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ABSTRACT 

INVESTIGATING SOCIAL MEDIA CONVERSATIONS: TOWARDS DESIGNING 

AN ONLINE REPUTATION MANAGEMENT FRAMEWORK FOR NPOs 

 
The primary purpose of this study is to investigate whether a proposed online 

reputation management framework can be implemented for an NPO to determine 

whether content and conversations on social media have an influence on 

stakeholder engagement and whether such reputation can be managed. The study 

also assesses whether an NPO can afford greater control of the social web by 

tracking critical comments and negative publicity and by using it to manage the 

reputation of the organisation. The latter was achieved by exploring the Facebook 

page of a well-known South African trade union, Solidarity, to determine what the 

impact of online conversations on the reputation of the trade union is, regardless of 

the content. 

 
A case study was used in this research. This study departs from the 

phenomenology/interpretivist tradition and is aimed to study the interactions or 

behaviour of human beings and organisations in the social media world and what 

impact these have on the reputation of the organisation. During this case study, 

content analysis of texts and interviewing were used as methods for collecting data 

during the testing of the social media reputation framework.  

 
This research might assist NPOs in reputation management by implementing the 

online reputation management framework as a tool to manage and control their 

online content and conversations for the sake of reputation.
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1. CHAPTER 1: INTRODUCTION TO THE STUDY 

1.1 BACKGROUND 

Stakeholders and organisations are constantly interacting within and between local 

communities and communities worldwide. People, groups and organisations 

compete for the attention of their target audiences. In information-overloaded 

environments, attention has become a commodity in deficit. All role players make 

decisions, execute actions and produce communication content, which are sought 

after, processed or ignored on digital platforms (Carroll, 2013). 

 
According to van Riel and Fombrun (2007), all communication, however, influence 

to some extent the perceptions of stakeholders about the organisation and its 

activities, and therefore affect the organisationôs identity, image, brand and 

reputation. 

 
Online reputation monitoring is increasingly regarded as an essential management 

practice for marketers and public relations officers (Jones, Temperley & Lima, 

2009). The new rules for engagement on the social web are explored in relation to 

how they contribute to, damage or improve corporate reputation and brand image. 

 
Corporate reputation arises from the perceptions of the stakeholders whether they 

like, admire or trust the organisation, or whether they do not. These perceptions are 

based on their experiences, corporate messages and conversations taking place 

on platforms like social media. 

 
How an organisation is perceived and the image the audiences has, is not only 

shaped by the organisationôs communication efforts, it is rather a product of 

conversations taking place online (Jones et al., 2009). It is evidently important to 

manage these social media platforms in order to manage the corporate reputation. 

Stakeholders engaging online can damage or build the reputation of the 

organisation and through the engagement, they can help to recruit new 

stakeholders or chase them away. 

 
The aim of this study is to develop and test an online reputation management 

framework, which will evaluate social media conversations for online stakeholder 

engagement and reputation management of a non-profit organisation (NPO). 
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1.2 PROBLEM STATEMENT 

The contribution of this study lies in the impact communication, particularly social 

media conversations and content, have on stakeholder engagement. It is also 

essential to determine whether the social media activities and stakeholder 

engagement improved or damaged the online reputation of the organisation. If this 

reputation has improved, it will then attract more stakeholders to join the 

conversations. A previously developed online reputation management framework, 

as described in section 4.5, ñA proposed online reputation management framework 

and chapter 7 ñOnline reputation management frameworkò, was tested during the 

research.  

 
Research indicates how social media content and conversations can be used 

efficiently in organisations (Chou, 2009; Hawn, 2009; Kaplan, 2010; Safko, 2010; 

Shirky, 2011), but little is known about the influence it has on keeping stakeholders 

engaged. 

 
In-depth research has been done on corporate reputation and reputation 

management (Bartlett, 2013; Benoit, 2013; Bromley, 1993; Brønn, 2013; Doorley & 

Garcia, 2015; Fombrun et al., 2004; Grunig, 2009). There is not much research 

done about how online stakeholder engagement via social media affects the 

corporate reputation. 

 
There are existing gaps between the effects social media content and conversations 

have on the reputation of an organisation. Other shortcomings include social media 

as a communication platform and a tool to create a better reputation, and the impact 

stakeholder conversations have on reputation. 

 

1.3 PURPOSE STATEMENT 

The primary purpose of this study is to determine whether a proposed online 

reputation management framework can be implemented for an NPO to determine 
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whether content and conversations on social media have an influence on 

stakeholder engagement.  

1.4 PRACTICAL VALUE AND CONTRIBUTION OF THE STUDY 

This study contributes practically to NPOs. 

This study indicates that online reputation can be managed by controlling the 

organisationôs social media platforms and by engaging and monitoring the 

stakeholders. 

 
Content and stakeholder conversations on social media can improve or jeopardise 

the organisationôs reputation. This study determines the impact of stakeholder 

conversations on the establishment of an online reputation. 

 
This study further proposes an online reputation framework by which management 

of any NPO can afford greater control of the social web by tracking critical comments 

and negative publicity and using it to manage the reputation of the organisation. 

 

There are also theoretical and methodological contributions.   

This study will be based on data collected through content analysis of texts and 

online conversations.  Conversations can be monitored and analysed to determine 

sentiment. 

This study will advance conceptualisation of online conversations and reputation.  

The study will draw on and contribute to scholarly works of literature that examine 

stakeholder engagement on social media and the effects on reputation. 

 

1.5 RESEARCH OBJECTIVES 

The overarching objective of this study is to implement an online reputation 

management framework to determine whether and to what extent social media 

content and conversations contribute to online stakeholder engagement and its 

effect, whether positive or negative, on online reputation management.  

 
This study also has included the following objectives:  
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¶ Determine whether online content influences online reputation and media and 

contributes to the organisationôs brand and identity. 

¶ Determine whether online content influences stakeholder engagement.  

¶ Ascertain if online conversations influence continuing stakeholder engagement 

and online reputation.  

¶ Determine whether monitoring of, listening to and engaging with stakeholders 

helped to address and suppress risks in reputation management. 

¶ Determine whether the online reputation management framework functions in 

corporate communication. 

1.6 PROPOSITIONS 

¶ The organisation communicates with stakeholders daily through social media 

platforms like Facebook. It does this to keep the stakeholders informed of the 

organisationôs core business. The organisation allocates specific times to share 

different content on their platforms. 

¶ Facebook is currently the most appropriate platform to share content because it 

allows stakeholders to take part in conversations and engage with the 

organisation and other stakeholders. Twitter is a suitable platform for quick 

information and debate. 

¶ Different kinds of content attract different stakeholders, whether the content is 

economic, political, organisational or humoristic. 

¶ The stakeholderôs expectations of the organisation are to communicate correct, 

clear and complete content that is efficient, fulfilling, compelling and convenient. 

¶ By managing the organisationôs social media platforms, it implies that the online 

reputation is also managed. 

¶ The organisation manages online reputation through social media conversations 

and by engaging stakeholders through content. 

¶ Stakeholders form online perceptions of the organisation that determine the 

latterôs engagement and reputation. 

¶ Organisations need to control negative and positive feedback on social media 

platforms to manage their reputation. 

¶ Online messages influence stakeholder engagement. 
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¶ Stakeholder conversations recruit new stakeholders to become part of the 

stakeholder community of the organisation. 

¶ Negative conversations between different stakeholders scare potential 

stakeholders away. 

¶ Crisis communication management should include engagement on social media 

and ought to commence after the first negative conversations started or as soon 

as the crisis occurs. Thought leaders should assist in dealing with this and must 

not leave it to administrators alone. 

¶ The online reputation framework might assist NPOs to manage their content and 

conversations on social media in order to engage stakeholders and to manage 

their online reputation. 

1.7 DELIMINATIONS 

¶ Only one NPO, Solidarity, and the way it manages its online reputation, has been 

included in this research.  

¶ Two issues that influence online reputation, namely content and conversations 

have been identified in this research. 

¶ Only one social media platform, Facebook, was used to gather data regarding 

the interaction between the organisation and its stakeholders.  

¶ With interpretivism as its research paradigm, and content analysis as the primary 

method of inquiry, the research was restricted to the collection and analysis of 

only qualitative data. 

1.8 DEFINITION OF KEY TERMS 

The following key terms and abbreviations (in the context of this thesis) are used 

in the research: 

 

¶ Non-profit organisations (NPOs) are organisations which use surplus revenues 

to achieve their goals rather than distributing them as profit or dividends (James, 

1986). 

¶ Reputation is contextually defined as a valuable, intangible asset that an 

organisation can earn, but cannot impose. Organisations can create and 

communicate specific images of themselves to their internal and external 

stakeholders. Reputation is basically what the organisation says about itself, 
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what the media says about it, the organisationôs actions and what the people say 

about the organisation on social media platforms ( Brønn, 2017; Schultz, 2010; 

Coenen, 2010; van Riel & Fombrun, 2007; Larkin, 2004 and Doorley & Garcia, 

2009). 

¶ Reputation management entails that an organisationôs actions are tracked, as 

well as its stakeholders and competitorsô opinions monitored and reported 

(Fombrun & van Riel, 2004; Aula & Matere, 2005). 

¶ Online reputation management is defined as the publicly kept social evaluation 

of an entity based on the entityôs previous behaviour, what was posted by the 

entity and what third parties share about the entity on the social media platforms. 

Online reputation management also includes monitoring, addressing or 

rectifying undesirable or negative mentions on the social media platforms 

(Portmann, 2014). 

¶ Stakeholders are any group or individual who can affect, or is affected by, the 

achievement of an organisationôs purpose (Adams, 2006). 

¶ Stakeholder engagement is the process used by an organisation to engage 

relevant stakeholders for a purpose to achieve accepted outcomes (Deloitte, 

2013). 

¶ Social media is regarded as an online tool that can be used by organisations 

and stakeholders to engage with one another and to build relationships. Through 

online dialogues, organisations can determine the reactions, opinions, views and 

general feeling of the stakeholders and the stakeholders can take note of the 

organisationôs views (Drucker et al., 2013; Kietzmann et al., 2011; Ponte, 2015; 

Alberghini, 2014 and Cohen, 2012). 

¶ Content is a purposeful, accessible, and understandable artefact, which creates 

value for an organisation. Individuals communicate with each other through 

speech, writing, and other intellectual productions, which can all be considered 

as types of content and an output of an intellectual process (Hanafizadeh & 

Yarmohammadi, 2015; Beasly, 2013 and Mutula, 2010). 

¶ Conversations are a form of dialogue characterised by the exploration, 

examination, and reconsideration of individualsô reasoning, assumptions, and 

perspectives. When done appropriately, such conversations allow participants 

http://journals.sagepub.com.uplib.idm.oclc.org/author/Hanafizadeh%2C+Payam
http://journals.sagepub.com.uplib.idm.oclc.org/author/Yarmohammadi%2C+Maryam
http://journals.sagepub.com.uplib.idm.oclc.org/doi/full/10.1177/0266666915572926
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to construct meaning, transform knowledge, and create collective wisdom on the 

challenges they face (Hartung & Wilson, 2016). 

 

Table 1.1: Abbreviations used in this thesis 

Abbreviation Meaning 

NPO Non-profit organisation 

ORMF Online reputation management framework 

WOM Word-of-mouth 

EWOM Electronic word-of-mouth 

SNS Social network sites 

1.9 RESEARCH PARADIGM 

This section outlines the qualitative research paradigm of this thesis, which includes 

the phenomenological approach and focuses on interpretivism as philosophy. The 

qualitative strategy and deductive case study will be unpacked later on in the thesis. 

Thereafter, the problem and purpose statements, as well as the six research 

objectives are reiterated. Following this section, the researchôs sampling methods 

are listed alongside a discussion of the data collection and data analysis methods. 

Subsequently, a short overview is given regarding the quality and rigour of the 

research and lastly, ethics pertaining to the research are discussed. 

1.9.1 The Three Worlds Framework 

Mouton (2013) shows that research problems are formulated to address ñreal-lifeò 

problems. When we talk about defining or conceptualising the research problem, 

we refer to the process by which a real-life problem was identified and translated 

into a research problem. The Three Worlds Framework of Mouton was developed 

to describe and clarify these aspects. 

1.9.1.1 World 1: The world of everyday life and lay knowledge 

In this study, the questions related to World 1 include: 

 

¶ Why and how do stakeholders interact on social media? 

¶ What do organisations do to get stakeholders engaged? 
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1.9.1.2 World 2: The world of science and scientific research 

In this study, questions related to World 2 include: 

 

¶ What is meant by online reputation management? 

¶ Why is online reputation management necessary? 

¶ What are the consequences of online reputation management? 

1.9.1.3 World 3: The world of meta-science 

In this study, the question related to World 3 include the following: 

 

¶ If stakeholder engagement on an organisationôs social media platform can lead 

to the damage or enhancement of the reputation of the organisation, can the 

online reputation management framework be applied to manage the reputation? 

 
This study aims to discover the interactions of stakeholders on social media 

networks, to make sense of their conversations, and to determine whether their 

interactions have or had any influence on the reputation of the organisation; 

stakeholders are constantly communicating and trying to make sense of what they 

observe on these platforms that form part of their world. 

1.10 QUALITATIVE RESEARCH DESIGN 

Qualitative research was used in this study. This study aims to investigate the 

interactions or behaviour of human beings and organisations in the social world and 

what impact these have on the reputation of an organisation. For this purpose, a 

case study approach was conducted. 

 
Conversations on social media were studied during a four-month campaign. This 

study focuses on the research into social groups. During this case study, data was 

collected through qualitative analysis of Facebook posts and comments to 

investigate conversations of stakeholders on the organisationôs content. 

1.11 DATA ANALYSIS  

1.11.1 Units of analysis 

The units of analysis which were examined in this study, include: 
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¶ Individuals 

The individuals in this study include the five social media administrators in the 

specific NPO, who are qualified with communication degrees. All of them are 

employed at the NPO and they all work in the same office. They completed a 

questionnaire to determine their role in the online reputation management process. 

¶ Groups 

The population on the NPOôs Facebook forms the group. Although they are 

individuals in their own right, they form a group on the social media platform. Their 

comments and reactions were investigated and analysed through content analysis 

and conversation analysis. 

¶ Social artefacts 

These artifacts include the NPOôs content on their web page that was investigated 

through content analysis. This investigation was done to determine whether the 

content contributed to the reputation of the organisation, and to determine how the 

Facebook followers reacted to the content. 

¶ Social actions 

The focus here falls more on the actions on social media as on the individuals. 

Patterned social activity in which individuals act in an unconscious collaboration with 

others. This was done through simple observations. 

1.11.2 Methods 

1.11.2.1 Qualitative analysis 

For the purpose of this study, qualitative analysis of texts which include the 

conversations online and the articles posted, were conducted. The use of content 

analysis, especially in this study, was to identify the intentions, focus or 

communication trends of an individual, group or institution and to describe attitudinal 

and behavioural responses to communication.  

 
In this study, the artefacts include written content on the website of the NPO and 

comments on Facebook to determine what the organisation says, what the people 

say and what effect these have on the reputation of the organisation. During a four-
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month campaign, the content on Solidarityôs Facebook and the conversations taking 

place on during the time of the campaign were analysed to determine what effect 

both these aspects, especially the conversations, had on the reputation of the 

organisation. 

1.11.2.2 Individual interviews 

The interviewees consisted of the social media administrators of the NPO, 

Solidarity.  In a standardised, open-ended interview, the same open-ended 

questions were asked to all interviewees; this approach facilitated faster interviews 

that can be more easily analysed and compared.  

1.12 QUALITATIVE SAMPLING 

1.12.1 Simple random sampling for content analysis on Facebook 

In this study probability and non-probability sampling were used of the online 

content.  

1.12.2 Available subjects for interviews 

This method is justified because the five social media administrators have been 

individuals who were available for interviews, but might have been risky as the 

information could be generalised because they all work for the same NPO and not 

all media administrators experience reputation management the same. 

1.13 DATA COLLECTION 

Content analysis and interviews were used as methods for collecting data during 

the testing of the social media reputation model.  Content consisted of articles, blogs 

and online conversations. 

 
Solidarity ran a four-month campaign, which was in contrast with the #feesmustfall, 

campaign (see chapter 9, section 9.4 ñContrasting campaigns #feesmustfall and 

#Letsbuild), i.e. a #letsbuild campaign. This campaign was in line with the 

organisationôs agenda, which is the supporting foundation of all Solidarityôs activities 

(see chapter 2). The main aspect that was kept in mind during this analysis is that 

reputation depends on three things, namely: what the organisation says about the 

organisation, what the media says about the organisation and what the people say 
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about the organisation. During this analysis, the following aspects were analysed 

and measured: 

 
1. Content analysis of the articles published on the website to achieve a certain 

goal that was set for member recruitment during the campaign. 

2. Analysis of what the media published during this campaign. 

3. The reaction of the stakeholders, especially in the conversations. 

4. The measurement of the whole process from content creation to online 

conversations to determine through analytics how it all contributed to the overall 

reputation of the organisation. 

1.14 RESEARCH ETHICS 

Four ethical guidelines, as explained by Taylor (2005), are considered in the 

research, namely: consent, harm, privacy and deception. Consent forms were 

obtained from the interviewees, which were the social media administrators. All the 

other documents appear in the public domain, i.e. on the internet and on social 

networking sites (SNSs), which can be accessed by anyone with an account or 

profile on the SNSs being investigated. When individuals or organisations publish 

information on websites or disseminate texts through SNSs, such as Facebook, 

they automatically forfeit some privacy rights. In addition, content published on 

Facebook allows any person to access the published content, as well as the 

personôs name and profile picture. Given the above, the researcher did not seek 

individual consent from all the stakeholders who posted comments on Solidarityôs 

Facebook account. 

 
The second factor, harm, was also addressed. According to Taylor (2005), subjects 

participating in research should be assured that no harm will come to them because 

of the participation in the research. This is the case with interviewees, but since the 

individuals on the SNSs were not approached with individual consent, the 

researcher withholds their names in the thesis. 

 
Lastly, as this research is based on ethical principles, no form of deception was 

employed to misrepresent findings.  
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1.15 THESIS OUTLINE 

Chapter 2: Solidarity ï An NPOôs reputation management 

This chapter provides an overview of structures, governance, legislation, 

regulations and policies of NPOs in South Africa. This chapter will give an overview 

of Solidarityôs background and history, as well as this organisationôs reputation. It 

also touches on Solidarityôs social media and reputation strategies. 

