
 
 

 
MARKETING DEPARTMENT 

 INVITATION TO QUOTE 

An invitation is hereby issued to suitably qualified and experienced service providers to provide services as 

described on the table below: 
 

 

Quote 
number 

Quote description 
Price and 
BBBEE 

Closing  

date &Time 

Mandatory 
requirements 

RFQ MUT  
569/2026 

An appointment of a qualified 

and experienced Graphic Design 

and Brand Consultancy at 

Mangosuthu University of 

Technology (MUT) 

 

     80/20 20 October 2026, 

 

Time: 10:00am 

Refer to a document 

 
 
Mangosuthu University of Technology is committed to the implementation of its Procurement Policy on Broad- 
based Black Economic Empowerment (BBBEE).  
 
Procurement Enquiries: Ms. Philly Hlophe, E-mail philly@mut.ac.za (031) 907 7160 
 

Technical Enquiries: Ms Nganele Dube, E-mail Duben@mut.ac.za 
 
 

 
Bid documents can be downloaded from MUT website https://www.mut.ac.za/tenders-procurement/.  
 
Completed documents should be emailed back to philly@mut.ac.za no later than the date and time specified on 
the advertisement. 
 
The University does not bind itself to accept the lowest bid and reserves the right to accept the whole or part of 
any bid. If you are not contacted within 90 working days after the closing date of the tender, consider your tender 
unsuccessful. The University does not bind itself to accept the lowest bid and reserves the right to accept the 
whole or part of any bid. 
 

 

mailto:philly@mut.ac.za
https://www.mut.ac.za/tenders-procurement/
mailto:philly@mut.ac.za
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OFFICIAL REQUEST FOR QUOTATION (RFQ) 
 
INSTRUCTIONS: The supplier information must be completed in full, and this document must be signed by 

authorized personnel. The supplier must carefully read the instructions and the terms and conditions of this 

document. Failure to adhere to these instructions and terms and conditions may result in rejection of the 

submission. 

 

 
Business Unit: Marketing Department 

 
RFQ number: MUT 569/2026 

RFQ Description: An appointment of a qualified and experienced Graphic 

Design and Brand Consultancy 

Requester: Nganele Dube 
 
Contact No: (031) 907 7348 
            
E-mail: duben@mut.ac.za 
 

Buyer: Ms Philly Hlophe  
 
Contact no: (031) 907 7160 
 
E-mail: philly@mut.ac.za 
 

Request Date: 13 October 2026  

 
Compulsory Briefing/Information session 

 
None 

Closing date: 20 October 2026 
 
 
Closing Time: 10:00am 

Completed Quotation should be returned. 
 
 
via e-mail: philly@mut.ac.za 

Payment term 30 days in arrears upon receipt of a valid invoice 
 

NB: RFQ documents should be submitted to the email address above. 
        Clarification questions to be directed to the buyer on the above email address. 

 
 

 

Bidder’s Name:  

Contact Number:  

Name & Surname of Authorized Person:  

E-mail:  

Vendor No:  

Company Registration Number:  

mailto:philly@mut.ac.za
mailto:philly@mut.ac.za
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SECTION 1- RFQ CONDITIONS AND INSTRUCTION, TERMS OF REFERENCE AND BIDDERS’ 
DISCLOSURE 

 
 

1.1. RFQ CONDITIONS AND INSTRUCTION: 
 

1. Bidders must submit all necessary documents and complete all forms and questionnaires 
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contained in this RFQ in full. MUT applies the two-stage process of evaluating tenders, 
namely functionality and Price component. 

2. MUT does not permit advance payments. Bidders are required to make provision for all costs 
associated with the supply and delivery of the goods/services. Payment shall be made only 
after successful completion of the required deliverables, verification by the end-user 
department, and receipt of a valid tax invoice. 

3. Pricing: do not show separately. 
4. Bidders responding to this quotation are deemed to do so, on the basis that they 

acknowledge and accept all Terms of Reference of this quotation. 
5. The 90-day validity period may not be extended unless otherwise stated by the MUT 
6. Incomplete or late submissions will not be evaluated. 
7. Return quotations to the email address provided herein before closing date and time.  
8. Should the bidder not receive the letter of award or the purchase order within the validity 

period, the bidder must consider their quotation unsuccessful. 
9. MUT reserves the right to appoint or not appoint a service provider for   this project. MUT will 

not necessarily accept the lowest quotation in part or full, it will be MUT’s discretion to 
appoint the most suitable service provider who will add value to MUT. 

10. Fraud and Prevention: 
 

 
MUT is committed to conducting all procurement processes in a fair, transparent, competitive, and ethical manner. 
 
Bidders/Respondents are encouraged to report any suspected fraud, corruption, bribery, collusion, solicitation of 
payment, conflict of interest, or any attempt to improperly influence the outcome of this procurement process. 
 
