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Abstract

Change on various levels in globalised markets necessitates organisations to
adopt a stakeholder-based approach to communication management and
marketing management. In order to meet the needs of these stakeholders,
organisations need to create and nourish long-term relationships between the
organisation, its brands and its stakeholders. Strategic integrated communication
is fundamental in relationship building between these components to ensure that
the organisation is viewed as cohesive. However, after almost 15 years of
existence, the concept of integrated communication is still seen as a difficult
concept to implement in organisations. Literature proposes various
implementation models (predominantly developed in Europe and America) for the
implementation of integrated communication. While these models could in theory
be applied on an international scale, the South African context calls for specific
communication approaches, as the country is in a unique situation in a post-
apartheid era. It is therefore contended that there is a need for a strategic
integrated communication implementation model for the South African business

landscape, based on the specific needs related to this distinct environment.

Therefore, the primary research objective of this study was to develop a
conceptual model for strategic integrated communication implementation in the
South African marketplace. The research was conducted through three phases,
based on the Mitroff et al. (1974) model of systematic problem solving. Phase 1
consisted of the literature review to determine the theoretical status of the
concept of integrated communication. Phase 2 explored the state of integrated
communication implementation among advertising and communication agencies
in South Africa empirically, through in-depth interviews. These interviews were
conducted with the strategic planning directors (or an equivalent) of the top ten
advertising and communication agencies in South Africa, to establish the extent
to which integrated communication is practised by these representatives of the
field. Phase 3 consisted of the development of the conceptual implementation
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model of strategic integrated communication in the South African marketplace,

based on the findings from the first two phases.

The proposed conceptual model for the implementation of strategic integrated
communication in the South African marketplace is based on the fundamental
principle that the strategic intent of the organisation drives all communication and
that learning organisational principles, amid profound global and national
changes, incessantly reposition the organisation based on the consequent
changes in the marketplace. In order to promote unity of effort in relationship
building, the organisation needs to be integrated on three levels, namely the
organisational, stakeholder and environmental levels, which form the centre of
the conceptual model. At the core of the organisational integration area is the
renaissance communicator, which could be the key to strategic integrated
communication implementation. The renaissance communicator contributes to
the organisational success through the alignment of communication objectives
with the strategic intent of the organisation and the subsequent changing
business landscape, thereby ensuring unity of effort in all organisational efforts

through strategic consistency.
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Opsomming

Verandering op verskeie vlakke in die globale mark noodsaak organisasies om ‘n
belanghebbende-gebaseerde  benadering tot kommunikasiebestuur en
bemarkingsbestuur aan te neem. Organisasies behoort langtermyn verhoudings
tussen die organisasie, sy handelsnaam en sy belanghebbendes te ontwikkel en
te bou, om sodoende die behoeftes van hierdie belanghebbendes aan te spreek.
Strategiese geintegreerde kommunikasie is fundamenteel tot die bou van
verhouding tussen hierdie komponente om te verseker dat die organisasie as
samehangend beskou word. Nietemin, na ‘n bestaan van amper 15 jaar, word
die konsep van geintegreerde kommunikasie steeds as ‘n moeilike konsep
beskou in sover dit die implementering daarvan in organisasies betref. Literatuur
stel verskeie implementeringsmodelle (meestal in Europa en Amerika ontwikkel)
vir die implementering van die konsep in organisasies voor. Hoewel hierdie
modelle in teorie op ‘n internasionale skaal toegepas behoort te kan word, vereis
die Suid-Afrikaanse konteks spesifieke kommunikasie benaderings, aangesien
die land homself in ‘n unieke situasie in ‘n post-apartheid era bevind. Dit word
dus geargumenteer dat daar ‘n behoefte bestaan vir ‘n strategiese geintegreerde
kommunikasie implementeringsmodel vir die Suid-Afrikaanse sake-omgewing,
gegrond op die spesifieke behoeftes wat verband hou met die bepaalde

omgewing.

Gevolglik, was die primére navorsingsdoelwit van die studie om ‘n konseptuele
model vir strategies geintegreerde kommunikasie implementering in die Suid-
Afrikaanse mark te ontwikkel. Die navorsing is uitgevoer deur drie fases,
gebaseer op die Mitroff et al. (1974) model van sistematiese probleemoplossing.
Fase 1 het bestaan uit die literatuuroorsig, om die teoretiese status van die
konsep van geintegreerde kommunikasie te bepaal. Fase 2 het die toestand van
geintegreerde  kommunikasie implementering onder adverterings- en
kommunikasie-agentskappe empiries bepaal, deur in-diepte onderhoude.

Hierdie onderhoude is met die strategiese beplanningsdirekteurs (of ‘n
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ekwivalent) van die top tien adverterings- en kommunikasie-agentskappe in Suid-
Afrika gevoer, om die mate vas te stel waartoe geintegreerde kommunikasie
beoefen word by hierdie verteenwoordigers van die vakgebied. Fase 3 het
bestaan uit die ontwikkeling van die konseptuele implementeringsmodel van
strategiese geintegreerde kommunikasie in die Suid-Afrikaanse mark, gebaseer

op die bevindings van die eerste twee fases.

Die voorgestelde konseptuele model vir die implementering van strategiese
geintegreerde kommunikasie in die Suid-Afrikaanse mark, is gebaseer op die
fundamentele beginsel, dat die strategiese doel van die organisasie alle
kommunikasie dryf en dat lerende organistoriese beginsels, te midde van
diepgaande globale en nasionale veranderinge, voortdurend die organisasie
herposisioneer volgens die gevolglike veranderinge in die mark. Ten einde
eenheid van verhoudingsbou-pogings te promoveer, behoort die organisasie op
drie vlakke geintegreerd te wees, naamlik die organisatoriese-, belanghebbende-
en omgewingsvlakke, wat die middelpunt van die konseptuele model vorm. In
die kern van die organisatoriese integrasie area is die renaissance
kommunikator, wat moontlik die sleutel tot strategiese geintegreerde
kommunikasie implementering kan wees. Die renaissance kommunikator dra by
tot die organisastoriese sukses deur die belyning van kommunikasie doelwitte
met die strategiese doel van die organisasie en die daaropvolgende
veranderende besigheidslandskap, om sodoende ooreenstemming van pogings

in alle organisatoriese pogings deur strategiese konsekwentheid te verseker.
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