 
Chapter 3: Reputation as the ñCinderella asset.ò  

This chapter provides a broad contextual definition of reputation and explains the 

various types of corporate reputation. A comprehensive view on corporate 

reputation and stakeholderôs opinions, corporate communications and public 

relations is given. Moreover, this chapter examines the Arena Model of corporate 

reputation. In addition, agenda-setting theory and agenda-building theory are 

explored. 

 
Chapter 4: Online reputation management  

Chapter 4 contains more detail regarding online reputation management and 

focuses on Portmannôs reputation management model which includes monitoring 

and listening to stakeholders, promoting online actions and suppressing and 

addressing risks. The chapter concludes with online reputation measurement. 

 
Chapter 5: Stakeholder engagement through online content and 

conversations 

This chapter tackles stakeholder engagement and management of stakeholder 

engagement. It also includes the stakeholder theory of Walther Freeman and 

focuses on the classification of stakeholder relationships. A focus on stakeholders 

in the development of corporate reputation entails persuasion, public relations, 

dialogue and relationships. Lastly, Granaroloôs model of reputation development 

and Grunig and Huntôs stakeholder model will be discussed. 

 
Chapter 6: Social media in online reputation 

This chapter describes social media as a tool for online reputation management and 

focuses on public relations and the value of e-word-of-mouth. Moreover, this 

chapter emphasises the importance of social media content and social media 
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conversations in corporate communication. Lastly, brand crises communication on 

social media is surveyed.  

 
Chapter 7: The online reputation management framework 

This chapter focuses on the online reputation management framework and the 

implementation of this framework in this research. 

 
Chapter 8: Research methodology 

The primary phenomenological research paradigm and qualitative research 

approach are discussed in this chapter. It contains a description of the strategy and 

broad research design. In addition, sampling methods, data collection, data analysis 

and the assessment of the quality of the research design, as well as research ethics 

are discussed. 

 
Chapter 9: Findings  

Data collected during the research project are analysed and interpreted in this 

chapter. This chapter also presents a discussion of the findings obtained from the 

content analysis and interviews conducted.  

 
Chapter 10: Conclusions  

In the final chapter of this thesis, conclusions are drawn from the findings and 

recommendations are made regarding online reputation management framework 

and the presentation of the actual framework. Suggestions for further research are 

also listed.  
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2. CHAPTER 2: SOLIDARITY ï AN NPOôS REPUTATION MANAGEMENT 

2.1 INTRODUCTION 

NPOs are non-profit organisations independent of the state and international 

governmental organisations, are usually funded by donations and may rely on 

volunteers for their operation. Diverse, NPOs are engaged in a wide range of 

activities and take on different forms globally (Juckes, 2014). 

 
NPOs play a significant role in society, typically picking up governmentôs deficits in 

services and social protection for citizens via the philanthropy of donors and the 

socially aware. They also play a critical part in trying to resolve the challenges 

prevalent in South African society, but they are facing a future with increasingly 

limited funding and support within a fragile economy (Juckes, 2014, Mail and 

Guardian, 2014). 

 
At present, South Africa (SA) has an extensive and lively non-governmental sector 

which boasts roughly 100 000 registered NPOs and an estimated 50 000 

unregistered NPOs (Coetzer, 2013).  SAôs large non-profit sector is the product of 

a diverse society including a variety of ethnic groups and a history that has informed 

the way in which South African society operates, as well as the way in which the 

non-profit sector conducts its operations (Stuart, 2013). Stuart (2013) further states 

that the South African NPO sector is characterised by two types of organisations, 

namely service-driven organisations, and secondly, organisations which focus on 

human rights, advocacy and monitoring. The former fulfils the role of providing much 

needed social services to underprivileged communities, and the latter performs the 

role of a social ówatchdogô. 

2.2 NON-PROFIT ORGANISATIONS DEFINED 

An NPO, in this context, is defined as an organisation that uses surplus revenues 

to achieve its goals rather than distributing them as profit or dividends. While NPOs 

are permitted to generate surplus revenues, they must be retained by the 

organisation for its self-preservation, expansion or plans. They usually have a 

controlling board of members (James, 1986).  
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An NPO is defined by the South African Government, in terms of section 1 of the 

NPO Act (2011), as a trust, company or other association of persons established 

for a public purpose and of which its income and property are not distributable to its 

members or office bearers except as reasonable compensation for services 

rendered. Non-governmental organisations (NGOs) and community-based 

organisations (CBOs) are collectively known as non-profit organisations (NPOs). In 

some instances, NPOs are also referred to as Civil Society Organisations (CSO) 

(Department: Social Development Republic of South Africa, 2017). 

 
According to the Harvard Business Review (1999), such organisations are entrusted 

with societyôs most important functions, i.e. educating our minds, uplifting our souls 

and protecting our health and safety. ñWhen NPOs are good, they are very good 

but when they are bad, they are horridò (Harvard Business Review, 1999). An 

example of a horrid NPO could easily be that of Amnesty International, an NPO, 

who claimed that it does not ñaccept any funds for human rights research from 

governments or political parties.ò It has, however, received governmental funding, 

including from the UK Department for International Development (DFID), the 

European Commission, the Netherlands, the United States, and Norway (NGO-

Monitor, (2016). 

 
According to Merilainen (2011), the role of NPOs is created by mobilising public 

support and bringing sensitive issues to public notice and political agendas. They 

often make the impossible possible, by doing what governments cannot or will not 

do. Communication is a very important part of any NPO.  

2.3 NPOs IN SOUTH AFRICA 

The Non-profit Organisations Directorate was established in terms of the Non-profit 

Organisations Act 71 of 1997, to essentially administer the Register of Non-profit 

Organisations in South Africa  (Department: Social Development Republic of South 

Africa, 2017). 

 
The Register of Non-profit Organisations (NPOs) is a voluntary registration facility 

that enhances the credibility of the registered NPO as it reports to a public office. 

The NPO Directorate, as a public office, holds information about registered NPOs 

for public access. Information in the public domain increases the transparency and 

http://www.dsd.gov.za/npo/index.php?option=com_docman&task=doc_download&gid=83&Itemid=39
http://www.dsd.gov.za/npo/index.php?option=com_docman&task=doc_download&gid=83&Itemid=39
http://www.npo.gov.za/
http://www.npo.gov.za/
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accountability of the organisation beyond its immediate role. This accountability and 

transparency improve the governance of an organisation as it is also expected that 

a registered NPO must comply with the requirements of the NPO Act. The NPO 

registration status is also a funding requirement for most donor and funding 

agencies. The national NPO registration facility therefore brings NPOs into a public 

system that allows for information about the sector to be gathered and made publicly 

available which in many ways increases the confidence of the public in the nonprofit 

sector (Department: Social Development Republic of South Africa, 2017). 

2.3.1 Structures and governance for NPOs in South Africa 

According to Wyngaardt en Hendriks (2010), NPOs operate in a different way from 

the way in which for-profit organisations do and many of the differences have 

governance implications. For example, For-profit organisations are formed with the 

principal aim of generating profits, while NPOs pursue some public benefit or 

promote social change. With limitations, the profits generated by profit-making 

organisations can be distributed among members, whereas any profits generated 

by NPOs must be used to advance the organisationôs objectives.  

 
NPOs have a duty to use their assets effectively in serving the cause for which they 

were established. The difference of responsibilities between donors and NPOs, for 

example, are generally clearly defined and the mechanisms for ensuring 

accountability strong. Similarly, governments create the legal and regulatory 

environment within which NPOs function, so they too have significant advantage to 

guarantee accountability. The key differences between NPOs and for-profit 

organisations hold basic, yet significant, implications for the way in which NPOs 

should be governed, namely: The success of a for-profit, at its very root, is 

measured according to the profit it generates and if the for-profit has generated a 

healthy profit during a particular year, that ordinarily spells success for the 

organisation. 

 
It is fundamentally different for a non-profit organisation where, while the goal may 

be to generate income and possibly a surplus, there are no profits or dividends 

accruing to any shareholders, members of the board, or staff and the generation of 

surplus is very rarely a measure of success. The success of a non-profit can in most 
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cases only be measured through the impact an organisation has in terms of its 

objectives. The fiduciaries of the for-profit organisation are accountable to 

shareholders for the governance of the organisation. If they do not perform well, the 

shareholders can decide to remove them at the next AGM, through their vote. This 

is not the same for NPOs because NPOs are accountable to donors, beneficiaries 

and the public. As such, stakeholders who do not ordinarily have voting power within 

non-profits (Wyngaardt & Hendriks, 2010) cannot simply remove board members. 

 
Wyngaardt and Hendriks (2010) focus attention on the different models of non-profit 

governance that have been developed over the years, and these are briefly 

discussed below. No single approach encapsulates the most appropriate model. In 

general, non-profit governance can be described as the sum of all efforts to ensure 

an organisation responsibly focuses on meeting its objectives. Governance is a 

process by which decisions are implemented. Both formal and informal 

stakeholders influence decision-making and therefore governance issues and 

matters of governance practice should not only be confined to the board of directors. 

The models of governance summarised below, highlight various common 

approaches to governance in NPOs. Given the diversity of the non-profit sector, no 

single approach can be recommended as ideal and applicable across the sector. 

The models outlined below are used both for organisational governance and for 

network governance. 

2.3.1.1 The Policy Governance Model  

The Policy Governance Model proposes a separation of powers and functions 

between the board and the staff of NPOs. According to Wyngaardt and Hendriks 

(2010), Bradshaw et al. (2007) define this model as follows: 

 
Strategies for management and governance based on this policy 

governance model look at the boardôs role as a trustee on behalf of its 

communities and the boardôs need to ensure responsiveness to these 

stakeholders through the articulation of a clear vision and set of values. 

 
According to Bradshaw, Hayday and Armstrong (2007), this model focuses on the 

single organisation and clearly distinguishes between the leadership roles of board 

and chief executive officer (CEO). The boardôs role is one of stewardship on behalf 
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of its communities. To fulfil this role, the board focuses on the vision, mission, values 

and strategic priorities of the organisation, ensures responsiveness to community 

stakeholders, and empowers staff to carry out the mission within established 

limitations. The CEO provides operational leadership in managing the organisation 

to fulfil its mission.  

 
The board monitors and evaluates the CEO's performance according to its policies. 

The board governs the organisation by articulating and documenting broad policies 

Bradshaw et al., (2007) identify the following positive features of this model when it 

is working effectively:  

 

¶ There is increased clarity of roles and responsibilities, vision and accountability.  

¶ The focus on outcomes and results leads to increased accountability.  

¶  An external focus connects the board with other boards and stakeholders.  

¶ The leadership role of the board can be satisfying for board members.  

¶ This model liberates, empowers and supports the chief executive officer.  

¶ The board engages in systems activities by scanning the environment, 

becoming familiar with ñbig pictureò issues as well as major internal trends and 

entering into partnerships with other stakeholders.  

¶ The board takes on the responsibility of ensuring adequate resources are 

available to accomplish the mission (fundraising). In addition, this model meets 

external legal requirements and has become a familiar and comfortable 

framework for many non-profit organisations over the last few years.  

 
Bradshaw et al. (2007), identifies the following impediments of the Policy 

Governance Model:  

 

¶ Board and staff relations may be vulnerable and disconnected because of the 

emphasis on separate and distinct roles. This can interfere with developing a 

productive board/staff partnership.  

¶ The board often feels disconnected from programs and operationsðoperational 

information is less relevant in this model.  
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¶ Staff often mistrust the board's ability to govern because of a perception that the 

board does not understand the organisation's operations. Links between 

policies, operations and outcomes are often tenuous.  

¶ Board or executive may exercise their power in overriding the otherôs role. Power 

is concentrated in the hands of a few. This model can be self-limiting in its ability 

to embrace evolution and change because it assumes one vision (to be 

articulated and achieved) and it solidifies/perpetuates the status quo through its 

policy framework.  

2.3.1.2 The Constituent/Representative Board Model  

Bradshaw et al. (2007), stipulate that in this model, there is a direct and clear link 

between the organisationôs board and its constituents. The constituents are usually 

represented on the governing board and participate in policy development and 

planning. These boards typically range in size from about fifteen to over forty 

members. Strict policies govern the composition and election/appointment of board 

members representing specific constituents. This model features centralised 

decision-making with decentralised input and it implicitly values stability in its 

operations. The boardôs relationship to the CEO is not always clearly defined and is 

vulnerable to changing expectations with changing representatives on the board. At 

times, the roles and responsibilities of board and constituents are outlined in written 

documents of an agreement. Bradshaw et al. (2007), identifies the following positive 

features of this model, when it is working effectively:  

 

¶ There is a broad base of participation and power is decentralised.  

¶ This model allows a vision to emerge that is inclusive of constituentsô 

perspectives. 

¶ Constituent energy and participation are generally decentralised into 

committees, which are action-oriented.  

¶ Communication is emphasised because of the need to involve large numbers of 

diverse stakeholders.  

¶ The board tends to have a pulse on ñbig pictureò issues because of the broad-

based input by constituents.  
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¶ The challenge of dealing with multiple interests and the resulting conflicts is 

recognised and addressed in a variety of ways (some ways are more successful 

than others).  

 
Bradshaw et al. (2007), identify the following disadvantages of the 

Constituent/Representative Board Model:  

 

¶ Because communication is a key cornerstone of this model, there are pressures 

and demands for communication to be timely, adequate, consistent, clear, 

accessible, etc. These pressures often create difficulties in meeting high 

constituent expectations.  

¶ Energy can be dispersed throughout many committees and activities and 

therefore become unproductive.  

¶ The vision often loses focus and commitment by the board as board members 

turn over and other constituency interests come in.  

¶ Conflicts which are a natural and common feature of a multi-interest group do 

not always get resolved and can damage board relationships.  

¶ With representative interests and positions, there is a tendency to pursue self-

preservation rather than shared interests.  

¶ The model generally requires some form of written contract that needs to be 

renewed regularly to keep it in force.  

2.3.1.3 The Entrepreneurial Board Model  

The Entrepreneurial Board Model focuses strongly on entrepreneurship and market 

orientation. It allows for an organisationôs growing competitiveness in the business 

market and tends to rely more heavily on the sale of goods and services than on 

donations. This model entails less focus on social interests and carries the risk that 

societyôs broader needs may be overlooked (Wyngaardt & Hendriks, 2010). 

 
Bradshaw et al. (2007), also refer to this model as the business or corporate model 

of governance. This model has a particular emphasis on innovation and this often 

appears as a focus on efficiency and effectiveness measures, which pushes the 

organisation to achieve a maximum return on its ñinvestments.ò In this model, there 

is an explicit recognition of stakeholder self-interest. Rewards are clear and there is 
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a dominant culture which expects the survival of the ñfittestò and an entrepreneurial 

spirit of innovation. The entrepreneurial model maintains a constant market 

orientation to find opportunities and competitive advantages. Market share and 

niche dominance are highly valued. ñInvestorsò in the organisation are 

proportionately represented in its governance through a shareholder structure, 

which elects the Board of Directors.  

 
Bradshaw et al. (2007), identify the following positive features: 

 

¶ Participants' efforts are clearly focused on the ñbusinessò of the organisation.  

¶ The organisational culture explicitly emphasises efficient and effective work 

processes. 

¶ There is a widespread sensitivity to ñbusinessò-related changes in the 

ñmarketplace.ò  

¶ Leadership and resources are allocated to recognise and readily adopt best 

practices.  

 
Bradshaw et al. (2007), indentify the following downsides of this model:  

 

¶ A disproportionate focus on bottom-line returns to one organisation does not 

ensure focused attention on common marketplace interests or changing social 

conditions.  

¶ The consideration and quality of inter-organisational partnerships are measured 

by returns to specific investors and not to the collective benefit generated for 

consumers.  

¶ Broad-based societal needs are often discounted. There is no specific incentive 

for innovation on behalf of public gain.  

¶ Systemic social and community changes do not lend themselves to short time 

horizons for organisational business plans.  

2.3.1.4 The Emergent Cellular (Networking) Model  

What is called the Emergent Cellular Model is characterised by distributed networks 

and continuous and organic innovation. Cellular organisations are made up of self-

managing teams that can operate alone but that can also interact with others to 

produce a more potent and competent organisational mechanism. This combination 
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of independence and interdependence allows the cellular organisational form to 

generate and share the expertise that produces continuous innovation.  The newer 

thinking in organisations provides a perspective on likely characteristics of this new 

model. Communications will be essential as will a strong set of shared values and 

mission, which will work like DNA to ensure the integrity and vitality of the whole 

organisation as it reconfigures to respond to demands. The core of the board will 

be relatively small to facilitate meetings and effective use of technology. Ideally, the 

core of the board will be only 6 to 10 people. There will be several different formats 

of meetings for the board. As much as possible (both logistically and financially), 

these meetings will be held at geographically dispersed locations. While there are 

not yet many examples of emergent cellular governance in operation, it is believed 

the positive features of this model, when it is working effectively, are:  

 

¶ Organic and flexible structures that adapt to changing external and internal 

issues and dynamics, for example, emergent and ad hoc committees are set up 

to deal with new issues. 

¶ Capacity for dissolution and disbanding of structural elements (e.g. board staff 

committees when their function is no longer required). The board monitors the 

environment; challenges deeply held assumptions and acts as a catalyst for 

change as needed.  

¶ Reliance on distributed networks and technological innovations to ensure 

systems of rich communication.  

¶ Decision-making is characterised by power sharing and mutual 

interdependence.  

¶ Partnerships and growth through alliances, networks and innovative relations.  

¶ Issues-driven strategic planning processes that balance both local, 

decentralised concerns and centralised global issues.  

 
The impediments of this model are:  

 

¶ The newness of the model means that there are few examples in the field and 

little literature to draw from.  

¶ It requires strong and value-based, charismatic leadership at both board and 

staff levels to ensure the integrity of the model.  
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¶ Significant negotiations may be required to sustain partnerships in a context of 

unequal power.  

¶ The presence of multiple organisational foci may be problematic for those who 

require specific and predictable parameters over time.  

 

Solidarity has characteristics of more than one of the above-mentioned models. 

There are networks, there are representatives and there are also certain policies. 