Reports may be submitted confidentially and, where applicable, anonymously through the University's 
independent whistleblowing reporting channels: 
 
Free Call: 0800 228 999 
 Email: mut@thehotline.co.za 
Website: https://www.thehotline.co.za/report – use 0800 228 999 to report 
 Mobile Application: Vuvuzela Hotline App (available on Google Play Store) using reference number 0800 228 999 
 SMS: 30916 
 Fax: 0867 261 681 
 
No bidder or respondent shall suffer prejudice for reporting suspected unethical or unlawful conduct in good faith. 
 
Any bidder found to have engaged in fraudulent, corrupt, collusive, coercive, or unethical practices may be 
disqualified from the procurement process and may be subjected to further action in accordance with 
applicable legislation, National Treasury prescripts, and MUT policies. 

 
 
 
 
 
 
 
 
 
 
 

 
1.2. WHAT IS MUT LOOKING FOR? 

 
Mangosuthu University of Technology (MUT) seeks a graphic design and brand consultant to 

refine its Corporate Identity (CI) Manual and align it to IGNITE 2030, the Strategic Plan 2026–2030 

mailto:mut@thehotline.co.za
https://www.thehotline.co.za/report
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("From Vision to Delivery"). This is a refinement and alignment of the existing identity, not a 

rebrand. 

The current manual (104 pages, produced in InDesign and issued as a PDF in March 2020) was 

written to launch the identity alongside MUT Strategy 2025 and the strapline "shape and own the 

future". Its strategic narrative, values, leadership model and many applications now predate the 

University's direction. At the same time the manual is a static document: it is hard for staff and 

suppliers to use, and it does not cover the channels and programmes MUT now relies on. The 

appointed consultant must: 

a) Keep the MUT logo and the diamond and angular heritage devices as the foundation of the 

brand. 

b) Re-anchor the manual in IGNITE 2030: its goals, values, tone and visual identity. 

c) Close the gaps and fix the inconsistencies identified in Section 4. 

d) Deliver a usable, modular, digital-first system with ready-to-use templates and an asset 

library for Marcomms and the wider University. 

 

 

1.3. SCOPE OF WORK: 
 

a) Brand foundation and voice - Rewrite the strategic layer of the manual; design the MY 

MUT values system; rewrite tone of voice and logo symbolism 

b) Visual identity refinement - Refine the logo file set; lock the strapline; define MUT and 

IGNITE 2030 pairing rules; verify colour; set the type system; build the pattern and icon 

libraries; set photography direction; test accessibility 

c) Brand architecture - Define tiers for faculties, departments, centres, programmes, initiatives 

and partners; set naming and co-branding rules 

d) Manual redesign - Rebuild the manual as modular content; remove governance material; 

add version control 

e) Digital, motion, and wayfinding - Translate the identity for screens, video and campus 

signage 

   

1. Summary of the current manual 

The foundation is sound and worth keeping, but the manual's strategic content is out of date, and 

the system has gaps and contradictions that make consistent use difficult.  

What to keep 

a) The logo, its hierarchy (MUT, Mangosuthu, University of Technology) and the clear misuse 

rules. 

b) The diamond and angular device, which carries real meaning and is already recognised 

across collateral. 
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c) The four-colour palette as the base, and the faculty colour-coding principle. 

d) The identification architecture for faculties, departments, centres and units. 

e) The breadth of applications shown, from stationery to vehicles, which gives a useful starting 

inventory. 

What must change 

a) Strategy content is tied to Strategy 2025. The foreword, vision and mission, DEEDS 

leadership model, core values, tone of voice, logo symbolism (three diamonds mapped to the 

2025 areas of academic excellence) and the strapline all reference the previous strategy and 

leadership. 

b) Two visual languages are at risk of competing. IGNITE 2030 has its own visual identity 

(beams of light, puzzle pieces, zigzag patterns), but the manual has no rules for how it sits 

with the MUT logo and diamond device. 

c) Coverage has gaps. There are no rules for video or motion, current social platforms (the 

Facebook and Twitter templates show older interfaces), digital advertising, data visualisation, 

events, graduation, partner co-branding, or isiZulu and multilingual use. The PowerPoint 

template is two slides. 

 

2. Improvement designs and manual needs 

Eighteen areas need work, from rewriting the strategic narrative to rebuilding the manual as a 

governed digital system. 

