
INTRODUCTION
Non-monetary-based cause marketing (CM) engagement is becoming more popular for
organisations to donate non-financial resources to non-profit organisations. Organisations
have developed numerous ways to practice their corporate social responsibility (CSR) and
at times they select cause marketing (CM) as a strategic communication tool to engage
with Generation Z (Gen Z) consumers. Cause marketing is a form of CSR that involves the
collaboration between a for-profit organisation and an NPO which ultimately addresses
societal issues and raises awareness for charitable causes for their mutual benefit
(Moharam, Moussa Elsamadicy & Medhat Negm, 2020; Sitto & Lubinga, 2021).

LITERATURE REVIEW
The CM field of research is rich with studies that have investigated transaction-based
consumer participation in CM campaigns (Matiringe-Tshiangala & Nhedzi, 2022;
Terblanche et al., 2022). The research problem is that organisations are currently utilising
generic strategies when communicating their non-monetary-based CM campaigns. This
ultimately results in Gen Z consumers not being motivated enough to pay attention and
participate in these initiatives. The main research objective is to investigate how do
campaign structural elements on Instagram influence Gen Zs perceptions of non-
monetary-based cause marketing in South Africa. Ordinarily, CM research in South Africa
has focused on campaign structural elements (CSE) on traditional communication
platforms such as print advertisements (Human & Terblanche, 2012; Human, 2016;
Terblanche et al., 2022; Van Schoor, 2021). CSEs are promotional cues such as donation
expression (i.e., actual Rand amount or percentage) that attract consumers to participate
in social responsibility initiatives. Therefore, the researcher is focusing on how non-
monetary-based cause marketing campaign messages can be amplified on Instagram due
to their popularity amongst Gen Zs and their interest in cause-related content promoted
on social media (Konstantinou & Jones, 2022; Statista, 2023). This study seeks to apply the
convergent stakeholder approach and prosocial behaviour as they interlink with principles
of postmodernism that break away from siloed knowledge creation towards
transdisciplinary thinking.

METHODOLOGY
The researcher has selected to conduct a Q-Methodology (Q-Method) study, which is a
mixed-method research approach and an exploratory design (Edmonds & Kennedy, 2020;
Duncan Millar, Mason & Kidd, 2022). In this study, 12 prosocial Gen Zs that are active on
Instagram and live in the greater Johannesburg area in Gauteng will be selected for
participation. The participant’s Q-card rankings will be processed through Ken-Q Analysis
which will be uploaded to an Excel spreadsheet (that includes the visual Q cards and the
placements of participants). 
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PRACTICAL AND SOCIAL IMPLICATIONS
The intention of the study is to rank the key factors that influence the perceptions of Gen Z
consumers on Instagram with respect to non-monetary cause marketing campaigns. This
study seeks to show how cause marketing research can be conducted in unique ways.
Additionally, corporate social responsibility campaign developers could potentially use the
insights from this study to inform their strategic communication. 
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Introduction and purpose  
The purpose of this paper is to reflect on the development of a Strategic Integrated
Communication framework for the child protection organisation (CPO) which started with
research for my PhD in 2018 and has subsequently been expanded on in presentations and
articles and contemplate the way forward. Although strategic integrated communication
has been implemented in the non-profit sector, its applicability within the CPO sector
remains largely unexplored. CPOs in South Africa are crucial in addressing the needs of
abused, neglected, and vulnerable children. These non-profit organizations rely on donors
for funding, making effective communication essential for their sustainability. However,
their communication efforts are limited by legal clauses that protect the identity and best
interests of the children, thereby restricting traditional communication strategies and
associated fundraising practices. Our research argues that CPO communication should
align with strategic integrated communication principles, but adaptations are necessary
to address sector-specific challenges. 

Literature review 
Strategic communication (SC) and Integrated Communication (IC) are two key approaches
in communication. Initially, SC aimed to advance an organization's mission through
integrating external communication fields, but it later expanded to include organizational
goals. IC emphasizes integrating all communication functions, including public relations
and communication. SIC emerged as a specialized branch that combines the strategic
approach of SC with IC. Niemann (2005) was one of the first authors to operationalize SIC
in an implementation model for the South African context. The Nieman model was taken
as a point of departure for this research. 

Methodology  
This presentation adopts a reflective approach to map the progress made in developing
the SIC framework for the CPO framework. The journey began with a PhD study involving
22 interviews and 4 focus groups that included social workers, communication
practitioners, and experts in media and law. This culminated in the adaption of the
Nieman model to a context-specific SIC framework which takes the legal and ethical
implications of the sector into account. The framework was then expanded to address the
specific challenges of social media use in the CPO sector, exemplified by the case study of
#JusticeForRaaths. Currently, the focus is on expanding the concept of stakeholder
responsiveness.  
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Results and conclusions 
The adapted framework also suggests two key principles, namely strategic intent and a
learning organization as part of an open system. The latter is achieved by networking,
advocacy, embracing technology and sharing expertise, whereby integration takes place at
various levels. By incorporating contextual, organizational, stakeholder-responsive
integration and environmental integration, communication outcomes can be realized. The
long-term benefits of establishing a unity of effort among all stakeholders to fulfil its
mission cannot be underestimated. Strong stakeholder relationships, a recognizable brand
and a positive public perception of the CPO through responsible reporting can go a long
way towards achieving effective fundraising and consequently securing sustainability. 