 

2.3.2 Legislation, regulation and policy of NPOs in South Africa 

Wyngaardt and Hendriks (2010) refer to the Non-profit Organisations Act No. 7 of 

1997 in their research with the title: ñGovernance practices of national nonprofit 

bodies and national networking organisations in South Africa.ò According to 

Wyngaardt and Hendriks (2010), the NPO Act seeks to create an enabling 

environment for NPOs and provides for them to register. The functions of the NPO 

Directorate include ñensuring that the standard of governance within nonprofit 

organisations is maintained and improved.ò The NPO Act is a limited instrument that 

prescribes measures designed to improve the governance practices of NPOs. For 

example, the Directorate must ñprepare and issue model documents, including 

model constitutions for nonprofit organisations.ò Broadly interpreted, this may 

include the preparation and issuing of model documents, including model 

constitutions, for national non-profit bodies and network organisations. It is, 

however, clear that the Directorate has not been given the resources to explore the 

Actôs potential in relation to the target organisations. The appointment of an advisory 

or technical committee, as envisaged by Section 10 of the Act, is also relevant to 

the needs of the target organisations. However, Section 3 makes the most 

significant provision for the non-profit sector. It states that: 

 
Within limits prescribed by law, every organ of state must determine and 

co-ordinate the implementation of its policies and measures in a manner 

designed to promote, support and enhance the capacity of nonprofit 

organisations to perform their functions. 

 
Section 3 confirms that the legislation binds the state. The Act also requires all those 

applying the legislation to give a liberal interpretation to its provisions, in a manner 
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consistent with its purpose. Read as such; The Act, therefore, addresses 

governance practice in that boards and their development are central to ñpromoting, 

supporting and enhancing the capacity of NPOs to perform their functions.ò 

2.4 OVERVIEW OF SOLIDARITY AS NPO  

In his book, ñVan MWU tot Solidariteit ï Geskiedenis van die Mynwerkersunie, 1902 

ï 2002,ò Visser (2002) writes a lengthy piece about the history of trade unions and 

the impact of politics on the trade unionsô history in South Africa. Solidarity is one of 

the oldest independent trade unions in South Africa. Its origins go back to 1902 and 

the mines on the Witwatersrand. The union's name was later changed to MWU-

Solidarity and today it is known as just ñSolidarity.ò 

2.4.1 Background and history of Solidarity 

Visser (2002) divided his research into six chapters, which will be discussed briefly 

below. 

2.4.1.1 The militant beginnings (1902 -1929) 

According to Visser (2002), the first attempt at a trade union organisation for miners 

was the foundation of the Witwatersrand Mine Employees' and Mechanics Union, 

better known as the Labour Union, on 20 August 1892 with the renowned Scottish 

socialist union leader, JT Bain, as secretary. The Labour Union, with its 

headquarters in a canteen, apparently did not have more than 500 members and 

was dissolved by 1895. Because of a strike on the Crown Reef gold mine over piece 

tariffs (which would reduce mining costs) in April 1902, there was a need for miners 

to act jointly if the mining countries threatened to jeopardise their interests. William 

Mather, a former coal mining worker from Cumberland in England, who was an 

insurance agent on the Witwatersrand at that time, was requested by miners to take 

the initiative to organise them because he had more freedom of movement than 

they had during their working hours. 

 
The available sources indicate contradictory founding dates for the creation of a 

post-war union for miners, but likely, the Transvaal Miners' Association (TMA) was 

officially established in Johannesburg on 22 June 1902. AJ Strong was the first 

president and William Mather was to be the first Chief Secretary.  

https://en.wikipedia.org/wiki/Witwatersrand
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Unsatisfactory work, health and safety conditions gave rise to a period of endemic 

and violent industrial disputes between labour and capital where the state was 

forced to intervene on four occasions to restore law and order with frequent bloody 

consequences. Through closer involvement by the state, they only succeeded to 

decompose the militant nature of the labour movement in 1922 through the 

implementation of industrial legislation to address worker grievances. 

2.4.1.2 The struggle to control the MWU (1929-1948) 

Developments within the MWU must be considered against the background of a 

complex and widespread period of economic depression, political mergers and 

splits, the highlight of Afrikaner Nationalism, political turmoil during the Second 

World War, and the NP election victory in 1948. These factors all had a great 

influence on the trade union and subsequently led to the establishment of the 

Afrikaner Union of Miners and the Reform Organisation. The period is also marked 

by two official commissions of inquiry into charges of corruption, fraud and 

maladministration, as well as two strikes at the mines. 

2.4.1.3 ñThe current government will take care of the workers.ò The MWU 
in symbiosis with the National Government (1948ï1963) 

The symbiotic relationship between the MWU and the new NP regime, with its pro-

white policy, cover the period of 1948-1963. This is the time of the relationship 

between the NP-minded secretary, Daan Ellis, and cabinet ministers and other NP-

LVs involved in the mining industry. The position of Dr Albert Hertzog regarding the 

MWU is especially placed under the spotlight. In this period, there were further 

allegations of corruption against the Chief Secretary which led to smear campaigns, 

motions of no confidence, and commissions of investigation into corruption and 

mismanagement resulted in a private prosecution in the Supreme Court. There were 

an unsavory power struggle between the President and the Chief Secretary of the 

MWU, with Dr Hertzog closely involved. Members of the Afrikaner political and 

cultural elite were concerned about the controversy within the union and the fact 

that it will eventually damage the image of the MWU under the white miners, and 

especially Afrikaner miners, and this would then affect the NP at the polls. 
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2.4.1.4 Internal struggles, rehabilitation and the ñattack on the colour line,ò 
1963-1977 

The structural vulnerability of the occupational position of the white miner, 

productivity and white work reservation covers the period 1963-1977. What initially 

began as a trial for a monthly payroll system in a few gold mines in exchange for 

concessions that certain white posts would be filled by black workers, degenerated 

in a new aggravated power struggle. It involved the management of the MWU, i.e. 

the management of Chief Secretary, Eddie Gründling, and a so-called Action 

Committee. The struggle came with several flash strikes involving some 

opportunistic individuals with suspicious motives and personal aspirations to try and 

obtain power positions in the MWU. It was not only a threat to the stability of the 

South African economy, but also disruptive and unleashed forces that threatened to 

destabilise and even destroy the MWU. Therefore, the mid-1960s was probably the 

most vulnerable period in the union's history. Furthermore, the battle took place 

within the framework of the struggle in the broad South African politics in the 1960s 

and 1970s. During this period, the MWU politically underwent a reactionary shift to 

right-wing politics. After Arrie Paul became Chief Secretary in 1967, the MWU 

became a new force to reckon with. 

2.4.1.5 ñThe National Government is no longer the same as the National 
Party in 1948.ò The Wiehahn-report and its consequences, 1977-1987 

The period between 1977 and 1987, highlights the MWU's strong reaction to the 

launch of the report of the Wiehahn Commission regarding labour legislation and 

the implications for white workers. This report, which determined, amongst other 

things, that white job reservations would be disestablished and black trade unions 

had to be recognised, would finally lead to the end of the close alliance between the 

MWU and the NP Government. The trade union reacted in various ways, e.g. a 

nation-wide, but abortive mining strike organised in 1979. The period was also 

marked by heavy attacks from public fora on Fanie Botha, the Minister of Manpower; 

he was blamed for the implications of the Wiehahn Report. To strengthen its 

resistance and negotiating power against a new non-racial labour dispensation, the 

MWU's strategy since 1978 was to expand its influence beyond the mining industry 

in order to establish a strong strong white union. Lastly, the MWU would increasingly 
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be a confrontational political resistance and would protest the NP Government and 

in turn support right opposition parties in the election.  

2.4.1.6 From MWU to Solidarity. The reform of a trade union, 1987ï2002 

The period between 1987 and 2002 deals with the MWU's efforts to place the super 

white union under its banner. With the final deletion of statutory job reservation in 

the mining industry in 1988, the MWU made use of two strategies. Firstly, an active 

effort was made to further the union's membership by expanding the scope outside 

the mining industry so that its bargaining power with employers increased. 

Secondly, the MWU cooperated more and more with right-wing political and cultural 

organisations to protest against the implementation of an inclusive, non-racial 

dispensation in South Africa and to promote the idea of an Afrikaner People's 

Republic or homeland. 

 
After a black majority government became a reality in 1994, the MWU's resistance 

tactics were sent to stagnation and a dead end. It was clear that a strategy change 

for the sake of survival in the new South Africa has become an urgent necessity. 

Since the appointment of Flip Buys as General Secretary in 1997, the trade union 

underwent a radical visionary strategy and structural change to adapt to the socio-

political and economic changes in South Africa. As a labour organisation, the MWU 

redesigned and transformed into Solidarity who enabled itself to still be a reputable 

player in the South African labour relations environment and the workplace in the 

new millennium. 

2.4.2 Solidarity today 

Since the beginning of Flip Buys' term, Solidarity has been offering a dependable 

service to approximately 160 000 members in all occupational fields, collectively 

and individually, and has the passion and knowledge to look after its membersô 

interests and to ensure that their rights are protected in the workplace. The union 

has more than 20 offices countrywide and members are served by more than 300 

staff members and 1 275 union representatives in thousands of companies. In short, 

Solidarity ensures that its members receive the necessary assistance to protect 

their work and therefore their income, hence the slogan ñyour job is our job!ò 
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Flip Buys, now Chief Executive Officer of the trade union and Chairperson of the 

Solidarity Movement, said: 

 
Solidarity is its members older brother in the workplace, as it were ï the 

one who has been protecting its membersô rights against exploitation in 

the workplace since 1902; the one who even creates job security for you 

as a professional individual. 

 
Solidarity affiliated with the Confederation of South African Workers' Unions 

(CONSAWU) in 2006. Through this affiliation, Solidarity is represented at the 

International Trade Union Confederation (ITUC). Through membership of ITUC, the 

union gains access to labour dialogue at international level. Solidarity is also 

registered as an NPO. 

 
As a trade union, Solidarity represents members in the following industries: 

 
1. The Professional Industry with agricultural research, universities and colleges, 

companies in the financial sector and health sciences personnel. 

2. The Defence and Aviation Industry, like Sasol, PetroSA, AEL Airlink, Air Traffic 

Navigation Services and SAA Technical,  

3. The Information Technology, Communication and Telecommunication Industry, 

e.g. Telkom. 

4. The Metal and Engineering Industry, with companies like ArcelorMittal, Denel 

and Highveld Steel. 

5. The Mining and Agricultural Industry - gold, platinum, copper, chrome, coal, iron 

ore, other base metals and diamond mining sectors.  

6. The Energy Industry, with the electrical and chemical sectors, e.g. Eskom. 

 
The primary function of the trade union Solidarity is to protect its members in their 

work environment. Solidarity achieves this through its Labour Services Department, 

which protects thousands of individual and collective members in various industries 

throughout South Africa (Solidariteit, 2017). 

2.5 SOLIDARITYôS REPUTATION ï WHAT MAKES THIS NPO UNIQUE? 

What makes Solidarity unique? Solidarity believes that its members are not mere 

economic beings but that they are functioning within a community. Over the years, 

https://en.wikipedia.org/wiki/Confederation_of_South_African_Workers%27_Unions
https://en.wikipedia.org/wiki/International_Trade_Union_Confederation
https://en.wikipedia.org/wiki/Sasol
https://en.wikipedia.org/wiki/PetroSA
https://en.wikipedia.org/wiki/ArcelorMittal
https://en.wikipedia.org/wiki/Denel
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Solidarity has therefore extended its protective umbrella so that employees and their 

families can be supported in every phase of life. Solidarity is the only Christian trade 

union in South Africa. No other union in South Africa does so much for its people at 

so many different levels. Examples include student funds for members, discount for 

studies at Akademia and Sol-Tech (Solidarityôs own higher education facilities), 

legal advice and help and several benefits like labour and funeral benefits.  The 

Solidarity agenda is the foundation that supports all Solidarityôs activities and makes 

sure it is communicated through their content to their members (Solidariteit, 2017). 

Solidarity represents the following aspects: 

2.5.1 Christian foundation 

The union was founded in the Christian tradition of trade unionism, which believes 

that we must guide our members to self-reliance so that they can pursue their 

vocation. Solidarity's actions are dictated by its Christian value system. 

2.5.2 Collective bargaining 

The core business of the union is collective bargaining, job protection and the 

improvement of service conditions. Solidarity aims at a safe and healthy workplace 

for its members. 

2.5.3 Committed to South Africa and the Constitution 

Solidarity is committed to South Africa and wants to secure a future for its members 

here. We believe South Africa is a country for everybody who lives in it. Solidarity is 

committed to the Constitution of South Africa and will actively claim the rights 

ensconced in the Constitution on behalf of their members. 

2.5.4 Independent of party politics 

The union does not associate itself with any political party. The union talks to 

everybody, but is not committed to anyone. 

2.5.5 Protection of minorities and democracy 

Solidarity believes in true democracy in which minority rights are recognised and 

protected. The union is fighting actively, but not exclusively, for the rights of 

minorities in the country and specifically for those who are excluded by the 
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government's affirmative action programmes. Solidarity actively intervenes on 

behalf of poor South Africans. The union believes that racial discrimination against 

poor people should not be allowed or tolerated. 

2.5.6 Affirmative Action 

Solidarity believes that imbalances must be rectified without creating new forms of 

imbalance. The way Affirmative Action is currently being implemented is creating 

serious new forms of discrimination. Because of the ideology of representation, the 

masses do not benefit and whites are being seriously disadvantaged. Solidarity 

intervenes on behalf of people who are being unfairly disadvantaged by Affirmative 

Action. Solidarity believes that all South Africans should be exempted from 

Affirmative Action and other discriminatory economic practices. 

2.5.7 Afrikaans 

Historically, Solidarity has always had close ties with the Afrikaner community and 

this is still the case. The communication medium of the organisation is Afrikaans, 

although the union is inclusive and communicates with its members in English as 

far as it is feasible. 

2.5.8 Free Market Economy ï responsible labour relations 

Solidarity is in favour of an economic order of free competition. The South African 

economic policy should be based on a free market economy in which there is a 

balance between the various role players in the economy. 

2.5.9 Self-help and sustainable development 

Solidarity believes in empowering its members to be self-reliant. The union is active 

in the fields of training, employment and provision for retirement. The union believes 

in mobilising its members' capital to create independent institutions through which 

members can realise their rights. The union will actively take up issues within the 

community of its members. Solidarity believes that sustainable development should 

be part of the philosophy of all South African companies. All companies, as well as 

the government and private institutions, should keep up to date and develop 

contingency plans to prevent damage to natural habitats and important ecosystems. 
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2.6 SOCIAL MEDIA AS PUBLIC RELATIONS INSTRUMENT IN 
SOLIDARITY 

Solidarityôs focus for the last five years has shifted to a more digital platform to 

communicate the abovementioned uniqueness to its members and potential 

members. Solidarityôs website is interactive and allows members (and any visitor for 

that matter) to talk online with the Customer Service Department or any law 

practitioner. Because of this digital shift, which is a first in the union industry, social 

media has also become more and more relevant and necessary and receives a lot 

of attention. Solidarityôs Facebook page grew in vast numbers and stood on 144 000 

friends to date and its Twitter followers on 20 800. Solidarity regard these social 

media platforms as very important because they provide access to its members and 

potential members. Solidarity communicates the abovementioned information to its 

members and receives feedback in return to ensure that the organisation will 

continue to improve. 

 
Solidarityôs communication team consists of three departments, namely: 

 

¶ Digital Communication 

¶ Marketing 

¶ Corporate communication which includes news, content, public relations and 

Social Media 

 
These departments work in an integrated manner and closely with each other. For 

Solidarity to reach its goals, it depends a lot on adequate content and accurate 

conversations with relevant arguments by means of the best technology. Each 

department is measured monthly. The print media, social media and the website 

are of great importance to the whole organisation. 

2.7 CONCLUDING REMARKS 

Solidarity is an existing and recognised NPO and trade union in South Africa that 

looks after its members in the workplace. This NPO is in line with its reputation, 

especially because it is characterised by its controversial past.  It took time to adjust 

its reputation but today, Solidarity is extremely popular in the media and frequently 

the topic of discussion among many people in South Africa. The public gets to know 

Solidarity through the workplace, the media, through Facebook and through 
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Solidarityôs website, ñDie Solidariteit W°reld.ò It is especially the content that people 

talk about, but also engaging in online conversations. The 160 000 members and 

Facebook friends intend to interact with each other and what they say reflects the 

reputation of Solidarity. The Solidarity context will be the context for this thesis. The 

next chapter will focus on reputation and what it entails. 
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3. CHAPTER 3: REPUTATION AS THE ñCINDERELLA ASSETò  

3.1 INTRODUCTION: REPUTATION   

ñIt takes 20 years to build a reputation and five minutes to ruin it. If you 

think about that, youôll do things differentlyò (Warren Buffett).  

 
According to Larkin (2003), reputation is built on trust and belief (Dowling, 2006; 

Oenen, 2010) and on experiences and opinions of the public (Aula & Mantere, 2008; 

Portmann, 2014). In the commercial world, reputation appears to have become a 

ñCinderellaò asset.  It is easily overlooked, but with terrific potential and one key 

issue in corporate success (Coenen et al., 2009); success being the return of 

customers that bring friends with them. Dowling (2006) states that corporate 

reputation, like corporate culture, is always present in the background and 

occasionally mentioned in exceptional circumstances. 

 
The reputation of an organisation can be affected by deliberate and non-deliberate 

actions and events, caused by any stakeholder in or outside the organisation 

(Coenen, 2010). The internet has radically altered the dynamics of corporate 

reputation formation and management, and in todayôs global markets, organisations 

are daily competing for visibility, investments and brand positioning (Bunting & 

Lipski, 2000; Romenti et al., 2015). In the growing hubbub of consumer, media and 

activist dissection of corporate behaviour, organisations are finding it increasingly 

difficult to make their voices heard. By creating newly accessible channels of 

communication and organisation, the internet has shifted the balance of power of 

óvoiceô with the result that corporate reputations are increasingly defined not by what 

organisations do or say, but by how others perceive and respond to their actions 

and words (Bunting & Lipski, 2000).  

 
This chapter provides an overview of reputation and investigates the communication 

disciplines and theories that relate to reputation management. The Arena Model of 

Aula and Mantere (2008) forms the basis of this chapter, while the agenda-setting 

and agenda-building theory constitute the theoretical perspective. The latter is 

where the public follows several routes to obtain information about an organisation, 

for example, the impact social media has on stakeholders to achieve a direct 

personal experience between the organisation and its stakeholders.  
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3.2 A CONTEXTUAL DEFINITION OF REPUTATION 

Oscar Wilde once observed, ñOne can survive everything, nowadays, 

except death, and live down everything except a good reputationò 

(Portman, 2014). 

 
Although a single definition of reputation has not been established in the 

communication and organisational literature, there appears to be some common 

ground upon which to build one. 

 
According to Blass and Laird (2015), reputation is a perceptual identity formed from 

the collective perceptions of others, which is reflective of intended images presented 

over some period as observed directly and/or reported from secondary sources, 

which reduces ambiguity about expected future behaviour. 