 

Manual section (page) What the review found Design need 

Foreword, strategy and 

values (3–7) 
Written for Strategy 2025 and its 

leadership; includes the 2018–19 CI 

development timeline 

Rewrite as a short IGNITE 2030 brand foundation 

(purpose, MY MUT values, brand promise); new 

foreword; move the CI development history to an 

archive appendix 

Tone of voice (8) Personality described as "daring, spirited, 

up-to-date and imaginative"; English only 

Tone aligned to IGNITE 2030 (accountable, data-

informed, rooted in Ubuntu);  

Logo story (9–11) Three diamonds mapped to the 2025 areas 

of academic excellence, the three pillars 

and the three earlier faculties 

Rewrite the symbolism around heritage and unity; no 

change to the logo artwork 

Logo versions and formats 

(13, 17, 23) 

Landscape and portrait only; vector formats 

listed as PDF and EPS, with no SVG; 

minimum width 35 mm print, 348 px digital 

Add shield-only, stacked and small-size versions for 

avatars, favicons and app icons; SVG and web-

optimised files; reversed and one-colour versions; 

digital misuse examples 

Strapline (18) Master artwork only, on white-on-colour 

blocks; variants differ across the manual 

One locked strapline artwork set; an IGNITE 2030 

lock-up; accessible colour pairings 

Identification architecture 

(19) 

Faculty, department, centre, institute and 

unit examples, using the earlier faculty 

names 

Update to the current faculty structure; extend to 

programmes and initiatives (Founder's Annual 

Lecture, Friends of MUT, Creative Hubs, 

internationalisation, MUT Radio, Research Vlog 

Series); partner and co-branding rules 
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Manual section (page) What the review found Design need 

Diamond device and 

patterns (20, applied 53–64) 

A diamond and angular device; 

merchandise shows a stepped block 

pattern that the system does not define 

A pattern library (diamond, zigzag, IGNITE 2030 

beams and puzzle motifs) with density rules and one 

approved merchandise pattern 

Colour (22–23) Hex and RGB values disagree for all four 

colours; white on gold about 2.8:1; 

burgundy and rich brown about 1.4:1 apart; 

no neutrals; tints allowed only for charts 

Reconcile and publish one verified set (CMYK, RGB, 

hex, Pantone); add neutrals, tints and data-

visualisation colours; accessible text and background 

pairings; resolve the gold text issue; integrate the 

IGNITE 2030 palette; revisit faculty colours 

Typography and layout 

(25–27) 

Helvetica for print, Arial for digital; 

templates use uppercase despite the 

sentence-case rule; grid page shows 

column grids only 

One type strategy with licensed or free fallbacks and 

web fonts; type scales for print and digital; fix the 

uppercase contradiction; margins, baseline and digital 

grids 

Photography and 

iconography (29–30) 

Text guidance with few examples; one icon 

page 

Art direction tied to the five goals; consent and POPIA 

rules for images of people; an image library; a core 

icon library 

Stationery and templates 

(32–42) 

Placeholder text in templates; leftover "Jan 

2020" references; address and postal code 

differ between the manual, the website and 

the strategy document 

Rebuild letterhead, memo, report, MOU, business 

cards, compliments slips and envelopes with verified 

details; locked Word styles; an HTML email signature 

Brochures, prospectus, 

newsletter, calendar, 

adverts (43–51) 

Magenta in the prospectus and brochure 

setups is not in the palette; uppercase 

heading specifications 

Rebuilt InDesign templates with palette and style 

corrections; modular layouts for faculty brochure, 

prospectus and newsletter; IGNITE 2030 campaign 

templates 

Promotional collateral (52–

66) 

Mock-ups only, with no supplier 

specifications 

Supplier-ready artwork packs with Pantone and 

thread matches, minimum sizes and placement rules; 

sustainable merchandise guidance;  

Signage and wayfinding 

(67–71) 

Examples only; faculty names out of date; 

no accessibility specification 

A wayfinding system covering hierarchy, typography, 

contrast, tactile and braille requirements, and naming 

conventions, supporting the universal-access target in 

the strategy 

Electronic media (72–78) Good News Friday, website, Facebook and 

Twitter templates; two-slide PowerPoint 

Social templates for Facebook, Instagram, X, 

LinkedIn and YouTube; TikTok,  MUT Radio visuals 

Style guide (80–92) Described as preliminary; mixes US and 

British conventions (for example 

"associate's degree"); no digital writing 

guidance 

Light-touch review: British English, plain English, 

inclusive language, digital and social writing, alt text, 

isiZulu names and terms, current titles and faculty 

names 

Council report protocol 

and statements (93–102) 

A governance protocol and a statement on 

xenophobia and gender-based violence sit 

inside the brand manual 

Move to the governance and policy library; keep only 

the visual template; design a Council report template 

Manual as a whole Static, untagged PDF; no version log, 

owner, approval route or exception process 

A modular digital manual (web or brand hub, plus an 

accessible PDF), version log, named owner, approval 

and exception process, compliance checklist and 

asset library 

 

 

3. Consultant requirements 

a) At least three references for brand guidelines or identity systems for a university or 

other public institution. 

b) A named team including a creative director, a senior designer, a brand strategist or 

writer. Attach CVs. 
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c) Working proficiency in Adobe Creative Cloud and Figma, and the ability to build locked 

Microsoft Office templates. Attach sample of work or link to work of a similar size 

delivered for a client. 

