B Safe campaign will continue in 2015. New communication platforms will be introduced to keep
the campaign fresh and our target audience engaged.
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1152 (note the word count for headings are not included)
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