 
Romenti (2012) agrees with other scholars that reputation is something an 

organisation can earn, but cannot impose. Organisations can create and 

communicate specific images of themselves to their internal and external 

stakeholders, yet, whether those images will lead to specific reputations, depend on 

what organisations do, and above all on what stakeholders expect from those 

organisations and what these stakeholders say. 

 
Barnett and Pollock (2014) state that a corporate reputation is a collective 

representation of an organisationôs past actions and performance that describe the 

organisationôs ability to deliver valued outcomes to multiple stakeholders. This can 

be positive or negative and stable or enduring. The key attributes are that reputation 

is based on perceptions, what influences people to think, feel and talk about you the 

way they do. It is a collective judgment of all stakeholders and it is comparative. 

(Brown, 2010).  

 
Larkin (2003) bases reputation in a corporate context on perceptions of the 

characteristics, performance and behaviour of an organisation. It is essentially a 

reflection of how good or how bad stakeholders view a commercial name. 

Van Riel and Fombrun (2007) describe corporate reputation as the overall 

estimation in which its constituents hold an organisation. A corporate reputation 
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represents the net effective or emotional reaction ï good or bad, weak or strong ï 

of customers, investors, employees and the public to the organisation name. 

 
Doorley and Garcia (2009) define reputation as the sum of all images and state that 

performance and behaviour, as well as communication, are critical components of 

reputation. 

 
Coenen (2010) defines corporate reputation as a perceptual representation of an 

organisationôs past actions and prospects, and states that it consists of various 

characteristics, among them credibility, reliability, responsibility and trustworthiness. 

 
Schultz (2010) regard reputation as a valuable, intangible asset (Jagersma, 2010) 

relevant for the financial success of the organisation and can be defined as a 

perceptual representation of an organisationôs past actions and prospects that 

describe the organisationôs appeal to all its stakeholders. Reputation develops 

through the information stakeholders receive about the organisation, from 

interactions with the organisation and the news media, but also through second-

hand information. 

 
Brønn (2007) describes reputation as something that attracts people to an 

organisation like a magnet. As they see it, an organisation with a good reputation 

attracts people to engage with it, either through purchasing, investing or working. 

They seek a relationship with the organisation. 

 
After considering all the above definitions, it is clear that a few concepts are 

important in defining reputation. Reputation can be contextually defined as a 

valuable, intangible asset that an organisation can earn, but cannot impose. 

Organisations can create and communicate specific images of themselves to their 

internal and external stakeholders. Reputation is a perceptual identity formed from 

the collective perceptions of others; it represents an organisationôs past actions and 

prospects. Reputation is basically what the organisation says about it itself, what 

the media says about it, the organisationôs actions and what the people say about 

the organisation on all platforms including online platforms. 
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3.3 THE AC4ID REPUTATION FRAMEWORK  

Any organisation strives to build a good reputation and to protect that reputation. 

Any organisation further tries to prevent aspects that can harm its reputation and 

would like to protect anything that can enhance and develop its reputation. It is 

important to understand the different types of reputation. 

 
According to Carrol (2013), the AC4ID reputation framework identifies multiple types 

of corporate reputations.  

 
The actual reputation is what the organisationôs real nature is and consists of current 

attributes of the organisation. The communicated reputation is what the organisation 

says it is and this is where social media among other platforms play a role. The 

conceived reputation is what the organisation is regarded to be. The construed 

reputation is what the organisation thinks others see. The covenanted reputation is 

what the brand stands for and what it promises the stakeholder. The ideal reputation 

is what the organisation ought to be. The desired reputation is what the organisation 

wishes to be. 

 
According to Carroll (2013), this framework Illustrates the impact communication 

has on conceptualising, messaging and interpreting corporate reputation. Romenti 

(2015) states that communication is a crucial element in the development of a good 

reputation. Jones, Temperley and Lima (2015) indicate that with the current 

penchant among stakeholders posting articles and actively communicating their 

views online, it is crucial for an organisationôs long-term survival and financial health 

to keep building a positive online reputation. Beyond informing stakeholders on 

institutional contents, organisations are more and more using two-way-

communication to convey corporate identity, as well as to engage and manage 

stakeholder relations (Romenti, 2015; Jagersma, 2010). According to Aula and 

Mantere (2008), the public builds the reputation, and the relationship a stakeholder 

(Dowling, 2006) has with the organisation will shape how he or she perceives the 

reputation of that organisation. 

 
It has been particularly important for this study to determine the influence content 

and conversations on social media platforms have on the communicated reputation 

and how stakeholders react and engage in the construed reputation. 
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The organisation can convey and communicate about itself every day, while the 

media may also contribute in some way. However, some organisations lack the 

ability to determine their real reputation from peopleôs conversations on social media 

platforms and discourse taking place between the organisation and its stakeholders. 

 
Reputation should be the biggest intangible asset (Beddington, 2008) in most 

organisations, a high priority in the boardroom and built from within the organisation 

(Dowling, 2006). Yet, reputation is not properly valued (Larkin, 2003 and Brown, 

2010). It is not an add-on, but a fundamental aspect of business performance and 

it is not something that can be managed directly and easily; it is omnipresent 

(Coenen et al., 2010). Online reputation monitoring is increasingly seen as an 

essential management practice for communication professionals (Jones et al., 

2009). According to Romenti (2015), a favourable corporate reputation attracts 

investors, customers, suppliers, employers and consumers and contributes to 

success (Coenen et al., 2010). Reputation is an exclusive and rare, crucial 

intangible asset (Coenen et al., 2010) formed because of past actions and 

stakeholdersô direct experiences, which can cause organisations to fail or succeed. 

It influences othersô expectations of the organisation and can improve corporate 

value (Floreddu et al., 2014; Portmann, 2014; Beddington, 2008). 

3.3.1 Reputation as feedback1or noise2 

Messages about corporate reputation can be either feedback or noise, depending 

on the choice the recipient makes, whether it is the organisation or a stakeholder 

group. When stakeholders read or hear about an organisationôs actual reputation 

from other stakeholders in controlled or uncontrolled media, they make a choice as 

to whether they view the message as noise or feedback. Likewise, when 

organisations hear from stakeholders about how the organisation is seen, they too 

may decide whether the messages are noise or feedback. If the messages come 

from research, organisations are likely to view the messages as feedback. On the 

                                                           
1 Feedback contains information about the value or influence of a particular message for an organisation or its 

stakeholders. Feedback messages reveal how others view an organisationôs past and present behaviour or 
performance, not the future (Craig & Carroll, 2015). 
2 Noise is any stimulus that distracts from a message at hand. Noise affects the receiverôs ability to process the 
message and the senderôs ability to be heard. It can block, distort, negate, bias, change, or confuse the meaning 
of any message (Craig & Carroll, 2015). 
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other hand, if the messages are informal and unsolicited, organisations may view 

the messages as noise, at their own peril. Lastly, failing to give feedback sends a 

non-verbal signal itself. It leads to mixed messages, false assessment by observers, 

confusion, and lack of trust. Therefore, organisations need to be aware of the impact 

messages have on corporate reputation. They must appropriately categorise 

messages as feedback or noise, clarify and reduce the organisationôs contribution 

to the noise they, their stakeholders, and third parties experience, and more 

adequately respond to feedback for organisational learning, growth, and 

development. Understanding how to manage corporate reputation as noise and 

feedback, as well as having effective strategies and techniques for dealing with 

them, can help organisations improve their communication, relationships, and 

reputations. 

 
Once the stakeholders express their true feelings via social media, several other 

groups may be affected with serious consequences. Organisations should take 

these conversations seriously. 

3.4 COMMUNICATION AND CORPORATE REPUTATION 

According to Aula (2010), reputation and the management thereof has attracted a 

great deal of attention among organisational communication fields, public relations 

officers, electronic and online public relations, and social media practitioners. One 

of the problems of studies on reputation in the context of the internet has been that 

cyberspace is assumed to exist separately from organisationsô official 

communication (Aula, 2010). 

 
Stakeholdersô opinions, corporate reputation and stakeholder relations all form part 

of the reputation tree in this study. Stakeholdersô opinions in this study will be of 

great importance where stakeholder engagement is being studied and the same 

with corporate communication and the concept of social media. Public relations, 

reputation management and the concept of NPOôs are also regarded as very 

important. 
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3.4.1 Stakeholder opinion, corporate communication and public relations 
in reputation management 

3.4.1.1 Corporate reputation and stakeholder opinion 

According to Carrol (2013), an alignment can be created with external stakeholders 

by understanding their beliefs about the organisation. It can be achieved by tracking 

perceptions of those relevant stakeholders, which is essentially the organisationôs 

reputation. These stakeholders are all online in the 21st century and all form 

perceptions according to what they view on the internet. 

 
Discussions about opinion can be found in various publications of philosophers, 

such as Locke (1979), Rousseau (1979) and Noelle-Neumann (1974). However, it 

was Allport that defined public opinion in 1937 as interpretations of topics of national 

interest that can be expressed freely by individuals outside government, intended 

to influence decision-making by the dominant powers in society (Carroll, 2013). The 

latter relates to this study in the way stakeholders have a free will to communicate 

online but can also influence other stakeholders online as well. Noelle-Neumann 

(1974) stated that public opinion could be described as the dominating opinion, 

which compels compliance of attitude and behaviour in that it threatens the 

dissenting individual with isolation. 

 
According to Bunting (2000), the relationship between organisations and 

stakeholders is not a passive, one-directional form of communication. Stakeholdersô 

perceptions, their beliefs and preconceptions, whether based on fact or otherwise, 

are as important to an organisationôs reputation as what that organisation says and 

does. 

 
According to Coenen (2010), many organisations decide to invest in their 

reputations by spending considerable amounts on branding campaigns to influence 

public opinion. By promoting the corporate reputation this way, the organisation can 

position itself as an attractive service provider, responsible employer and an 

appealing investment for current and potential stakeholders. 

 
Aula (2010) states that communication within an organisation can be defined as an 

interactive process that takes place where people create, maintain, process and 
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form meanings. The organisation is socially constructed among its members and 

this construction takes place not just with, but also within, communication. 

 
Recent research about the impact of social media and stakeholder opinion indicates 

that such avenues are more powerful than have been assumed in the past (Carroll, 

2013). A key characteristic of social media is that stakeholders who want something 

specific to happen also drive the issues to get their voices heard. In the past, 

pressure groups and activists were forced to depend on attention from conventional 

media. Now, they communicate directly and their messages have a deep impact on 

reputation. 

 
Carroll (2013) states that reputation is a perception about the degree of admiration, 

positive feelings and trust an individual has for an organisation in this case. It is the 

result of information processes impacted by cues from the organisation itself and 

from personal experience.  

 
Assessment of an organisationôs reputation is rooted in an assessment of the 

performance of the organisation over time, including the past and expectations 

about the future (Carroll, 2013). Reputation as a construct of what ñothers think 

about an organisationò is thus interlinked with discursive processes of meaning 

creation and interpretation and can be highly influenced by opinion leaders and 

peer-to-peer communication (Romenti, 2015). 

 
An excellent reputation also gives the organisation certain advantages with 

stakeholder groups like government, members and other NPOs.  

3.4.1.2 Corporate reputation and corporate communication 

According to van Riel and Fombrun (2007), corporate communication can be 

defined as the set of activities involved in managing and orchestrating all internal 

and external communication aimed at creating favourable starting points with 

stakeholders on which the organisation depends. Corporate communication 

consists of the dissemination of information by a variety of specialists and 

generalists in an organisation with the common goal of enhancing the organisation's 

ability to retain its license to operate. 
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Mentioned in Carroll (2013), Bernstein developed a communication wheel in 1984 

with the organisation in the centre of the hub, communication channels comprising 

the spokes, and stakeholders the rim of the wheel. The wheel illustrates that 

organisations have many stakeholders and many communication options.  

 

 

Figure 3.1: The New Corporate Communications Wheel: Balmer and Greyser. Adapted 
from David Bernstein (1984) 

 
Romenti (2015) states that communication plays a pivotal role in the construct of 

symbolic meaning around what an organisation does and therefore, corporate 

communication has become an important managerial function in organisations.  

 
Organisations communicate their chosen messages through social media, public 

relations and other contemporary corporate communication media. The success of 

the communication is determined by other peopleôs responses to those messages. 

As corporate communication filter through the lens of stakeholdersô experiences, 

reactions and preconceptions, corporate reputations are forged or undermined 

(Bunting, 2000), which plays a part in the reputation of an organisation. 

3.4.1.3 Corporate reputation and public relations 

Public relations and corporate communication are not interchangeable, they are 

rather interdependent (Carrol, 2013). Reputation is a collective representation of 

images and perceptions ï the sum of predictable behaviours, relationships, and 
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two-way communication undertaken by an organisation as judged effectively and 

cognitively by stakeholders over a period. 

 
Reputation management clearly rests on a foundation of what is traditionally termed 

ñpublic relationsò (Hutton, 2001), which will be dealt with in the context of this study 

in chapter 4.  According to Jagersma (2010), a strong reputation can convince a 

customer to buy one product or use a service in preference to another and will be 

given more support by a diversity of stakeholders. 

3.5 ARENA MODEL OF CORPORATE REPUTATION 

Aula and Mantere (2008) identified the tension between two competing discourses 

on organisational reputation, namely: the financial value-driven capital discourse 

and the meaning-driven interpretive discourse. This means the difference between 

ñshow me the moneyò concept and the idea that reputation has power beyond the 

monetary. For an organisation to become excellent, it must pay attention to both 

aspects of reputation. The latter can be regarded as a negotiation of meaning taking 

place between an organisation and a number of stakeholders. Bennett (2013) states 

that reputation exists in the communicative interaction between the organisation and 

its stakeholders and is built on the organisationsô past actions, current state and its 

prospects. It is also about storytelling. A good reputation is built on the foundation 

of doing and communicating about, deeds that can stand the light of day. 

 
The strategic management of reputation requires an understanding of an 

organisationôs internal and external environment. Aula and Mantere (2008) use the 

communicative metaphor of an arena to describe the environment in a market of 

meaning. Organisations interact with their stakeholders in different types of arenas 

where interactions create mental impressions. They also integrate the concepts of 

negotiable reputation and reputation arenas into their discussion. They argue that 

organisational communication occurs in exchange of texts, new and digital media, 

meetings, unofficial networks and the internet. 

 
According to Aula and Mantere (2008), corporate communication occurs 

everywhere. Aula and Siira (2010) call these places of organisational 

communication óarenasô of communication. Arenas can be studied through the 

interrelationships between an organisation and its external stakeholders and can be 
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either inside or outside the organisation. Social media is an arena, as are 

interactions with stakeholders or between employees. Arenas are places where the 

organisation and its stakeholders encounter each other and create new knowledge 

through content and conversations, representations and interpretations about the 

organisation. Arenas are therefore the birthplace of reputations where interactions 

between organisations and their stakeholders occur (Aula & Mantere, 2008). 

Bennett (2013) indicates that an organisationôs reputation does not reside within the 

management of the organisation, but among the organisationôs stakeholders. 

 
Different reputational arenas are formed based on the kind of communication 

practised by the organisation and that of its stakeholders. Aula and Mantere (2008) 

differentiate between four arenas in which the organisation may find itself, namely: 

peace, defence, attack and riot. The model is based on two elementary acts, namely 

integrating current meaning, and dissipating it. There are also two sets of actors, 

namely the organisation and its stakeholders. 

 

 

Figure 3.2: The arena model of organisational reputation (Aula & Mantere, 2008) 

¶ Arena 1: Peace on earth and goodwill among publics 

According to Aula and Mantere (2008), organisations and its stakeholders in this 

arena live in a peaceful relationship when both share the same meaning and are 

relatively of one mind about issues affecting the organisation. Many organisations 
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would like to be in the peace arena. This would be where there is no conflict between 

stakeholders and the organisation and everyone are at peace. According to Bennet 

(2013), the relationship is in harmony. 

¶ Arena 2: The defensive battle 

Ever so often, peace is broken. Someone is often opposing something that others 

prefer to defend. The two parties start to smash the structures of meaning that 

currently rule the arena. The story loses its plot and competing voices begin to 

demand recognition and application of their own interpretation. This would be where 

something was said in the media or online that affects the reputation of the 

organisation and the stakeholders take to social media to criticise and question 

these actions, and the organisation tries to defend its reputation (Aula & Mantere, 

2008). 

¶ Arena 3: The offensive 

Organisations can also go on the offensive within the reputational arena. 

Organisations attack inside the arena whenever an organisation wants to change 

its reputation in a situation in which the old reputation is no longer accurate (Aula & 

Mantere, 2008). According to Bennett (2013), an organisation is faced with a 

reputational crisis, because there is a unified negative perception among the 

stakeholders. 

¶ Arena 4: The riot 

According to Aula and Mantere (2008), rioting occurs when neither the stakeholders 

nor the organisation tries to unify their perceptions of the organisation, or when both 

strive to shatter the existing perception at the same time. In these circumstances, 

the image of the organisation has splintered on both sides. The riot can be useful if 

an organisation does not want to be considered predictable (Bennett, 2013). 

 
In this study, the Arena Model of Aula and Mantere will be used in a social media 

framework to determine what impact the content and conversations on social media 

have on an organisationôs reputation and to determine how to utilise it. It would be 

determined in which arena the organisation finds itself during each step of the online 

reputation management framework. 
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3.6 THEORETICAL PERSPECTIVES ON REPUTATION 

3.6.1 Agenda-setting and agenda-building theory 

Inspired by Walter Lipmannôs (1922) notion of the media influencing the ñpictures in 

our headsò of ñthe world outside,ò scholars have spent decades exploring the 

agenda-setting function of the news media and its role in the shaping of public 

opinion.  

 
McCombs, Shaw and Weaver (1997) regard agenda-setting as one variant of 

priming and framing. According to McCombs et al. (1997), agenda-setting looks to 

story selection as a determinant of public perceptions, issue importance and 

indirectly through priming and evaluations. Framing focuses not on which topics or 

issues are selected for coverage by the news media, but instead on the specific 

ways those issues are presented and on the ways public problems are formulated 

for the media audience.  

 
Agenda-setting research has attended to individual differences from the outset. In 

their seminal study, McCombs and Shaw (1972) compared the different agenda-

setting effects across voter groups (i.e. Democrats, Republicans and Independents 

in the USA), and explicitly noted that the purpose of the between-group analysis is 

to examine the ñindividual differencesò that might be lost in the overall design of 

ñlumping all voters together in an analysis.ò They found an across the board function 

of agenda-setting, because the variations among different voters across various 

issues and media channels were quite minimal. The search for individual 

characteristics, such as political partisanship (Iyengar & Kinder, 1987l; McCombs & 

Shaw, 1972; McLeod, Becker, & Byrnes, 1974), campaign interest (McLeod et al., 

1974), age (Weaver, Graber, McCombs, & Eyal, 1981), and media preference 

(Benton & Frazier, 1976).  