 

4. Enquiries 
  zama@mut.ac.za by email only 

 

 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
1.4       BIDDER’S DISCLOSURE        

 
 

1. PURPOSE OF THE FORM 

Any person (natural or juristic) may make an offer or offers in terms of this invitation to bid. In 

line with the principles of transparency, accountability, impartiality, and ethics as enshrined in the 

mailto:zama@mut.ac.za
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Constitution of the Republic of South Africa and further expressed in various pieces of legislation, 

it is required for the bidder to make this declaration in respect of the details required hereunder. 

 

Where a person/s are listed in the Register for Tender Defaulters and / or the List of Restricted 

Suppliers, that person will automatically be disqualified from the bid process. 

 
2. BIDDER’S DECLARATION 
2.1 Is the bidder, or any of its directors / trustees / shareholders / members / partners or any person 

having a controlling interest1 in the enterprise,  

 

employed by the state?        YES/NO 

 

2.1.1 If so, furnish particulars of the names, individual identity numbers, and, if applicable, state 

employee numbers of sole proprietor/ directors / trustees / shareholders / members/ partners 

or any person having a controlling interest in the enterprise, in table below. 

 

Full Name Identity Number Name of State  Institution 

   

   

   

   

   

   

   

 
 

1 the power, by one person or a group of persons holding the majority of the equity of an enterprise, alternatively, 
the person/s having the deciding vote or power to influence or to direct the course and decisions of the enterprise. 

 

2.2 Do you, or any person connected with the bidder, have a relationship with any 
person who is employed by the procuring institution? YES/NO 

 

2.2.1 If so, furnish particulars: 

…………………………………………………………………………………… 
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…………………………………………………………………………………… 

 

2.3 Does the bidder or any of its directors / trustees / shareholders / members / partners 
or any person having a controlling interest in the enterprise have any interest in any 
other related enterprise whether or not they are bidding for this contract? YES/NO 

2.3.1 If so, furnish particulars: 

……………………………………………………………………………. 

……………………………………………………………………………. 

 
3. DECLARATION 
 

I,                                          the                                          undersigned, (name) in 

submitting the accompanying bid, do hereby make the following statements that I 

certify to be true and complete in every respect: 

 

3.1 I have read and I understand the contents of this disclosure; 

3.2 I understand that the accompanying bid will be disqualified if this disclosure is found 

not to be true and complete in every respect; 

3.3 The bidder has arrived at the accompanying bid independently from, and without 

consultation, communication, agreement or arrangement with any competitor. 

However, communication between partners in a joint venture or consortium2 will not 

be construed as collusive bidding. 

3.4 In addition, there have been no consultations, communications, agreements or 

arrangements with any competitor regarding the quality, quantity, specifications, 

prices, including methods, factors or formulas used to calculate prices, market 

allocation, the intention or decision to submit or not to submit the bid, bidding with the 

intention not to win the bid and conditions or delivery particulars of the products or 

services to which this bid invitation relates. 

3.4 The terms of the accompanying bid have not been, and will not be, disclosed by the 

bidder, directly or indirectly, to any competitor, prior to the date and time of the official 

bid opening or of the awarding of the contract. 

 

2 Joint venture or Consortium means an association of persons for the purpose of combining their 
expertise, property, capital, efforts, skill and knowledge in an activity for the execution of a contract. 

 

3.5 There have been no consultations, communications, agreements or arrangements 

made by the bidder with any official of the procuring institution in relation to this 

procurement process prior to and during the bidding process except to provide 

clarification on the bid submitted where so required by the institution; and the bidder 
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was not involved in the drafting of the specifications or terms of reference for this bid. 

 

3.6 I am aware that, in addition and without prejudice to any other remedy provided to combat 

any restrictive practices related to bids and contracts, bids that are suspicious will be 

reported to the Competition Commission for investigation and possible imposition of 

administrative penalties in terms of section 59 of the Competition Act No 89 of 1998 and or 

may be reported to the National Prosecuting Authority (NPA) for criminal investigation and 

or may be restricted from conducting business with the public sector for a period not 

exceeding ten (10) years in terms of the Prevention and Combating of Corrupt Activities 

Act No 12 of 2004 or any other applicable legislation. 

 

I CERTIFY THAT THE INFORMATION FURNISHED IN PARAGRAPHS 1, 2 and 3 
ABOVE IS CORRECT. 
 
I ACCEPT THAT THE STATE MAY REJECT THE BID OR ACT AGAINST ME IN 
TERMS OF PARAGRAPH 6 OF PFMA SCM INSTRUCTION 03 OF 2021/22 ON 
PREVENTING AND COMBATING ABUSE IN THE SUPPLY CHAIN MANAGEMENT 
SYSTEM SHOULD THIS DECLARATION PROVE TO BE FALSE. 