Practical and social implications 
This research emphasizes the significance of strategic integrated communication for child
protection organizations in South Africa, providing a guiding framework to enhance their
communication efforts, navigate legal constraints, promote sustainability, and prioritize
the well-being of vulnerable children. 
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Introduction and the purpose of the study: 
As stakeholders in the Higher Education context, students and alumni contribute to the
complexities faced by Higher Education Institutions in terms of strategic communication.
During their studies, students may function as internal stakeholders who directly
experience a Higher Education brand daily. Once students graduate, they transition into
external stakeholders as alumni of the Higher Education Institution from which they stem.
Due to their experience and connection with a Higher Education brand, students and
alumni can contribute to positioning Higher Education Institution brands within
communities and industries through brand advocacy. However, Higher Education
Institutions often neglect the brand advocacy potential of students and alumni. 
Furthermore, brand advocacy may be problematic as it is far more complex than just
advocating for a brand. For brand advocacy to be successful, students and alumni should
also have credible personal brands which align with a Higher Education Institution's
brand. Advocacy behaviour could be a brand risk if a discrepancy exists between a student
or alumni’s personal brand and a Higher Education brand. For brand advocacy to be
successful, Higher Education Institutions may need to take a more strategic and integrated
approach to their communication with students to align students' personal brands with
Higher Education brands to increase brand advocacy.  

Methodology: 
A systematic review of existing literature on different academic databases was conducted
to explore the extent to which strategic communication, strategic integrated
communication, personal branding, and brand advocacy have been researched in the
context of Higher Education Institutions.   

Literature review and results: 
Despite the popularity of the emergent strategic communication paradigm, personal
branding, and brand advocacy as research areas, limited articles could be found
integrating these three concepts within the context of Higher Education. However, the
systematic literature review found 26 articles highlighting the research trends pertaining
to these concepts. 
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Results and conclusions: 
Based on the findings of the systematic literature review it seems as if personal branding
has been researched the most within the context of Higher Education. Furthermore, the
systematic literature review highlighted some studies on strategic communication in the
context of Higher Education. The findings suggested that brand advocacy was researched
the least in the context of Higher Education. The trends in research on personal branding,
strategic communication, and brand advocacy highlight the potential need for Higher
Education Institutions to rethink how they utilise strategic communication to align
student and alumni brands with Higher Education brands. This study emphasises the need
for an integrated conceptual framework utilising multi-disciplinary knowledge to
understand complex contexts and issues (Verwey & Benecke, 2021:67). 

Practical and social implications: 
Higher Education Institutions may need a guiding theoretical framework that incorporates
the use of communication integration, personal branding, and brand advocacy from a
strategic communication perspective. The theoretical framework can then be
operationalised to assist Higher Education Institutions to better align students and alumni
to become brand advocates. 
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Since November 2022, the exponential growth and widespread use of
Generative Pretrained Transformers (GPT) among consumers, a type of
generative artificial intelligence (AI), has sparked a $15.2 billion AI arms race
among a group of powerful digital multisided platforms operating as
Digital-Suprintermediaries. Originating from the convergence of
exponential 4IR technologies and social interaction, apprehensions are
emerging over the concentration of power within an élite minority of
digital-Suprintermediaries that act as gatekeepers with self-preferencing
and monopolistic tendencies. This paper explores these characteristics as it
delves into the implications of generative AI's integration into existing
digital-Suprintermediaries, revealing how it is shaping the brand and
consumer landscape and potentially consolidating power in the hands of a
few. Furthermore, factors contributing to the power, competitiveness, and
information asymmetries of GPT-enhanced digital-Suprintermediaries are
explored by focusing on the technological barriers, significant cross-cutting
resources, and access to vast data sets that form the foundation upon
which they build dominance. Digital-Suprintermediaries wield immense
influence over AI research and development, establishing competitive
value that deters potential competitors and reinforces their market
positions. Furthermore, this paper examines how AI-driven economies of
scale and network effects create value-laden, self-serving cycles for digital-
Suprintermediaries. Since AI systems improve through continuous learning
and expanded data inputs, dominant digital-Suprintermediaries gain even
more substantial value, effecting a self-reinforcing and impenetrable cycle
for new entrants to break. Implications of this power concentration extend
beyond economic consequences. Ethical dilemmas arise as these
companies dictate AI applications impacting consumer privacy, data
security, and societal value(s). The potential for biases in AI algorithms and
their far-reaching implications for decision-making are also addressed.
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By 2024, the AI market is projected by IDC to reach $554.3 billion (Weiss,
2020). This shows business cannot ignore AI as a disruptive force. GenAI
has disrupted the disruptors, but having said that is it crucial to understand
how change that driven by AI is managed by organisations at large.

Change management isn't just about introducing new systems; it's about
managing the human elements of these changes. A study by the Harvard
Business Review points out that 70% of change initiatives fail due to
resistance from employees and a lack of adequate communication
(Carucci, 2019).

The trick is not to see AI as a danger but as a tool that can improve
efficiency and open new opportunities.

Consequently, the adoption of AI involves more than just technological
advancements. Instead, it's a transformational process that profoundly
affects every business area. The truth is that internal communication is
essential to the successful deployment of AI and is neither supplementary
nor optional, as evidenced by real-world examples from industries like
banking, healthcare, and academics amongst others.

The human element represented by excellent internal communication
remains crucial to this transformation as the workplace progresses toward
an AI-infused future.

CRITICAL ROLE OF INTERNAL COMMUNICATIONS
IN MANAGING CHANGE DRIVEN BY ARTIFICIAL
INTELLIGENCE (AI) IN THE WORKPLACE
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