 
According to McCombs, Shaw and Weaver (1997), more than two decades have 

passed since the original agenda-setting hypothesis was stated by McCombs and 

Shaw (1972). Over these years, this research has detailed the patterns in the 

transfer of issue salience from the media to the public, the contingent conditions for 

agenda-setting, and influences on the media agenda.  
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Figure 3.3: First and second level agenda-setting effects (McCombs, Shaw & Weaver, 
1997) 

 
According to Carroll (2013), Cohenôs classic dictum in 1963 ñthe media may not be 

successful much of the time in telling people what to think, but it is stunningly 

successful in telling stakeholders what to think aboutò clarifies what contemporary 

agenda-setting researchers have termed first and second level agenda-setting 

effects.  

 
According to Maxwell, McCombs and Shaw (1972), the first level is concerned with 

how the salience of objects in media messages influence ñwhat we think about,ò 

while the second level is concerned with how the salience of attributes used in 

media messages to describe these objects shapes ñhow we think aboutò them. 

 
The second level of agenda-setting (McCombs, Shaw & Weaver, 1997) involves 

two major hypotheses about attribute salience: 

 
1. The way an issue or other object is covered in the media, influences the way the 

public thinks about that object. 

2. The way an issue or other object is covered in the media, influences the salience 

of that object on the public agenda. 
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Figure 3.4: Two levels of agenda setting and three hypothesised effects (McCombs, Shaw 
& Weaver, 1997) 

 
According to Carroll (2013), the public has several ways in which they learn about 

an organisation. One example will be the impact social media has on stakeholders 

to have a direct personal experience with the organisation and its stakeholders. 

 
Although the agenda-setting focuses on what is said in media, a new type of media 

entered the scene and social media became more relevant. In this instance, the 

organisations itself, especially NPOs, are the authors or journalists and generate 

the content which the stakeholders see. An agenda is set and people are influenced. 

One aspect that can be added to this theory, is the fact that the recipients, the 

stakeholders in the case, also have a say and may as well influence other 

stakeholders which may further determine the agenda and influence the reputation. 

3.7 CONCLUDING REMARKS 

Reputation is a perceptual identity formed from the collective perceptions of others. 

It represents an organisationôs past actions and prospects. It is basically what the 

organisation says about it itself, what the media says about it, the organisationôs 

actions and what the people say about the organisation on online platforms.  

 
The reputation of an organisation can be affected by deliberate and non-deliberate 

actions and events caused by any stakeholder in or outside the organisation. It is 

important to note that any organisation depends on its reputation to exist financially 

and otherwise. For this to happen, it should communicate the correct information 

about itself on its own platforms and to the media in such a manner that the public 

will react in the way they intended them too. 
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Stakeholdersô opinions, corporate reputation and public relations all form part of 

reputation in this study. Stakeholdersô opinions in this study will be of great 

importance where stakeholder engagement is being studied and the same with 

corporate communication with the concept of social media. Public relations, 

reputation management, and the framework for NPOs are also of great importance. 

 
In this study, the focus falls on online conversations to determine whether the 

intended content had the necessary effect on the stakeholders and if it will reflect in 

such a manner through the conversations online for the organisation to have the 

desired reputation. It also becomes clear in which section the organisation finds 

itself in the Arena Model and what will be done to keep it there or get out of the 

unwanted section. From there, the focus falls on the Reputation Management 

Model, which has a strong social media factor and stakeholder engagement. 
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4. CHAPTER 4: ONLINE REPUTATION MANAGEMENT  

4.1 INTRODUCTION 

In the previous chapter, a contextual description was given for the term reputation. 

This chapter focuses on further discussions about online reputation, reputation 

management and online reputation management. 

 
Keeping the agenda-setting theory in mind and the fact that organisations always 

find themselves in any one of four sectors in the Arena Model of Aula and Mantere, 

if an organisation takes the management of its reputation seriously it can apply a 

reputation management model and measure its reputation. 

4.2 ONLINE REPUTATION AND REPUTATION MANAGEMENT: A 
DEFINITION 

4.2.1 Online reputation 

With reputation contextually defined in chapter three, online reputation will be the 

valuable, intangible asset that an organisation can earn online, but cannot impose. 

Organisations can create and communicate specific images of and information 

about themselves on their websites and social media platforms, seen and read by 

their internal and external stakeholders. Online reputation is a perceptual identity 

formed through the collective perceptions of others and it represents an 

organisationôs past actions and prospects, which are all visible on the internet. It is 

basically what the organisation says about it itself online, what the media says about 

it on online media platforms, the organisationsô actions that are visible on social 

media and what people say about the organisation in conversations on Facebook. 

It is of great importance that the online reputation an organisation build through time 

should be managed.  

 
According to Schreiber (2011), reputation is a holistic responsibility within the 

organisation and may be the most important asset entrusted to the CEO by the 

board and shareholders. However, the management of the day-to-day operations 

of reputation is often a matter of debate between public relations and marketing. 

There has been a constant battle in many organisations between communication 

and marketing over responsibility for reputation. Marketers believe that they are 
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responsible for aspects like the product, price, place and promotion. As such, they 

feel that not managing reputation divorces them from fulfilling their responsibilities 

to the organisation. 

 
According to Coenen et al. (2010), corporate reputation is the sum of stories told 

about the organisation among stakeholders. Bromley (2000) considers reputation 

as the aggregate of identity and image. Coenen further points out that terms, such 

as identity, image, prestige, goodwill, esteem and standing, have all been used 

synonymously with reputation. 

4.2.2 Reputation management 

Reputation management is the practice of attempting to shape stakeholderôs 

perception of an organisation by influencing information about that entity. It is also 

to build the reputation of an organisation by building it, maintaining it or recovering 

it (Fombrun & van Riel, 2004; Aula & Mantere, 2005). Overall, reputation 

management is a debated matter; its definition is not fully agreed on, but it has 

rapidly become a popular subject in corporate management literature and 

strategies. 

4.2.3 Online reputation management 

Portmann, Cudré-Mauroux and Pedrycz (2014) define online reputation 

management as the publicly kept social evaluation of an entity based on the entityôs 

previous behaviour, what was posted by the entity, and what third parties share 

about the entity on the internet. Reputation management also includes monitoring, 

addressing, or rectifying undesirable or negative mentions on the web. 

 
Online reputation management (ORM) is the practice of constructing strategies that 

shape or influence the public perception of an organisation, an individual or other 

entities on the internet. ORM helps to drive public opinion about a business and its 

products and services. 

 
Grunig and Hung (2002) suggest that the quality of relationships and behaviour 

determines the reputation of the organisation, which forms the basis of this 

research. 
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4.3 REPUTATION MANAGEMENT AND MEASUREMENT  

The organisational costs of reputation loss can be staggering (Floreddu, Cabiddu & 

Evaristo, 2014). Examples of reputation damage include among others: 

 

¶ The Deepwater Horizon accident and the actions of British Petroleum (BP) in its 

aftermath led not only to a direct clean-up operation and business recovery costs 

to the value of multi-billion dollars - which are still unfolding - but also to a 

tremendous loss of credibility and stock market capitalisation due to 

compromised reputation. ñWeôre sorry for the massive disruption itôs caused to 

their lives. Thereôs no one who wants this thing over more than I do. Iôd like my 

life back,ò said BPôs CEO, Tony Hayward, on the Deepwater Horizon rig 

explosion on 1 June 2010 (Goodman, 2010). This comment caused further 

damage to BPôs reputation. 

¶ In South Africa, the former Springbok coach, Jake White, has warned South 

Africa that its proud and feared rugby reputation could be lost forever unless 

changes are made to their systems. In an interview for a rugby magazine, White 

said the following: ñIn the next five years, unless we make some very strong 

decisions as a union, our rugby reputation will be lost ï maybe forever. The 

writing is on the wall.ò 

¶ More recently the two South African companies, Spur and Jakaranda FM, had 

to go through some reputation management disasters after both allegedly 

neglected to listen to stakeholders and went through financial and reputational 

problems. 

¶ We saw this on 12th September 2017, when Bell Pottinger went into 

administration. Here one of the worldôs leading PR companies managed to undo 

themselves. 

¶ The last big reputation crisis entails Steinhoff, which faces the threat of becoming 

the biggest bankruptcy in South African corporate history.  

 
According to Resnick (2004), organisationsô most important intangible asset, 

namely its reputation, will be at risk unless executives actively manage the 

perceptions of their organisation with as much rigor as they apply to managing 

financial, operational or technology risks. Resnick (2004) quotes Greyser of the 

Harvard Business School, where he stated that the corporate reputation is a window 
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to the fundamental character of an organisation and its leaders and as such is 

relevant to all stakeholders. 

 
Organisations need to put procedures in place and practices to manage their 

reputation and the risks involved as they set out to engage with the wider community 

on the social web (Jones, Temperley & Lima 2015; Resnick, 2004). Practices may 

include a variety of aspects, but for this research, these practices, as part of the 

researchôs objectives will cover the following aspects (Portmann, 2014), focusing 

especially on conversations taking place online: 

 

¶ Monitoring and listening to stakeholders who have their own perceptions and by 

listening to them, they will become loyal and a relationship will develop. 

¶ Promoting the organisationôs brand through online actions.  

¶ Suppress or address risks and reputation risk management. 

4.3.1 Monitoring and listening to stakeholders ï perceptions, loyalty and 
relationships  

 

Figure 4.1: Stakeholder reputation mix (Resnick, 2004) 

 
According to an integrated report by Deloitte (2013), stakeholders are: 
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é those groups who affect and/or could be affected by an organisationôs 

activities, products or services and associated performance. This does 

not include all those who may have knowledge of or views about the 

organisation. Organisations will have many stakeholders, each with 

distinct types and levels of involvement, and often with diverse and 

sometimes conflicting interests and concerns.  

It is clear in the figure above that every stakeholder can play a role in the reputation 

of the organisation. In this study, the focus will fall on internal stakeholders (the 

social media administrators of the organisation) and external stakeholders 

(followers on social media).  

 
Helm (2007) defines stakeholder perception as one where an organisation does not 

have one distinct reputation; every stakeholder has its own perception and that 

perception depends on messages, dialogues and engagement. Reputational 

perceptions converge across stakeholder group boundaries, forming a general 

reputation of the organisation and according to Larkin (2003), these reputational 

perceptions are formed through direct experience, the character of the organisation 

and information and the organisationôs influence on social networks. Doorley (2015) 

states that although reputation is an intangible asset, it must be managed like other 

assets because it has tangible value. 

 
Brønn (2007) describes reputation as something which attracts people to an 

organisation like a magnet. An organisation with a good reputation attracts people 

to engage in buying from, investing in, working at, or supporting the organisation. In 

other words, people seek a relationship with the organisation. Larkin (2003) believes 

that researchers agree at this stage that a key feature of reputation is effective 

management of stakeholder relationships. To acquire a positive, enduring and 

resilient reputation, managers are required to invest in building and maintaining 

good relationships with their stakeholders (Brønn, 2007). Brønn (2007) further 

explains that a relationship is the bottom line outcome of communicating with 

stakeholders and according to Bunting and Lipski (2000), the process is not a 

passive, one-dimensional form of communication. The conversation should take 

place as a conversation and dialogue. Doorley (2015) differentiates these 

relationships as relationships with the media, government, community, and 
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investors. This thesis will focus on the online community, i.e. the organisationôs 

followers on social media. 

 
Stakeholders are gradually using conversations to share industry information, taking 

an active role as consumer watchdogs, investigative journalists, and opinion 

influencers (Jones et al., 2015). Social media is a tool for stakeholder 

empowerment. Van Riel and Fombrun (2007) indicate that trust and respect for the 

organisation can be built with its stakeholders by repeating the core message, and 

by framing the content of the communication they will have with those stakeholders, 

in this case online on social media platforms. Andreassen (1994) states that 

satisfied stakeholders tend to be loyal, but being loyal does not necessarily mean 

they are satisfied. Stakeholders seek a relationship with an organisation with a good 

reputation (Brønn, 2007).  

 
Portmann (2014) states that reputation is built on trust, and in turn, trust is an 

outcome of a sound reputation. The tide has turned and organisations themselves 

must show that they trust the stakeholders. Reputation was not considered 

important enough before. Currently, reputations are formed online, i.e. on websites 

and social media platforms. Listening to the online chatter will provide insight to an 

organisation about its reputation. 

 

 

Figure 4.2: (Reputation Institute, 2014) (Heil, 2010) 
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Ultimately, the stakeholder experience, corporate message and media 

conversations, in this case social media, will lead to stakeholdersô perceptions, such 

as trust, admiration, respect and a good feeling, which then contribute to the 

reputation of the organisation. Brønn (2007) theorises that reputation is a direct 

product of organisation-public relationships; hence, reputation can be managed 

indirectly by relationships and at the heart of any business relationship is trust in 

and commitment to its stakeholders. According to Portmann (2014), it is vital for an 

organisation to listen to what is being said about the organisation, even if what is 

said, is negative. Listening bears the opportunity to take action and resolve 

problems or deal with virulent information, both of which can negatively affect an 

organisationôs brand image and reputation. 

 

 Monitoring   breadth 

ñBulling cornerò 

Organisations here have a very narrow 

view of their web environment and shallow 

perception of the level and scope of 

participation required being susceptible to 

ñbullingò attacks. 

ñPuddle swimmersò 

Good monitoring breadth allows knowledge 

of their web presence but lack of depth 

prevents benchmarking as well as future 

strategic implementation. 

ñBlind mannersò  

Narrow monitoring, misleading metrics, 

weakening strategies and tactics, high risk 

in an environment that is rather 

fragmented. 

ñTuned-in mavensò 

Well positioned to deliver ñkingò content, 

though leadership and allow maximised 

engagement bankable strategies leading to 

brand leadership and esteemed business 

reputation.  

Table 4.1: Online reputation management ïmonitoring-measuring matrix (Jones, 
Temperley & Lima, 2015) 

 
The proposed online reputation management framework, which is tested as part of 

this study, indicates to what extent organisations should shift their focus - not only 

to monitor their social media platforms, but also to measure those components. By 
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measuring and monitoring the platforms, the organisations might find themselves 

tuned in to become the king of content with maximised engagement.  

4.3.2 Promoting the organisation brand through online actions 

Although the terms corporate branding, corporate reputation and reputation 

management have become buzz words, they often mean different things to different 

people. 

 
There are generally accepted distinctions between corporate identity, corporate 

image and brand (Alessandri, 2001). The big difference between the organisationôs 

image and identity is that the image is the reflection of the brand and identity - what 

you tell stakeholders what you are, who you are and what you offer; the 

organisationôs true and real identity. Reputation on the other hand, is what others 

say about the organisation.  

 

Table 4.2: Definitions of key terms (Argenti, 2004) 

Terms Definition Question 

Identity Consists of an organisationôs defining 

attributes, such as its people, products and 

services. 

Who are you? 

Brand A brand that spans an entire organisation. 

Conveys expectations of what the 

organisation will deliver in terms of 

products, services and customer 

experience 

What do you say you are 

and what do you want to 

be? 

Image A reflection of an organisationôs identity and 

its corporate brand. The organisation as 

seen from the viewpoint of one stakeholder. 

Depending on which stakeholder is involved 

an organisation can have many different 

images. 

What do stakeholders think 

of who you are and who 

you tell them you are? 

Reputation The collective representation of multiple 

stakeholdersô images of an organisation, 

built up over time and based on an 

organisationôs identity programmes, its 

What do stakeholders think 

of who you tell them you 

are and what you have 

done? 
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performance and how they have perceived 

its behaviour. 

 

 

Figure 4.3: Balmerôs (1999) model of the corporate identity-corporate communication 
process 

 
According to Balmer (1999), political, economic, ethical, social, technical and 

environmental forces have highlighted the need to manage corporate identity and 

reputation. Parts of this process will be incorporated in the online reputation 

framework of this study. Alessandri (2001) refers to Lambertôs Iceberg who depicts 

corporate identity as divided in two levels, where the first level contains what can 

be seen and the second level contains what is below the surface. Elements above 

the surface are the visual elements (name, logo, colour, etc.) and elements below 

the surface include written communication, corporate structure and behaviour ï 

equal parts of the corporate identity, but not visible to people. 

 



 

58 

 

Figure 4.4: Lambertôs Iceberg (Alessandri, 2001) 

Corporate brand identity is translated by the market, resulting in a corporate brand 

image and reputation while combining associations and expectations into an 

informal contract between the organisation and its stakeholders (Blomback, 2012). 

 
The brand is, according to Doorley and Garcia (2015), how organisations want to 

be perceived, and reputation is the sum of perceptions that stakeholders have of an 

organisation. Corporate branding seeks to involve all the organisationôs internal and 

external stakeholders, and sees the organisationôs reputation among stakeholders 

as an integral element of the brand (Carroll, 2013). Well managed and orchestrated 

online conversations can assist organisations to build and maintain presence, 

reputation and brand image (Jones, Temperley & Lima 2015). 

 
According to Brown (2010), there is a difference between the organisationôs brand, 

its character and its reputation. The brand is the public face of the organisation and 

shows how everything on the inside comes the fore. The latter directly influences 

the reputation. 
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Figure 4.5: The relationship between character, brand and reputation (Brown, 2010) 

 
Carroll (2013) states that two factors of online communication with the biggest 

impact on corporate reputation are the organisationôs service and its image. In a 

globalised world, organisations set themselves apart primarily through branding, 

and the brand becomes very valuable to a given organisation. The enhanced value 

of a brand often leads to activists targeting the brand by going online on social media 

trying to do damage to the brand with counter content or smear campaigns. 

 
According to Andreassen (1994), stakeholder satisfaction is influenced by two 

factors, namely expectation and experience. Perceived performance is influenced 

by the consumerôs perception of service equality, marketing mix, brand name and 

the image of the organisation. The consumerôs satisfaction or dissatisfaction 

influences purchasing behaviour.  

 
A corporate brand involves three key dimensions, namely the organisationôs culture 

and identity, top managementôs strategic vision and the organisationôs reputation 

among stakeholders (Carroll, 2013). Jones et al. (2015), states that all of this can 

be observed on the organisationôs social platforms. Corporate brand management 

becomes a matter of aligning the organisationôs culture and identity with the external 

stakeholderôs expectations and evaluation of the organisation (Carroll, 2013). 