 
 
 

……………………………… ..…………………………………………… 

 Signature  Date 

 

 

……………………………… ……………………………………………… 

 Position  Name of bidder 

 
 
 
 
 
 
 
 
 
 
 
SECTION 2- EVALUATION PROCCESS 
 
Quotations will be evaluated in TWO stages as set out below: 
 

• Stage 1: Administrative and mandatory compliance. 

• Stage 2: Price and Preference Evaluation 
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2.1. STAGE 1 – ELIGIBILITY AND MANDATORY RETURNABLE DOCUMENTS  

 
1. RFQ document completed and signed where applicable. 

2. Company Registration document or MUT Registration number as a Vendor 

3. Valid SARS Tax Compliance Status Pin 

4. At least three (3) references for brand guidelines or identity systems for a university or 

other public institution. 

5. Attach CVs of a named team including their experience:  

• Creative Director - Minimum 10 years' experience in branding, visual communication, 

creative direction, or corporate identity development, with proven experience leading 

at least three (3) corporate identity manual or brand guideline projects. 

•  Senior Designer - Minimum 5 years' experience in graphic design and brand 

implementation, with demonstrated expertise in Adobe Creative Cloud (InDesign, 

Illustrator and Photoshop), brand guideline development, template design, layout 

design, and digital asset management. 

•  Brand Strategist or Writer - Minimum 7 years' experience in brand strategy, 

communications, marketing, or corporate communications, with demonstrated 

experience in developing brand narratives, messaging frameworks, tone-of-voice 

guidelines, and strategic positioning aligned to organisational objectives. 

6. Working proficiency in Adobe Creative Cloud and Figma, and the ability to build locked 

Microsoft Office templates. Attach sample work or link to work of a similar size delivered for 

a client 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
2.1.1. NON – MANDATORY RETURNABLE DOCUMENTS (STAGE 1) 

 
1. CSD MAAA NUMBER ----------------------------------(please insert in the space provided) 

2. BBBEE Certificate for Preferential points claim. 
 
 
2.2  STAGE 2 - PRICE AND PREFERENCE EVALUATION 
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Quotations that comply with functionality requirements (Stage 2) will be evaluated on price, and 
preference. 
 
 
PRICING SCHEDULE – FIRM PRICES (PURCHASES) 
 
NOTE: ONLY FIRM PRICES WILL BE ACCEPTED. NON-FIRM PRICES (INCLUDING 

PRICES SUBJECT TO RATES OF EXCHANGE VARIATIONS) WILL NOT BE 
CONSIDERED 

 
 IN CASES WHERE DIFFERENT DELIVERY POINTS INFLUENCE THE PRICING, 

A SEPARATE PRICING SCHEDULE MUST BE SUBMITTED FOR EACH 
DELIVERY POINT 

 
 
                       THE OFFER SHALL REMAIN VALID FOR A PERIOD OF NINETY (90) CALENDAR 

DAYS FROM THE CLOSING DATE OF THE BID. PRICES QUOTED MUST BE 
SOUTH AFRICAN RAND (ZAR) AND SHALL BE INCLUSIVE OF ALL 
APPLICABLE TAXES 

 

ITEM 
NO 

ITEM DESCRIPTION QTY UNIT PRICE TOTAL AMOUNT 

1. 

Brand foundation and voice - 

Rewrite the strategic layer of the 

manual; design the MY MUT 

values system; rewrite tone of 

voice and logo symbolism 

1   

2. 

Visual identity refinement - Refine 
the logo file set; lock the strapline; 

define MUT and IGNITE 2030 
pairing rules; verify colour; set the 
type system; build the pattern and 

icon libraries; set photography 
direction; test accessibility 

1   

3. 

Brand architecture - Define tiers for 
faculties, departments, centres, 

programmes, initiatives and 
partners; set naming and co-

branding rules 

1   

4. 

Manual redesign - Rebuild the 
manual as modular content; 

remove governance material; add 
version control 

1   

5. 

Digital, motion, and wayfinding - 

Translate the identity for 

screens, video and campus 

signage 

1   
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SUB-TOTAL 

 

 
VAT@15% 

 

 
TOTAL AMOUNT 

 

 
 
 
2.2.1 The following preference point systems are applicable to invitations to tender: - the 80/20 

system for requirements with a Rand value of up to R50 000 000 (all applicable taxes 

included); and - the 90/10 system for requirements with a Rand value above R50 000 000 (all 

applicable taxes included).  

