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Code of Practice: Marketing the University
1. Communications and marketing refers to the range of processes that

facilitates communication between the University and prospective clients,
staff, customers and stakeholders. These processes support the ‘telling of
the UniSA story’ in a way that meets strategic objectives. Communications
and marketing are customer-focused and informed, and therefore are
deeply integrated into University strategy and planning.

2. Communications and marketing materials refer to advertising; public
relations; publications; sponsorship; digital advertising and
communications; websites; media liaison; presentation materials such as
displays; events; merchandise and signage; and any other published
promotional communications designed to generate interest in and
engagement with the University. In this context, communications and
marketing materials does not refer to ongoing and routine management
and operational communications.







“ The Romans were less prolific than the Gauls, 
shorter than the Germans, weaker than the 
Spanish, not as rich or as astute as the 
Africans, inferior to the Greeks in technology 
and in reason applied to human affairs.

What they had was the ability to get 
organised.”

Vegetius.



Getting 
Organised: 
Marketing as 
Engineering





Marketing, and 
Communications/

Engagement 
Strategy 2018-

2025

Strategic Priorities

Showcase UniSA’s 
major and strategic 
programs as a 
foundation for great 
careers

Lift the association 
between brand UniSA 
and quality, relevant, 
research nationally 
and internationally

Build industry and 
business awareness of 
UniSA’s expertise, 
precincts and 
partnership capacity

Showcase and 
promote UniSA’s 
cultural contribution, 
thought leadership 
and community 
engagement

Cultivate and support 
our organisation’s 
enterprising culture

Continue to develop a 
professional and 
capable 
communications and 
marketing 
community.
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Getting 
Organised: The 
message is the 
medium
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“Those of you who witnessed our first attempt at riding a 42-metre bike during the Tour Down 

Under – and saw the subsequent spill into the roadway – will have recognised that event for the 

metaphor that it was. We tried something new, it didn’t work, so we tried again. Our persistence 

paid off. With our second effort we not only made it into the Guinness World Records but we 

posted a lesson for incoming students: don’t fear failure. Keep moving forward.” 



Born to run and fall, and get back up again. We’ll never stop or rest on 

our laurels, until we find the answer. In the literal running race, there 

are other factors. Fatigue, weight, conditioning, body mass, nutrition. 

As with a university, there are academia, courses, precincts and 

teaching styles. But despite it all, what makes us unstoppable is not 

only the quality of our product and place; it’s the quality of our 

character. Our determination to a fault.

Unstoppable
/ʌnˈstɒpəb(ə)l/





Outdoor



Getting 
Organised: 
Integrated 
marketing 
communications
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