Online communities are co-branders of organisations. 

Character

- values

-beliefs

What makes you think, say and 
do what you do

Brand

- what people see

Reputation

- What people think and say 
about you
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Doorley and Garcia (2015) state that social media allows anyone to create and 

distribute content online, easily, quickly and often freely, and through such content 

creation, brand communication takes place. 

 
According to Argenti (2004), corporate reputation can be strengthened when the 

corporate brand promise is kept. The corporate brand which embodies social 

responsibility, can enhance an organisationôs reputation and when the corporate 

brand is represented by an individual, a unique reputational challenge may arise. 

 
Corporate brand identity can be shaped continuously as organisations change their 

communication and their audiences learn to connect and interpret the spectrum of 

business traits that the organisation reveals (Blomback, 2012). 

4.3.3 Reputation risk management in the reputation management model 

Reputation risk, the possibility or danger of losing oneôs reputation, presents a threat 

to organisations in many ways (Aula & Mantere, 2010). The loss of reputation affects 

competitiveness, local positioning, the trust and the loyalty of stakeholders. 

According to Dowling (2006), a fish rots from the head and therefore, managing and 

protecting an organisationôs reputation, is primarily a responsibility of the CEO, 

shared with other executive managers. Although every employee is responsible for 

carrying the organisationsô reputation, it should start with the Board of Directors.   

 
Traditionally, directors looked at risk management as a five-part problem, i.e.: 

operational risks, capital risks, financial risks, social risks and intangible risks and 

no reputational risks at all (Dowling, 2006), but reputation risk has been added to 

the list of business risks that organisations must take seriously (Aula, 2010).    

Itôs no longer possible for PR companies to suppress damaging stories for their 

stakeholders, with the rise of social media, the burden is falling on business 

leaders to navigate crises.  According to Gold (2017) the way companies were 

perceived has changed. It is no longer the stony faced institutions, stakeholders 

are looking for integrity, a community and a story that they can personally connect 

to, bringing them into that particular moment of the brand history. 
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This is due to the fact that social media platforms and ócitizen journalismô has 

shifted the power into the hands of the individual, meaning the idea that 

companies can minimise the impact of their problems is a myth. 

 
Doorley (2015) and Aula (2015) state that social media must be part of reputation 

management in todayôs communication and media environment. It does not matter 

in which sector, or non-profit or for-profit, or small or large. Everybody must address 

social media as part of the reputation management matrix. This is especially 

important to address risks in the organisation. Brown (2010) states that a strong 

reputation will result in people paying more money, paying better attention and 

showing more respect. It is a form of social capital that now appears on balance 

sheets as a tangible asset.  An organisation that takes the time to explain to their 

stakeholders why a decision was made (or the reason a situation has occurred) with 

honesty and transparency will be looked upon more favourably. If organisations do 

this, and contextualise any situation or decision within their brand values, they can 

experience a good reputation. 

 
Aula (2010) identifies three types of reputation risk factors: 

 

¶ Risk is increased when the gap between an organisationôs reputation and its 

reality grows. 

¶ Risk is increased by a change in the expectations of stakeholders. 

¶ When an organisation is internally unable to react to changes in the environment, 

it becomes a highly important source of reputational risk for example, poor 

coordination of decisions made by different business units and functions. 

 
According to Larkin (2003), threats to reputation can destroy an image or brand 

developed and invested in over decades in literally hours or days. These threats 

need to be anticipated, understood and planned for. The risk to reputation and brand 

poses a major concern for organisations that generate over $1 billion, since they 

are under greater media and public scrutiny due to their size and wider name 

recognition (Heller, 2015). 
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Carroll (2013) notes that customers will use social media outlets to complain about 

an issue the organisation is failing to address, which in turn can create reputational 

problems. They are the new ôprofessional consumersô or ôprosumersô (Jones et al., 

2015) and can put organisations under increased scrutiny. 

 
Due to the nature of social media, crises can disseminate rapidly and create long-

term damage to an organisationôs reputation in a matter of minutes. Jagersma 

(2010) states that a good reputation can be resilient in the face of one-off threats, if 

the threat is managed well. 

 
Proper and proactive management of an organisationôs reputation and presence on 

social media sites can help organisations to manage issues and to respond 

appropriately in crises situations (Carrol, 2013). By implementing the right 

strategies, these threats can be understood and planned for. The actions of 

stakeholders targeting the brand negatively may be at minimal cost, but the effects 

on the brand can be catastrophic and damaging to the organisationôs reputation 

(Carroll, 2013).  

 
Risk management, according to Larkin (2003), involves avoiding, reducing or 

controlling potential or current hazards. Larkin further maintains that behaviour is 

what people do; knowledge is what they know ï or think they know. The responses 

of stakeholders can be better understood if you divide them roughly into opinions, 

attitudes and values. Sir Robert Worcester, the founder of MORI said: ñOpinions are 

the ripples on the surface of the publicôs consciousness, shallow and easily 

changed; attitudes are the currents below the surface, deeper and stronger; and 

values are the deep tides of public mood, slow to change, but powerful.ò 
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Figure 4.6: The reputation risk cycle curve (Larkin, 2008) 

4.4 REPUTATION MEASUREMENT  

The loss of confidence by investors, analysts, clients and other stakeholders have 

been acknowledged to be potentially devastating for the sustainability of business 

in the long term (Resnick, 2004), hence the importance of monitoring and managing 

this intangible asset appropriately. Feldman (2014) stated that Verļiĺ mentioned in 

2007 that the management of reputation assumes that it is possible to measure the 

construct through time and improve its score. In this way, the organisation would be 

able to monitor the relationships between itself and its different stakeholders  

 
Reputation measurement is one of the most debated subjects among scholars, but 

there is some that is in agreement on which instrument is the best for reputation 

measurement. The following elements have been taken into concideration: a choice 

of what is measured, on whom, and how (Romenti, 2015).  
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Figure 4.7: Online reputation measurement process (Aula, 2011) 

 
Stakeholders are not always able to reliably capture the organisationôs position from 

its financial statements or annual reports. In this case, external signals of brand 

image (such as corporate reputation rankings and integrated reports) could provide 

value-relevant information to the market, as well as help organisations to measure 

their performance from an outside perception (Sarstedt & Schloderer, 2010; Smith, 

Smith, & Wang, 2010). To move with confidence towards its vision, the organisation 

must know how it is perceived and positioned. An organisation may measure its 

reputation over a period, usually for necessary credibility, through an external 

auditor (Winston, 2002). Organisations may use webtools like Facebook analytics 

or Leximancer to determine the reputation. 

 
Walker (2010) establishes that reputation is stakeholder group-specific and issue-

specific. He proposes that to measure reputation, it should first be decided which 

interest group the organisation wants to tackle, and on what issue it wants to assess 

reputation. By doing the abovementioned, he attempts to consider the 

incompatibilities that emerge when comparing the perceptions of different 

stakeholders about a particular topic. It is necessary to decompose corporate 

reputation by issue and stakeholder; it may limit generalisability but it increases 

validity. Also, the instruments most commonly used do not have cross-cultural 

validity, which would allow for international comparability (Fombrun, Gardberg & 

Sever, 2000, Mahon, 2002; Ponzi, 2002) a key variable in improving the 

organisationôs attractiveness and its capacity for the retention of both clients and 

investors. In that sense, it seeks to be a managerial tool, which would allow the most 

important organisations to improve and strengthen their relationships with society 

in these key dimensions examined. The importance to can be summarised as 

follows: 

Gathering 
online 

content

Segmenting 
online 

stakeholders

Measuring 
online 

reputation
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¶ It helps to annually monitor the effect of the organisationôs actions regarding 

corporate reputation.  

¶ It identifies the best social responsibility practices taking the organisation with 

the highest score as a benchmark.  

¶ It identifies opportunities for improvement in each of the seven variables that 

characterise the corporate reputation of the organisation in the CSR arena.  

¶ It compares the performance of different sectors and organisations versus other 

sectors and competitors respectively. This means that it meets the needs of 

companies that need to know the perception of their management performance 

to compare with their peers and at the same time monitor the traceability of their 

impacts on the budgets in different countries and sectors in which they operate. 

¶ It identifies opportunities for organisational improvement at different levels: city 

of origin, demographic variables, and lifestyle, because the quality of the data 

can deliver results at this level of detail. 

 
According to Portmann (2014), reputation capital refers to a crucial and sometimes 

under-evaluated asset of an organisation that can be managed, accummulated and 

traded for trust, legitimisation, premium prices and a greater readiness among 

stakeholders. Reputation can also be referred to as trust that an organisation has 

built up in its brand that people are aware of.  

4.5 A PROPOSED ONLINE REPUTATION MANAGEMENT FRAMEWORK 

The communication professional in an NPO typically launches into the following 

thought process: With whom should we communicate? What should we say? 

Through which channels? These considerations reflect the components of the basic 

communication theory, the circular loop of the source, message, channel, recipient 

and feedback (Bishop, 2006). Regardless of the audience and the channels, the 

content is also of great value. It is particularly of great value to NPOs to create and 

distribute effective and valuable content. 

 
Communication is central to the practice of public relations, with the general aim of 

establishing understanding, but specifically to persuade, to inform, to influence 

attitudes and to bring about action. The components of the communication process 

are regarded as people, messages, media and feedback (Skinner, 2007). Because 
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feedback plays such a big part in Wienerôs philosophy, it can also be regarded to 

be linear with the communication model of Shannon (Guldas, 2011). What is said 

in the contents of social media, affects everybody who reads and sees it (McLuhan, 

1962). 

 
At first, the framework, which was designed during the authorôs masterôs dissertation 

in 2014 with the title ñThe use of social media for member recruitment in an NPO,ò 

was called the social media communication process. During the writing of that 

dissertation and preparing for the doctoral thesis, the focus shifted to online 

reputation and the framework and is now referred to as the online reputation 

management framework. 

 

 

Figure 4.8: The online reputation management framework (Van den Heever, 2016) 

The proposed framework has been applied during this research. Figure 4.8 shows 

the full online reputation management framework. A brief explanation will now follow 

and Figure 4.8 will be explained in more detail in chapter seven of this thesis.  

 
Any communication process or reputation management process starts with the 

specific organisation. The trade union, Solidarity, in this research, already has an  
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existing reputation that has been developed through several ways or actions which 

include media reporting on Solidarity and message content and actions on its online 

platforms. The goal of any organisation would be to develop a good reputation and 

to maintain that reputation. Every organisation communicates by distributing 

different kinds of content and content regarding certain actions through several 

online media and platforms. These content and actions are communicated to the 

selected media and the existing stakeholders. The media can enhance or damage 

the reputation when it reacts to press releases in writing either positive or negative 

articles. The mediaôs view represents the second phase of reputation formation. The 

last part of forming the reputation lies with the stakeholders. Stakeholders have 

certain expectations and perceptions and their loyalty depends on what they read 

and/or see. This researchôs focus falls on the feedback of stakeholders and to 

determine to whether the comments of stakeholders and their online conversations 

play a part in the reputation formation and outcome of the organisation.  

 
Online measurement involves analyses to determine the sentiment of these 

comments and conversations regarding certain aspects of the content. This 

measurement will be taken into consideration and will form part of the management 

of the organisationôs reputation. 

 
The abovementioned process can be regarded as the management process where 

the organisation should consider whether these actions did the existing reputation 

any good, did not have any influence on it or did damage to the reputation. 

4.6 CONCLUDING REMARKS 

Although it is of great importance to build and mould a reputation, it is far more 

important to manage the reputation. Like Warren Buffet said: ñIt takes 20 years to 

build a reputation and five minutes to ruin it. If you think about it, you will do things 

differently.ò It is important to monitor and listen to the stakeholders online. The brand 

of the organisation ought to be constantly promoted, all risks should be addressed 

and suppressed, and all risks managed. Solidarity has a team of social media and 

public relations professionals who are involved in these three aspects. 

Solidarity measures its reputation on a monthly basis through a platform to monitor 

social media comments. 
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Stakeholders hold the key to any reputation and can either jeopardise or improve 

the organisationôs reputation. 

 
The next chapter will provide a brief overview of stakeholders and stakeholder 

engagement.  
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5. CHAPTER 5: STAKEHOLDER ENGAGEMENT AND ONLINE 
REPUTATION 

ñYou can forget important stakeholders, but they wonôt forget youò 

(Richard Smith, 2014). 

5.1 INTRODUCTION 

According to Adams (2006), stakeholder engagement has become increasingly 

more important in recent years. According to Foster and Jonker (2005) and Loi, 

2016), the effect of stakeholder relationships on the success of organisations cannot 

be ignored. Every organisation must therefore; gear itself to engage with its 

stakeholders in some way, as there is much pressure on organisations to manage 

performance and stakeholder perceptions of performance through external 

reporting (Adams, 2006). 

 
In the social web environment, there is little space for monologue3. According to 

Jones et al. (2015) and Foster and Jonker (2015), organisations can no longer 

simply devise a message and communicate it to their audiences, neither can they 

simply put across their own agenda; this would be a monologue and not a dialogue 

(Adams, 2006). Helm (2007) states that the combination of social and economic 

contributions, which an organisation makes to its stakeholders, is captured in its 

corporate reputation. An organisation contributing to a stakeholderôs life might result 

in its stakeholders regarding the organisation positively and will consequently act 

positively towards an organisation and engage more frequently. 

 
With the advantage of the available social network, organisations are no longer 

solely in the hands of the management team. In the new world of blogs, social 

networks, wikiôs, podcasts and chat rooms, corporate reputation might easily be 

enhanced or permanently damaged. Therefore, Jones et al. (2015), state that 

reputation on the social web is built on stakeholder engagement. 

 

                                                           
3 Monologue allows no response from an audience: there is no opportunity for the speaker to assess 

progress, and no means of verifying assent to premises. It represents a one-shot deal, where errors 
can be neither detected nor corrected. It is a 'speaker-oriented' activity, relying solely on the 
speaker's knowledge, both of the domain of the argument, and also of the (presumed) hearer 
knowledge (Reed & Long, 1998). 
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Increasingly, organisations are seeking to create active online communities around 

their brand (Jones et al., 2015). The social web allows the organisationôs 

stakeholders to co-create brand image and reputation. The stakeholders can play a 

role in the improvement or deterioration of the reputation of the organisation. 

5.2 A CONTEXTUAL DEFINITION 

According to an integrated report by Deloitte (2013), stakeholders are those groups 

with a material interest in the organisation who affect and/or could be affected (Loi, 

2016) by an organisationôs activities, products or services and associated 

performance. This does not include all those who may have knowledge of or views 

about the organisation. Organisations will have many stakeholders, each with 

distinct types and levels of involvement, and often with diverse and sometimes 

conflicting interests and concerns. 

 
According to Loi (2016), power, legitimacy and urgency of stakeholders are the 

three main attributes which determine the stakeholder salience to managers. 

 
Adams (2006) defines stakeholders as any group or individual who can affect, or is 

affected by the achievement of an organisationôs purpose. However, stakeholder 

relations represent a complex web of relationships that cannot be represented by a 

one-dimensional interaction between the organisation and a specific stakeholder. 

The classification of stakeholders will be discussed in 5.4. 

 
Today, the term stakeholder engagement is emerging as a means of describing a 

broader, more inclusive, and continuous process between an organisation and 

those potentially impacted, which encompasses a range of activities and 

approaches, and spans the entire life of a project. It can also be regarded as a 

source of a competitive advantage (Rhodes, 2014).  

 
Stakeholder engagement, according to the integrated report by Deloitte (2013), is 

defined as ñé the process used by an organisation to engage relevant stakeholders 

for a purpose to achieve acceptable outcomes.ò  

 
Many organisations have interpreted this engagement as a form of management 

(Foster et al., 2005). Stakeholder management refers to: 
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é communicating, negotiating, structuring, organising, contracting and 

managing relationships with stakeholders and motivating them to behave 

in ways that are beneficial to the organisation and its stakeholders 

(Rhodes, 2014). 

 
Stakeholder management is the integration of constituents with a legitimate interest 

in the organisation about managerial decision-making. 

 
Stakeholders, stakeholder engagement and ultimately stakeholder management is 

part of the key components in this study where Facebook followers are the 

stakeholders. These may be anyone who started following the organisation's page 

during a certain campaign or during the last couple of years. The organisation 

attempts to get this group involved and engaged by generating the placement of 

relevant content on various platforms. This engagement should also be well 

managed. The comments should be monitored to ensure that the stakeholders' 

online dialogue does not cause any harm to the reputation of the organisation. 

 
These stakeholders react differently during certain activities and during certain 

times of the day. It is of great importance for Solidarity that these stakeholders 

become ambassadors for the organisation and recruit new members as Solidarity 

solely relies on its members for the organisationôs sustainability. It is important that 

the 127 000 Facebook followers of Solidarity engage with the organisation and with 

the other stakeholders on Facebook. 

In this regard, reference is made to Freemanôs stakeholder theory for the alignment 

of stakeholders. 

5.3 FREEMANôS STAKEHOLDER THEORY 

According to Rhodes et al. (2014) and Andriof (2002), stakeholder theory addresses 

the elements in an organisationôs relationship with stakeholders. The theory has 

evolved in recent years and the attention should be focused on the importance of 

the relationships that organisations have with stakeholders. The long-term value is 

determined by its relationships with critical stakeholders. In the case of this 

research, it would be an online relationship that the organisation, Solidarity, has with 

its Facebook followers. 
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Freeman (1984) suggests that the purpose of a business is to create as much value 

as possible for stakeholders. To succeed and be sustainable over time, executives 

must keep the interests of all stakeholders aligned (Freeman, 1999 and Donaldson, 

1995). The challenge is to identify and recognise the mutual interests among the 

organisation and its stakeholders (Rhodes, 2014). 

 

 

Figure 5.1: Stakeholder model of the corporation (Grochim, 2008) 

 
For the purpose of this research, the focus falls on Facebook followers and the 

internal social media administrators as internal and external stakeholders. 

 
According to Rhodes et al. (2014), once a company identifies its stakeholders, it is 

then time to focus on which ones hold the most salience to the organisation after 

which it can start working on building bridges and forging relationships in pursuit of 

common goals and objectives. This will mean that these stakeholders build the 

brand and become brand ambassadors especially during riot stages on Facebook. 

The ambassadors can convince those stakeholders who are attacking or still sit on 

the fence. 

 
According to Freeman (1984), organisations have stakeholders, i.e. groups and 

individuals who benefit from or are harmed by and whose rights are violated or 

respected by corporate actions.  