 
2.2.2 Points for this tender shall be awarded for:  

(a) PRICE and BBBEE 

 
POINTS AWARDED FOR PRICE 

 
THE 80/20 PREFERENCE POINT SYSTEMS  
  
A maximum of 80 points is allocated for price on the following basis: 
 
           80/20 
 

    
 Where 

 Ps = Points scored for price of bid under consideration 

 Pt = Price of bid under consideration 

 Pmin = Price of lowest acceptable bid 

 

POINTS AWARDED FOR B-BBEE STATUS LEVEL OF CONTRIBUTOR 
 

In terms of Regulation 6 (2) and 7 (2) of the Preferential Procurement Regulations, preference points 

must be awarded to a bidder for attaining the B-BBEE status level of contribution in accordance with 

the table below: 

B-BBEE Status Level of 
Contributor 

Number of points 

(80/20 system) 



 

 
Page 14 of 17 

 

1 20 

2 18 

3 14 

4 12 

5 8 

6 6 

7 4 

8 2 

Non-compliant contributor 0 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

SECTION 3: MUT RFQ FORM DECLARATION AND RFQ CHECKLIST 
 

MUT RFQ FORM DECLARATION 
 

1. I/We hereby render to supply all or any of the supplies and/or to render all or any of the services 
described in the attached documents to MUT on the items and conditions and in accordance with the 
specifications stipulated in the RFQ documents (and which shall be taken as part of, and incorporated 
into, this RFQ), and on the terms regarding time for delivery and/or execution stipulated therein. 
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2. I/We agree that the offer herein shall remain binding upon me/us and open for acceptance by MUT 

during the validity period indicated and calculated from the closing time of the RFQ. 
 

3. If I/we withdraw my/our RFQ within the period for which I/we have agreed that the RFQ should remain 
open for acceptance or fail to fulfil the contract when called upon to do so, MUT may without prejudice 
to its other rights, agree to the withdrawal of my/or RFQ or cancel the contract that may have been 
entered into between me/us and MUT and I/we will then pay to MUT any additional expense incurred 
by MUT having either to accept any less favourable RFQ or fresh RFQs have to be invited, the 
additional expenditure incurred by the invitation of fresh RFQ and by the subsequent acceptance of 
any less favourable RFQ, MUT shall also have the right to recover such additional expenditure by set-
off against  moneys which may be due or become to me/us under this or any other RFQ or contact or 
against any guarantee or deposit that have been furnished by me/us or on my/our behalf for the due 
fulfilment of this or any other RFQ or contract and pending the ascertainment of the amount of such 
additional expenditure to retain such moneys, guarantee or deposit as security for any loss MUT may 
sustain by reason of my/our defaul 

4. If my/our RFQ is accepted the acceptance may be communicated to me/us by letter or ordinary post 
or registered post and that SA Post Office Ltd shall be regarded as my/our agent.  Delivery or such 
acceptance to SA Post Office Ltd shall be treated as delivery to me/us. 

 
5. The law of the Republic of South Africa shall govern the contract created by the acceptance of my/our 

RFQ and that I/we choose domicilium citandi et executandi in the Republic (full address). 
 

6. I/We furthermore confirm that I/we have satisfied myself/ourselves as to the correctness and validity of 
my/our RFQ, and that it covers all the work/item(s) in these documents and all my/our obligations under 
a resulting contract. I/we accept that any mistakes in the RFQ submission will be at my/our risk. 

 
7. I/we hereby accept full responsibility for the proper execution and fulfilment of all obligations and 

conditions devolving on me/us under this agreement as the principal(s) liable for the due fulfilment of 
this contract. 

 
8. I/We agree that any action from this contract in all respects be instituted against me/us and I/we hereby 

undertake to satisfy fully any sentence or judgment which may be pronounced against me/us as a 
result of such action. 

 
9. I/We declare that I/we have participation /no participation in the submission of any other offer for the 

supplies/service described in the attached documents.  If in the affirmative, state name(s) or RFQ(s) 
involved. 

 
10. --------------------------------------------------------------------------------------------------------------------------------------

--------------------------------------------------------------------------------------------------------------------------------------
----------------------------------------------------------------------------------------------------------- 

 
Are you duly authorized to sign for this the RFQ? *YES / NO 

11. Has the Declaration of Interest been duly completed and included with the other RFQ forms?   
                      *YES / NO 
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DECLARATION: 

I, the undersigned (full names): ……………………………………………………………………………… 

Certify that the information furnished above is correct. I accept that, in addition to cancellation contract, 

action may be taken against me should this declaration prove to be false. 

 

Signature: ………………………………………………………………………………………………………… 

 
Ensure that all pages are completed in full before returning this document. 

 

 
Name & Surname of Authorized Person / Representative:  …………………. 
 
……………………………………………………………………………………………. 

Date: 

 

 
 
Signature of Bidder’s Representative: …………………………………………… 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHECKLIST TO BE COMPLETED BY THE BIDDER: 
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• Does this Offer comply with specification, state brand where applicable?  

• Does the bidder have the required experience, state period?  