 
Freeman (1984) states that every business creates, and sometimes destroys, value 

for its stakeholders. The 21st century is the time for companies and organisations 

to ómanage stakeholdersô. Managing stakeholders (Rhodes, 2014) refers to 

http://www.google.co.za/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://en.wikipedia.org/wiki/Stakeholder_theory&ei=tLsWVaHBBob0UsaVg6gK&bvm=bv.89381419,d.d24&psig=AFQjCNFEbnAYaiS4P0vS5hq5wCSBprE2Xw&ust=1427639596056080
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activities, such as identifying and prioritising key stakeholders, assessing their 

needs, collecting ideas from them, and interpreting this knowledge into strategic 

management processes. The task of executives is to create as much value as 

possible for stakeholders without resorting to trade-offs. Great companies endure 

because they manage to get stakeholder interests aligned in the same direction.  

 
Freeman (2014) further states that stakeholder theory argues that there are other 

parties involved, including governmental bodies, political groups, trade 

associations, trade unions, communities, financiers, suppliers, employees, and 

customers. Sometimes even competitors are counted as stakeholdersðtheir status 

being derived from their capacity to affect the organisation and its other 

stakeholders. Loi (2015) and Laplume (2008) describe five major themes within the 

stakeholder theory research.  

5.3.1 Stakeholder salience 

At first the organisation should make sure it understands what stakeholders are and 

who the organisationôs stakeholders are. Stakeholders are anyone with material 

interest in the organisation and have resources to influence organisational survival. 

The organisation should be aware that these stakeholders have some important 

attributes, including power, legitimacy and urgency and these attributes determine 

the stakeholder salience to managers.  

 
During a reputation process, there are actions from stakeholders and actions from 

the organisation. 

5.3.2 Stakeholder actions and responses 

Stakeholders can assert influences on the organisation via the forming of coalitions, 

influencing strategies, and by altering power and legitimacy. The stakeholders will 

mobilise when they desire to protect interest. It is important for organisations to 

understand that the stakeholders listen to others on social platforms, they read 

information sent to them through which they form perceptions. They can interpret 

the information any way they like and decide what to do with the information. 
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5.3.3 Organisationôs actions and responses 

Building stakeholder trust, managing organisational identity, reputation, and having 

stakeholder representation on corporate boards, are some measures the 

organisation can take to gain support from their stakeholders. 

5.3.4 Capability and performance 

Freeman (1984) advocates a whole stakeholder approach to strategic 

management. He argues that an organisation ought to possess a stakeholder 

management capability. It should be capable of integrating the interests of 

stockholders and other stakeholders when developing sound corporate policies for 

effective implementation. 

 
According to Rensburg and de Beer (2011), the concept of stakeholder 

management has been elaborated on in literature and research with, among other 

results, the emergence of the following two principles: 

 
(1) The principle of corporate legitimacy 

 The organisation should be managed for the benefit of its stakeholders. The 

rights of these groups must be ensured and they must participate in decisions 

that substantially affect their welfare. 

(2) The stakeholder fiduciary principle 

Management bears a fiduciary relationship to stakeholders and to the 

organisation. It must act in the interests of the stakeholders as their agent, and 

it must act in the interests of the organisation to ensure the survival of the firm, 

and in so doing, safeguard the long-term stakes of each group. 

 
A different definition of stakeholders was later developed, as ñthose groups who are 

vital to the survival and success of the corporation,ò in which the two above 

principles are redefined and altered: 

 
(1) The stakeholder-enabling principle: 

Organisations shall be managed in the interests of stakeholders. 

(2) The principle of director responsibility: 

Directors of the organisation shall have a duty of care to use reasonable 

judgement to define and direct the affairs of the organisation in accordance 
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with the stakeholder-enabling principle (Friedman and Miles, 2006). A 

relatively new tendency in stakeholder theory is to consider the stakeholder 

concept from the perspective of the stakeholders. 

(3) The principle of stakeholder recourse: 

Stakeholders may bring an action against the directors for failure to perform 

the required duty of care. 

 
According to Mainardes (2012), the core assumptions of stakeholder theory are: 

 

¶ Organisations engage in relationships with many groups that either influences 

them or are influenced by them. 

¶ The theory focuses on these relationships in terms of processes and results for 

the organisation and the stakeholder. 

¶ The interests of all legitimate stakeholders are of intrinsic value and no single 

set of interests prevails over all others. 

¶ The theory focuses on managerial decision-making. 

¶ The theory identifies how stakeholders seek to influence organisational decision-

making processes so they become consistent with their needs and priorities. 

¶ As for the organisations themselves, they should strive to understand, reconcile 

and balance the various participant interests. 

 
A central claim of stakeholder theory (Loi, 2015) is that the purpose of business is 

to create value for various stakeholders. Stakeholder management affects an 

organisationôs triple bottom line performance as organisational stakeholder groups 

influence managerial activities internally and externally.  

5.4 STAKEHOLDER CLASSIFICATION AND STAKEHOLDER 
RELATIONSHIPS 

Mainardes (2012) states that taking the model proposed by Freeman (1984) into 

consideration, it includes a broader spectrum of stakeholders and not only 

traditional clients, shareholders, members of staff, suppliers and competitors. The 

process should deal with all stakeholders simultaneously.  

 
Literature offers a variety of proposals for classifying stakeholders by their 

respective level of importance. The most popular has proven to be the Mitchellôs 
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model titled, stakeholder salience, with the objective of identifying and classifying 

stakeholder importance. This model is a dynamic model and explains how 

managers should prioritise relationships with stakeholders (Mainardes, Alves, 

Raposa, 2014) 

 
This study will explain to whom and to what managers should really pay attention. 

Mitchell, Agle and Wood (1997) report that the attributes power, legitimacy and 

urgency are binary. During this study, the stakeholders will be placed into categories 

as indicated in the table below. 

 

The latent stakeholders 

(in possession of only one attribute, 

probably little attention) 

 

 

The dormant stakeholder 

Groups and individuals with the power to 

impose their wills on the organisation but 

lack either legitimacy or urgency. Their 

power falls into disuse with little or no 

ongoing interaction with the organisation. 

Organisations should nevertheless 

monitor these stakeholders. 

The discretionary stakeholder 

Groups or individuals with legitimacy but 

lack both power to influence and any 

urgency. In these cases, attention should 

be paid to this stakeholder. 

The demanding stakeholder 

When the most important attribute is 

urgency. Without power or legitimacy, they 

do not demand greatly but require 

monitoring. 
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The expectant stakeholders 

(in possession of two attributes 

resulting in a more active posture) 

 

 

The dominant stakeholder 

Groups and individuals that hold 

influence over the organisation 

guaranteed by power and legitimacy. 

Correspondingly, they expect and 

receive a lot of attention from the 

organisation. 

The dangerous stakeholder 

When there are power and urgency but 

stripped of any legitimacy. This 

stakeholder may represent a threat to 

the organisation. 

The dependent stakeholder 

Groups or individuals that hold 

attributes of urgency and legitimacy 

but which however depend on another 

stakeholder for consideration. 

The definitive stakeholder 

 

Whenever the stakeholder holds 

power, legitimacy and urgency with 

managers therefore paying immediate 

attention and prioritising this 

stakeholder) 

The non-stakeholder When groups and individuals neither 

hold any influence nor are influenced 

by organisations operations. 

Table 5.1: Typology of stakeholder salience model (Mitchell et al., 1997) 

 

5.5 CORPORATE COMMUNICATION AND STAKEHOLDER 
ENGAGEMENT 

According to Adams (2006), the internet has become an increasingly important 

medium for corporate communication. It introduces the possibility of an additional 

form of dialogue, especially through social networking sites. The web has led to a 



 

78 

communication revolution that has changed stakeholder dynamic, creating 

significant challenges and opportunities for the organisation and influencing upon 

the way in which stakeholders view and engage with the organisation. 

This corporate communication consists of three aspects namely: public relations, 

dialogue and relationships, and persuasion (Adams, 2006). 

5.5.1 Public relations 

According to Carroll (2013), the corporate reputation of an organisation does not 

belong to the organisation itself, but is determined in mainly by the stakeholders on 

whom the organisationôs success or failure depends. Helm (2007) also indicates 

that reputation is rooted in the aggregated perceptions of the organisationôs 

stakeholders and according to Kantanen (2010), how the organisation is perceived.  

 
According to Adams (2006), there are organisations that use the internet as part of 

a stakeholder engagement strategy, which involves dynamic interaction. Social 

media empowers stakeholders to help contribute information about organisations 

that quickly influences public opinion. This thesis attempts to show that 

stakeholders, with their different perceptions, can improve or damage the reputation 

of the organisation with online dialogues. 

 
Adams (2006) further states that organisations use the internet, in this case social 

media, to communicate with their stakeholders, rather than just report to them. 

According to Ponte (2015), organisations may benefit from social networking tools 

to build relationships, generate conversations by listening to stakeholdersô opinions 

and stimulate dialogue and engagement. 

 
Corporate reputation is a type of feedback received by an organisation from its 

stakeholders; this reputation is co-created by the stakeholders (Carroll, 2013). A 

relationship with the stakeholders is the outcome; therefore, if the perception is 

measured to be positive, it would indicate that the firm has been successful in its 

reputation-building activities (Brønn, 2007). 

 
According to Fombrun and van Riel (2003), one of the strongest factors in 

determining a favourable corporate reputation is the visibility of an organisation as 

perceived by its stakeholders. Fombrun also states that stakeholders seek to have 
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a relationship with the organisation. To acquire a positive, enduring and resilient 

reputation, managers are required to invest in building and maintaining good 

relationships with their stakeholders. This research will investigate whether social 

media platforms form the base for relationships. 

 
Corporate reputation is more durable, according to Romenti (2010), when the role 

of the corporate communication function within organisations moves beyond the 

influencing of stakeholder perceptions towards the shaping of an organisational 

reality by engaging stakeholders in being the main reputation drivers. Helm (2007) 

states that the positive effects attributed to reputation are triggered by perceptions 

and attitudes of individuals and therefore originate from stakeholdersô decision-

making and behaviour. 

5.5.2 Dialogue and relationships 

According to Shams (2015), stakeholder perception epitomises corporate 

reputation. Adams (2006) states that the achievement of organisational legitimacy 

cannot be taken for granted as new issues and agendas arise, resulting in the need 

to rethink and reposition the organisation through stakeholder dialogue. The 

perception of stakeholders (Shams, 2015) about an organisation constructs a kind 

of influence that motivates stakeholders to associate or not to associate with an 

organisation. Early scholars turned to a simple linear model of communication in 

which stakeholders were the recipients of messages sent by the organisation. Later 

applications of communication theory focused on the effects messages on the 

recipient with the particular emphasis on feedback which form a part of this study 

(Foster and Jonker, 2005).  

 
This interaction among stakeholders and organisations can lead to permanent and 

quality relationships that are central in achieving the organisationôs mission (Ponte, 

2015; Black, 2002). According to Foster and Jonker (2005), the essential building 

blocks of stakeholder relationships is communication. In the current digital 

information age and the fact that information can be shared with masses, go hand 

in hand with power; it is called the ónew people powerô ï or óconsumer democracyô 

(King, 2013). The latter provides users with the possibility to co-create content, 

which can affect the reputation of the organisation (Ponte, 2015). 
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Foster (2005) differentiates between organisations who call the engagement, 

ómanagementô and other organisations that become more involved in a two-way 

relationship with stakeholders where the interests and concerns of both parties are 

taken into consideration and not only consider it as ómanagementô. 

 
According to Ponte (2015), social media has changed the communication strategies 

of organisations because they facilitate a more dynamic and interactive way to 

communicate, which leads to larger stakeholder engagement. 

 
Relationships are the foundation for social media networking sites. Public relations-

oriented blogs and trade publications have promoted these sites as relationship 

building tools (Waters, Burnett, Lam and Lucas, 2009). In order to build a long-term 

relationship, a few elements should be in place. These elements will include; 

communication platforms, like social media and quality, persuasive content. This 

should both function according to a well-oiled strategic plan. To reach these goals, 

the process must be clear. Skinner (2007) states that these components of the 

communication process are there to specifically inform influence and bring about 

action. It is also important for an organisation to realise that to build a relationship 

with stakeholders, there are four items which stand out, namely: people (the 

organisationsô followers), objectives, strategy and technology (social media) (Smith, 

2011). 

 
Grunig and Grunig (1992) regard asymmetrical dialogue a type of dialogue where 

the aim of the communication is to manipulate or persuade, even though it may 

involve two-way interaction. This form of communication is where both parties are 

involved in a conversation where information is exchanged and knowledge 

acquired. 

 
Organisations, especially NPOs, know that recruiting members costs far more than 

retaining them. This simply means that the growing emphasis on the benefits of 

building a continuing relationship with members is one sign of the high cost of 

acquiring the same (Cairncross, 2002). Organisations use communication to build, 

nurture, maintain and bolster relationships via the internet by disseminating 

organisational information and promoting two-way communication (Haigh, 2012). 
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According to Cairncross (2002), organisations learned to fit the internet into their 

relationships with their members and Facebook followers and they quickly noticed 

that this simple and easy interactive process and information collection allow them 

to give their appearance a personal touch. This leads to persuasion by using the 

technology and communication content to the best extent possible. 

 
According to Ponte (2105), two-way communication protocols allow the 

organisations to achieve greater stakeholder engagement and loyalty and provide 

a better image of the organisation, which ultimately lead to online reputations and 

consequently their revenues.  

 
It is estimated that the number of organisations using social media to interact with 

customers will have grown rapidly by 2018 (Ponte, 2015). 

5.5.3 Persuasion 

In Rhetoric, Aristotle defines rhetoric as the ability to see what is possibly persuasive 

in every given case. Messages should contain emotional proof, logical proof like an 

argument, and ethical proof (like character) in order to persuade; persuasion is 

directly linked to emotion (Stanford encyclopedia of philosophy, 2010).  Yamakami 

(2013) discusses emotion engineering in the framework of mobile social game 

design. Even with the of use social media to try and establish what is just and true, 

the assistance of rhetoric when faced with a public audience, will be needed. 

 
Foster and Jonker (2005) state that a conversation is more than information 

gathering and responding; it is a situation where the interests of both parties are 

represented in such a manner that can persuade and allow the other party to 

persuade. This persuasion is essentially about making sense where the parties 

come to understand the situation from each otherôs perspective. 

 
Bandura (in Singhal, 2008) states that social cognitive theory plays a role when 

symbolic communication promotes personal and social changes, like social 

persuasion. Social media can use this content to such an extent that it will persuade 

stakeholders to engage. 
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Stakeholder relationships are not simply about ensuring successful debate where 

all parties are heard (Foster and Jonker, 2005), but it is about the achievement of 

organisational goals within a situation of increasing complexing and divergent 

values and interests. Within the context of stakeholder relationships, any 

communication must therefore be action-oriented.  

 
Persuasion, according to Manning (2012), is about convincing people using 

argument, while influencing people is about getting them to do things that they would 

otherwise not do. Berkovsky (2012) states that persuasive technologies attempt to 

shape, reinforce, change behaviours, feelings or thoughts about an issue object or 

action.  

 
Yamakami (2013) proposes a framework in his research, called Mass Interpersonal 

Persuasion Marketing (MIPM), which is a recent marketing framework that fits into 

the current era of internet and social networking services. He states that persuasion 

is the fourth part of computing, following the other, three stages: functionality, 

entertainment and usability. 

 
One remarkable change in the last five years is technology-augmented social 

persuasion, leveraged by the wide acceptance of social networking services like 

LinkedIn, Facebook and Twitter. The advances in social networking services make 

it possible for individuals to change their attitudes and behaviours on a mass scale 

(Yamakami, 2013). 

5.6 STAKEHOLDERS AS PARTNERS IN THE DEVELOPMENT OF 
CORPORATE REPUTATION 

Early research on corporate reputation focused on building a strong corporate 

image with target stakeholders. Central to this view was the need for an organisation 

to develop a consistent core message that would form the basis for the 

organisationôs identity with its target audience (Dickson-Delaporte, 2009). 

 
According to Shams (2015), stakeholder perception epitomises corporate 

reputation. On the one hand, the perception of stakeholders about an organisation 

or their offerings, constructs a kind of influence that motivates stakeholders to 

associate or not to associate with the organisation and on the other hand, brand 
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positioning. Perception and brand are not synonymous; they are closely 

interrelated, as well as interdependent. The mutual support, relevance and 

differentiation nurtures the organisationôs overall image. 

According to Dickson-Delaporte (2009), stakeholders can affect brand image and 

corporate reputation. They are no longer passive recipients of corporate 

communication and may selectively choose to focus on those actions that reinforce 

their own agendas, resulting in an assessment at odds with marketer intent that 

nevertheless shapes organisational reputation. 

 
Shams (2015) states that corporate reputation is usually formed by the perceptions 

of stakeholders. It is an indication of an organisation and its business over time, as 

observed through the perception of its stakeholders and expressed through their 

thoughts and words. 

 
Michelotti (2010) states that corporate reputation plays a critical role and generates 

value to organisations as it influences the relationship between different 

stakeholders. Organisations should manage their reputations in ways that 

contribute to their ability to attract stakeholders. Dickson-Delaporte (2009) states 

that organisations should engage with, and manage the response of, stakeholders 

because such audiences have the ability to effect organisational reputation. 

 
According to Romenti (2010), corporate communication supports the organisation 

in listening to stakeholderôs expectations and in expressing the organisationôs 

history, strategy, identity and behaviours to the right stakeholders. The cultivation 

of stakeholder relationships is therefore considered the basis for building a strong 

and consistent reputation. Romenti (2010) argues that the corporate communication 

function can facilitate and support the engagement of key stakeholders in driving 

reputation. In other words, corporate communication can directly influence 

reputation when engaging with organisational constituencies, in accordance with 

the two-way symmetrical model, espoused by Grunig and Hunt (1984). 

 
Romenti (2010) states that engaging stakeholders in the reputation process allow 

organisations to develop the ability to deliver value to their stakeholders more 

efficiently and, consequently, to enhance their ability to satisfy the needs of 

stakeholders. If organisations put stakeholder engagement at the centre of the 
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corporate reputation model, it will act as a lever that can propel and translate 

corporate identity into concrete organisational behaviour. It will also allow the 

organisation to be consistent and maintain a temporal alignment between 

stakeholdersô expectations and organisational behaviour. 

5.7 GRANAROLOôS MODEL OF REPUTATION DEVELOPMENT  

The main result of this thesis is to implement an online reputation management 

framework. Granaroloôs model provides a background to the proposed model, 

focussing on some key aspects. The online aspects of Granarolo were added to the 

model which was tested. 