• Can this order be delivered within the specified period, state delivery 

period? 

 

• Do you intend sub-contraction/Partner?  

• Pricing Schedule (Recalculate to ensure accuracy)- Indicate whether 

prices are firm or non-firm) 

 

• Bidders Disclosure (Read, Understand and Sign)  

• Declaration of Bidder’s Past Supply Chain Management Practices (Read, 

Understand and Sign) 

 

• CSD Registration Number (MAAA…………………………….) / CSD 

report 
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RFQ: Refinement and alignment of the MUT 

CI Manual to IGNITE2030 

Prepared by: MARCOMMS 

 

 

 

 

1. Background 

Mangosuthu University of Technology (MUT) seeks a graphic design and brand consultant 

to refine its Corporate Identity (CI) Manual and align it to IGNITE 2030, the Strategic Plan 

2026–2030 ("From Vision to Delivery"). This is a refinement and alignment of the existing 

identity, not a rebrand. 

The current manual (104 pages, produced in InDesign and issued as a PDF in March 2020) 

was written to launch the identity alongside MUT Strategy 2025 and the strapline "shape and 

own the future". Its strategic narrative, values, leadership model and many applications now 

predate the University's direction. At the same time the manual is a static document: it is 

hard for staff and suppliers to use, and it does not cover the channels and programmes MUT 

now relies on. The appointed consultant must: 

a) Keep the MUT logo and the diamond and angular heritage devices as the foundation of 

the brand. 

b) Re-anchor the manual in IGNITE 2030: its goals, values, tone and visual identity. 

c) Close the gaps and fix the inconsistencies identified in Section 4. 

d) Deliver a usable, modular, digital-first system with ready-to-use templates and an asset 

library for Marcomms and the wider University. 

 

2. Scope of work 

a) Brand foundation and voice - Rewrite the strategic layer of the manual; design the 

MY MUT values system; rewrite tone of voice and logo symbolism 

b) Visual identity refinement - Refine the logo file set; lock the strapline; define MUT and 

IGNITE 2030 pairing rules; verify colour; set the type system; build the pattern and 

icon libraries; set photography direction; test accessibility 

c) Brand architecture - Define tiers for faculties, departments, centres, programmes, 

initiatives and partners; set naming and co-branding rules 

GRAPHIC DESIGN AND BRAND CONSULTANT 

REFINEMENT AND ALIGNMENT OF THE MUT CORPORATE IDENTITY MANUAL TO IGNITE2030 
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d) Manual redesign - Rebuild the manual as modular content; remove governance 

material; add version control 

e) Digital, motion, and wayfinding - Translate the identity for screens, video and campus 

signage 

   

3. Summary of the current manual 

The foundation is sound and worth keeping, but the manual's strategic content is out of date, 

and the system has gaps and contradictions that make consistent use difficult.  

What to keep 

a) The logo, its hierarchy (MUT, Mangosuthu, University of Technology) and the clear 

misuse rules. 

b) The diamond and angular device, which carries real meaning and is already 

recognised across collateral. 

c) The four-colour palette as the base, and the faculty colour-coding principle. 

d) The identification architecture for faculties, departments, centres and units. 

e) The breadth of applications shown, from stationery to vehicles, which gives a useful 

starting inventory. 

What must change 

a) Strategy content is tied to Strategy 2025. The foreword, vision and mission, DEEDS 

leadership model, core values, tone of voice, logo symbolism (three diamonds mapped 

to the 2025 areas of academic excellence) and the strapline all reference the previous 

strategy and leadership. 

b) Two visual languages are at risk of competing. IGNITE 2030 has its own visual identity 

(beams of light, puzzle pieces, zigzag patterns), but the manual has no rules for how it 

sits with the MUT logo and diamond device. 

c) Coverage has gaps. There are no rules for video or motion, current social platforms 

(the Facebook and Twitter templates show older interfaces), digital advertising, data 

visualisation, events, graduation, partner co-branding, or isiZulu and multilingual use. 

The PowerPoint template is two slides. 

 

4. Improvement designs and manual needs 

Eighteen areas need work, from rewriting the strategic narrative to rebuilding the manual 

as a governed digital system. 
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Manual section (page) What the review found Design need 

Foreword, strategy and 

values (3–7) 
Written for Strategy 2025 and its 

leadership; includes the 2018–19 CI 

development timeline 

Rewrite as a short IGNITE 2030 brand foundation 

(purpose, MY MUT values, brand promise); new 

foreword; move the CI development history to an 

archive appendix 

Tone of voice (8) Personality described as "daring, spirited, 

up-to-date and imaginative"; English only 

Tone aligned to IGNITE 2030 (accountable, data-

informed, rooted in Ubuntu);  

Logo story (9–11) Three diamonds mapped to the 2025 areas 

of academic excellence, the three pillars 

and the three earlier faculties 

Rewrite the symbolism around heritage and unity; no 

change to the logo artwork 

Logo versions and formats 

(13, 17, 23) 

Landscape and portrait only; vector formats 

listed as PDF and EPS, with no SVG; 

minimum width 35 mm print, 348 px digital 

Add shield-only, stacked and small-size versions for 

avatars, favicons and app icons; SVG and web-

optimised files; reversed and one-colour versions; 

digital misuse examples 

Strapline (18) Master artwork only, on white-on-colour 

blocks; variants differ across the manual 

One locked strapline artwork set; an IGNITE 2030 

lock-up; accessible colour pairings 

Identification architecture 

(19) 

Faculty, department, centre, institute and 

unit examples, using the earlier faculty 

names 

Update to the current faculty structure; extend to 

programmes and initiatives (Founder's Annual 

Lecture, Friends of MUT, Creative Hubs, 

internationalisation, MUT Radio, Research Vlog 

Series); partner and co-branding rules 

Diamond device and 

patterns (20, applied 53–64) 

A diamond and angular device; 

merchandise shows a stepped block 

pattern that the system does not define 

A pattern library (diamond, zigzag, IGNITE 2030 

beams and puzzle motifs) with density rules and one 

approved merchandise pattern 

Colour (22–23) Hex and RGB values disagree for all four 

colours; white on gold about 2.8:1; 

burgundy and rich brown about 1.4:1 apart; 

no neutrals; tints allowed only for charts 

Reconcile and publish one verified set (CMYK, RGB, 

hex, Pantone); add neutrals, tints and data-

visualisation colours; accessible text and background 

pairings; resolve the gold text issue; integrate the 

IGNITE 2030 palette; revisit faculty colours 

Typography and layout 

(25–27) 

Helvetica for print, Arial for digital; 

templates use uppercase despite the 

sentence-case rule; grid page shows 

column grids only 

One type strategy with licensed or free fallbacks and 

web fonts; type scales for print and digital; fix the 

uppercase contradiction; margins, baseline and digital 

grids 

Photography and 

iconography (29–30) 

Text guidance with few examples; one icon 

page 

Art direction tied to the five goals; consent and POPIA 

rules for images of people; an image library; a core 

icon library 

Stationery and templates 

(32–42) 

Placeholder text in templates; leftover "Jan 

2020" references; address and postal code 

differ between the manual, the website and 

the strategy document 

Rebuild letterhead, memo, report, MOU, business 

cards, compliments slips and envelopes with verified 

details; locked Word styles; an HTML email signature 

Brochures, prospectus, 

newsletter, calendar, 

adverts (43–51) 

Magenta in the prospectus and brochure 

setups is not in the palette; uppercase 

heading specifications 

Rebuilt InDesign templates with palette and style 

corrections; modular layouts for faculty brochure, 

prospectus and newsletter; IGNITE 2030 campaign 

templates 

Promotional collateral (52–

66) 

Mock-ups only, with no supplier 

specifications 

Supplier-ready artwork packs with Pantone and 

thread matches, minimum sizes and placement rules; 

sustainable merchandise guidance;  

Signage and wayfinding 

(67–71) 

Examples only; faculty names out of date; 

no accessibility specification 

A wayfinding system covering hierarchy, typography, 

contrast, tactile and braille requirements, and naming 

conventions, supporting the universal-access target in 

the strategy 

Electronic media (72–78) Good News Friday, website, Facebook and 

Twitter templates; two-slide PowerPoint 

Social templates for Facebook, Instagram, X, 

LinkedIn and YouTube; TikTok,  MUT Radio visuals 
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Manual section (page) What the review found Design need 

Style guide (80–92) Described as preliminary; mixes US and 

British conventions (for example 

"associate's degree"); no digital writing 

guidance 

Light-touch review: British English, plain English, 

inclusive language, digital and social writing, alt text, 

isiZulu names and terms, current titles and faculty 

names 

Council report protocol 

and statements (93–102) 

A governance protocol and a statement on 

xenophobia and gender-based violence sit 

inside the brand manual 

Move to the governance and policy library; keep only 

the visual template; design a Council report template 

Manual as a whole Static, untagged PDF; no version log, 

owner, approval route or exception process 

A modular digital manual (web or brand hub, plus an 

accessible PDF), version log, named owner, approval 

and exception process, compliance checklist and 

asset library 

 

 

5. Consultant requirements 

a) At least three references for brand guidelines or identity systems for a university 

or other public institution. 

b) A named team including a creative director, a senior designer, a brand strategist 

or writer. Attach CVs. 

c) Working proficiency in Adobe Creative Cloud and Figma, and the ability to build 

locked Microsoft Office templates. Attach sample of work or link to work of a 

similar size delivered for a client. 

 

Enquiries:  zama@mut.ac.za by email only 
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