 
Romenti (2010) argues that corporate communication reaches its full potential in 

building corporate reputation, when it moves beyond the influencing of public 

opinion's perceptions, towards the shaping of organisational reality by engaging 

stakeholders as the main reputation drivers. 

 
Romentiôs paper in 2010 describes the case study of a leading dairy company in 

Italy, Granarolo, where stakeholder engagement activities have been put at the 

centre of the corporate reputation development. Romenti (2010) argued that 

corporate reputation of Granarolo has been built on a network of stakeholder 

partnerships through which the company continuously improves organisational 

learning and develops new business solutions. In particular, the activation of coȤ

decisional processes involving stakeholders, the building of partnerships, and the 

stimulation of supporting behaviours, enabled the company to recover from a severe 

loss of confidence by investors in the second half of the 1990s (Romenti, 2010). 

 

Granaroloôs management model indicates that the only way to re-launch an 

organisation is to recoup trust, consent and credibility among stakeholders. 

Therefore, the group that was discussed began a process of re-building corporate 

reputation in which stakeholder engagement became the main pillar (Romenti, 

2010). 

 
The reputation drivers identified by van Riel and Fombrun (2007), namely: vision 

and leadership, financial performance, internal climate social responsibility, and 
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quality of products and innovation became the starting points for stakeholder 

engagement.  

 

 

Figure 5.2: Reputation drivers as starting-points of stakeholder engagement (Romenti, 
2010) with social media added working towards the online reputation 
management framework 

 
According to Romenti (2010), corporate reputation reflects the level of credibility, 

reliability and trustworthiness that an organisation has with its stakeholders. 

Communication, in this case social networking, together with corporate identity and 

behaviour, represents one of the crucial components of reputation. Most of the 

reputation models fail to value the potential that corporate communication has in 

nurturing relationships with key stakeholders, facilitating dialogue and sharing 

solutions.  

 
Social media plays an important role in the communication process where 

stakeholders can form part of the dialogue and help manage the organisationôs 

reputation. 

5.8 REPUTATIONAL RISK OF ONLINE STAKEHOLDER ENGAGEMENT 

Romenti (2010) argues that corporate reputation is more stable and durable when 

stakeholder engagement is placed at the centre of the reputation development 
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model. Corporate communication will reach its full potential by assuring a 

continuous alignment between corporate identity and organisational behaviour on 

the one hand, stakeholder expectations, and organisational behaviour on the other 

hand, which will alleviate risks with regard to corporate communication. 

 
Changes in the business and financial worlds increasingly recognise the business 

and reputational risks that come from poor stakeholder relations, and place a 

growing emphasis on corporate social responsibility and transparency and 

reporting. In this context, good stakeholder relations are a prerequisite for better risk 

management. 

5.8.1 Grunig and Huntôs stakeholder model (1984) 

According to Fombrun (2007), organisations are dependent on five key stakeholder 

groups: employees, customers, investors, the government and the public. These 

groups are tied back to the stakeholder model of Grunig and Hunt (1984). 

 

 

Figure 5.3: Stakeholder Model (Grunig and Hunt, 1984) 

 
The groups all form part of the bigger stakeholder group of an organisation and 

every single stakeholder in this model can improve or damage the organisationôs 

reputation. 
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This research focuses on stakeholders, who are in this case the online Facebook 

followers and the risk they might pose regarding online engagement and an 

organisationôs reputation by interaction and having online conversations about 

certain topics. Although all the other stakeholders also play a role in the world of 

Solidarity, they will not be included in this study. 

 
The abovementioned stakeholder model merely provides a broad overview of the 

stakeholders involved. The next section will focus on the engagement of the online 

stakeholders which may consist of any person - from a member to a supplier - and 

who contributes to developing or forming the reputation of the organisation. 

 
According to Johansen (2010), stakeholder dialogue is an important element of 

strategic communication. Strategic dialogue is defined as the purposeful use of two-

way communication by an organisation to fulfil its mission. 

 
Romenti (2010) states that by adopting a two-way symmetrical approach to 

communication means considering stakeholders as partners in the reputation 

development process, rather than judges of organisational performance. Engaging 

stakeholders in the reputation process, allow organisations to develop their ability 

to deliver value to their stakeholders more efficiently and consequently to enhance 

their ability to satisfy the needs of multiple categories of stakeholders. This may also 

pose a risk and should be managed, because a fixed script for social media 

interaction does not exist and some stakeholders may not be adequately 

knowledgeable and equipped to speak on behalf of the organisation. 

5.9 CONCLUDING REMARKS 

Stakeholder engagement has become important over the past few years, the reason 

being that people do not listen to organisations alone anymore; they listen to each 

other as well. Social media made this engagement process possible, but managers 

also find that this is something they too should take into consideration apart from 

profit in business. 

In considering Freemanôs stakeholder theory, Solidarity attempts to understand its 

stakeholders and responds on social networking sites if any questions or enquires 

occur. 
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Solidarity must build relationships with its stakeholders and this happens when the 

social networking sites become two-way communication. Dialogue is more effective 

than monologue. Through dialogue, a better understanding can be developed and 

the risk can be managed more effectively.  

 
To converse with stakeholders and build relationships, any organisation ought to 

have a strong online presence on the website and on SNS. The next chapter delves 

into social media and its role in reputation management. 
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6. CHAPTER 6: SOCIAL MEDIA IN ONLINE REPUTATION 
MANAGEMENT 

6.1 INTRODUCTION 

According to Carroll (2013), the organisationôs online reputation is its reputation. 

Organisations could engage and inform stakeholders (Floreddu, 2014), who have 

the ability to create and share content online almost instantaneously through the 

use of social media (Carroll, 2013). Foster (2005) and Thomas (2011) confirm that 

the essential building-block of stakeholder relationships is communication. Thomas 

(2011) further states that social media does not change the fundamentals of the 

relationship between the organisation and the stakeholder; it rather provides a 

channel to extend those relationships far beyond what is possible in the physical 

realm. Solidarityôs social platforms contains more than content; there is a visible 

relationship between the organisation and its stakeholders, which is seen by 

constant online conversations between the stakeholders and the organisation. 

Ponte (2015) points out that social media is changing the communication strategies 

of organisations because they facilitate a more dynamic and interactive way to 

communicate, which leads to improved stakeholder engagement. 

 
Past studies claiming that social media replaced traditional public relations are 

utilised to determine whether social media public relations contributed to the 

reputation of an organisation. Aula (2010) states that social media is characterised 

by interactivity ï participants freely send, receive and process content for use by 

others. 

 
According to Doorley (2015), social media allows people to connect with 

organisations and with each other in ways that were not possible before. 

Organisations, like Solidarity, use social media platforms to interact with their 

stakeholders by establishing two-way communication. This communication protocol 

allows them to achieve greater stakeholder engagement and loyalty and provide a 

better image of the organisation, which ultimately leads to improvement of their 

online reputation (Ponte, 2015).  

 
Jones (2015) states that the power and effect of these social networking sites create 

opportunities as well as threats, depending on the approach and here the social 
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media managerôs task is to determine the type of communication strategy. The 

outcome will be determined by how well the organisation engages with the 

stakeholders through conversations; it is all about engaging stakeholders in online 

conversations. According to Solidarityôs social media strategy, social media is 

always at the centre of all campaign plans. According to the organisationôs strategy, 

social media is the sphere around which all the other communication activities 

revolve. All the leads flow from the social media platforms to the website and all the 

converstations take place on these platforms. 

 
In general, Facebook is the most widely used social media platform by organisations 

and is also the case with Solidarity. 

6.2 SOCIAL MEDIA: A CONTEXTUAL DEFINITION 

According to Drucker et al. (2013) and Kietzmann et al. (2011), social media is a 

mobile and web-based service which allows individuals or organisations to construct 

a public or semi-public profile within a bounded system, and to create interactive 

platforms on which individuals and communities share a connection and view, 

traverse their list of connections and those made by others within the system, and 

where they co-create and modify user-generated content. 

 
According to Ponte (2015) and Alberghini (2014), social media comprises Web 2.0 

tools, which organisations can use to interact with their stakeholders for 

engagement and relationship building. Social media allows real-time, multimedia, 

efficient communication at low cost through a variety of global platforms, such as 

Facebook. All these practical applications facilitate interactive information sharing, 

interoperability, user-centred design and collaboration on the worldwide web. 

 
According to Cohen (2012), social media is any form of communication that allows 

many members of a community to interact freely with each other to share 

observations, opinions and other nonsensical contents. 

 
Wang (2016) defines social media in terms of functional building blocks: identity, 

conversations, sharing, presence, relationships, reputation and groups.  
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Social media can thus be regarded as an online tool that can be used by 

organisations and stakeholders to engage with one another and to build 

relationships. Through these dialogues, organisations can determine the reactions, 

opinions, views and general feeling of the stakeholders and the stakeholders can 

take note of the organisationôs views, which is also good for conversations and 

interaction. 

 
For the purpose of this research, Facebook was used merely because it is so widely 

used and provide a platform for dialogues.  

6.3 HISTORY OF FACEBOOK 

Croft (2007) and Phillips (2007) wrote short histories of Facebook. According to 

Croft (2007) and Phillips (2007), the whole Facebook started in February 2004. Mark 

Zuckerberg, with the help of Andrew McCollum and Eduardo Saverin, launched a 

website that would change online social interaction forever. ñThe Facebookò started 

on the campus of Harvard University. Within 24 hours of going live, The Facebook 

was a community of 1200 Harvard University students. The Facebook buzz grew 

on the Harvard campus and within weeks, students from Stanford and Yale wanted 

in. The network was extended and by April 2004, The Facebook was available on 

all Ivy League servers. In May 2004, only four months after The Facebook was born, 

Mark dropped out of Harvard and moved to Silicon Valley with McCollum and Dustin 

Moskovitz. In September 2004, they secured venture capital from PayPal founder 

Peter Thiel. The $500,000 investment was a start. Seeing the potential value in The 

Facebook, Jim Breyer and Accel Partners ponied up $12.7 million to assist 

Zuckerberg in the expansion of his virtual empire. By October 2004, Zuckerberg had 

the money, the workers, and the institutional backing to go global. The network 

opened, and within months anyone with a valid institutional email address from over 

30 000 organisations across the planet were eligible for membership, including high 

school students, government employees and the corporate community. In 

September 2006, Facebook expanded once again. Now anyone with a valid email 

address could sign up and populate their profile with their statistics, and sign up 

they did. In fact, between May 2006 and May 2007 Facebook traffic grew by an 

astonishing 89%. Facebook remained a closed network until May 2007, when 

Zuckerberg announced that Facebook was to become the ñsocial operating system 
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for the Internet.ò Up until that time, the Facebook platform was for Facebook alone, 

but now, users could integrate all their internet activities into their single Facebook 

profile. Today Facebook forms a big part of any organisationôs communication 

strategy with 500 billion people active on this platform. 

INTRODUCTION TO FACEBOOK 

According to Yang and Brown (2012), Facebook operates somewhat like a personal 

website, but within a defined community of users and with functions that allow users 

to locate and interact with each other. On their Facebook page, users can provide 

information about themselves, post pictures, list the electronic groups to which they 

belong, and record comments about their feelings or activities for others to see. 

They can also write messages to Facebook friends, post something on a friendôs 

Facebook page, or óótagôô a friend in a photo. Access to this information is restricted 

to other Facebook members and can be restricted further by users to only their 

Facebook friends or a specified portion of their friend list. Friend lists extend well 

beyond studentsô own college campuses, including, of course, individuals known 

from the personôs home town before college. Larger organisations also started using 

this platform in 2008 and today thousands of organisations are talking to their 

stakeholders online. 

6.4 IINTRINSIC AND EXTRINSIC MOTIVATIONS FOR THE USE OF 
FACEBOOK 

To understand the impact of a medium, it is necessary to consider usersô motives. 

Yang and Brown (2012) mentioned two frequently objectives of Facebook. It is used 

to nurture or maintain existing relationships and seeking new ones, although it is 

not always clear whether the new affiliations being sought involve exclusively online 

relationships or associations that could involve offline interaction as well. Other 

motives which have been sporadically reported, include enhancing reputation, 

avoiding loneliness, keeping tabs on other people, and entertainment. To date, 

studies have not converged on a comprehensive list of the major motives underlying 

college studentsô use of Facebook, nor have researchers explored how motives 

influence associations between Facebook activities and college studentsô social 

adjustment. Although studies in other research fields have shown that motives for 

doing an activity moderate the association between psychosocial outcomes and 
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participation in the activity (for example Hussong et al., 2005). No study on the use 

of social networking sites has tested this moderator model by examining whether 

the influence of use varies as a function of usersô motives. 

6.5 SOCIAL MEDIA AND PUBLIC RELATIONS  

According to Coombs (2012), the Excellence Theory began its life as the four Public 

Relations Models from Grunig and Hunt, and was designed to explain the evolution 

and practice of modern day public relations. The two-way symmetrical model of 

public relations evolved into the symmetrical worldview and eventually the 

Excellence Theory. What is of interest is how the Excellence Theory has changed 

in relationship to the three concepts central to critical public relations: persuasion, 

power and activism. Any organisation wants to persuade its stakeholders towards 

more positive opinions and views. This model indicates how the organisation and 

the stakeholders can through; public relations make the organisation stronger by 

effective messages and by managing conversations. 

 
According to Skinner (2007), communication is central to the practice of public 

relations with the general aim of establishing understanding, but specifically to 

persuade, inform, to influence attitudes and to bring about action. Social media is 

used as a public relations tool that should concentrate on strengthening corporate 

reputation instead of building image, which represents only an organisationôs 

outward appearance (Romenti, 2010).  

 
According to Curtis et al. (2009), social media offers numerous opportunities for 

public relations practitioners to interact with the public while adopting new forms of 

technology and integrating them into their everyday lives. Like Thomas (2011) 

stated, you do not write a press release, and hope someone sees it and writes a 

good story. 

6.5.1 The value of word-of-mouth to public relations 

According to Arenas-Gaitan (2013), if during the last decade, the internet has been 

the cornerstone of marketing relationship, Web 2.0 and social networking sites 

(SNS) now also form an essential part of the picture. New technologies have revived 

an old marketing subject; i.e. word-of-mouth (WOM) communication. The 

development of the internet and SNS means that users can share tips, reviews and 
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recommendations in a new virtual environment, leading to an emerging type of 

communication, called óelectronic word-of-mouthô. 

 
Social networking sites (SNS) have become one of the most popular social 

communication channels and the effect of eWOM communication using Web 2.0 is 

an increasing phenomenon. SNS has transformed the way users interact with each 

other. EWOM has become particularly important because of its Web 2.0 and online 

social network application. EWOM can overcome the traditional limitations of 

traditional óword-of-mouthô. An organisationôs stakeholders are their brandôs 

storytellers (Booth, 2011), which must be leveraged and cultivated as part of the 

organisationôs social media strategy. Recognising who your storytellers are and 

engaging them in your brandôs discussion can shape and protect a brandôs 

reputation and they will spread the word. Organisations need an online óarmyô to 

spread the word and to counter the negative comments on social networks. 

6.6 SOCIAL MEDIA CONTENT AND CONVERSATIONS IN CORPORATE 
COMMUNICATION AND STAKEHOLDER ENGAGEMENT 

According to Skinner (2007), communication is defined as a transactional process 

of exchanging messages and negotiating meaning to establish and maintain 

relationships. The visibility afforded by the internet magnifies the impact corporate 

actions and messages, regardless of their intended purpose. Bishop (2006) states 

that the corporate communication professional typically launches into the following 

thought process: With whom should we communicate? What should we say? 

Through what channels? Moreover, especially if the organisation practices two-way 

symmetrical communication: When and how can we elicit and incorporate 

stakeholder views? These considerations reflect the components of basic 

communication theory, which is the circular loop of communicator, message, 

channel, recipient and feedback.  

 
According to Drucker (2013), all media of communication ï even those prior to the 

internet ï are and have been social. No medium is óaô- or ónoneô-social. All forms of 

media bridge and connect, but the social nature of a medium can be, and is limited 

by number and context. Three influential factors have shaped and delineated the 

social medium milieu: convergence, community and globalisation. 
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Just as some relayed information can positively affect firm reputation, so can poorly 

planned comments be detrimental (Floreddu, 2014). As stated in the previous 

chapter, online reputation management is the task of monitoring and of rectifying 

undesirable or negative mentions on the web (Portmann, 2015).  

6.6.1 Social media content 

McLuhan (1962) states that content of any medium is always another medium. 

According to Hanafizadeh and Yarmohammadi (2015), in the information economy 

era, a progressive society experiences steady growth, not only in expenditure for 

technology, but also in production of high quality content. Hanafizadeh and 

Yarmohammadi (2015) state that content is a general term, which is used differently 

depending on prevailing contexts. Individuals communicate with each other through 

their speech, writing, and other intellectual productions, which can all be considered 

as types of content (Hanafizadeh and Yarmohammadi, 2015). 

 
Mutula (2010) considers content as a cerebral or an intellectual process, other 

research points to its properties. Beasly (2013) describes content as a purposeful, 

accessible, and understandable artifact. There is also an approach viewing content 

as a means of value creation. Such a view considers content as a means of 

producing value for the target audience. Ballentyne (2002) approaches content as 

a type of product and process (procedure). Mutula (2010) considers these content 

types to be an output of an intellectual process. 

 
According to Hanafizadeh and Yarmohammadi (2015), there are various 

manifestations of content in organisations. Some scholars consider content as 

registered knowledge or information. Other scholars believe that if data, information, 

or knowledge is not in a digital format, then it cannot be considered as content. 

 
Hanafizadeh and Yarmohammadi (2015) refer to Siemens (2003), who only views 

electronic journals, pictures, movies, websites and online databases, emails, online 

news, software, and animations as content and state that others refer to content in 

its general sense, for example ñthe things that are held or included in somethingò of 

ñstuff on your site.ò Hanafizadeh and Yarmohammadi (2015) further state that there 

is not a difference between content and media, for example; computers, mobile 

phones, websites, blogs, social networks, electronic files, email, digital libraries, TV, 
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radio, newspaper, et cetera are sometimes mistakenly referred to as content. 

Certainly, content is different from media (Mutula, 2010). Overall, there is no clear 

consensus on the definition of content and different studies view it from their own 

perspective. 

 

 

 

 
 

Figure 6.1: Triple Cs in integrated definition of content 

 
Hanafizadeh and Yarmohammadi (2015) conclude that (1) cerebral processing of 

products and services carried out by senders and receivers, (2) conduiteesô needs 

certain specifications, and (3) conduits all play an important role to produce content 

and generate value (see Figure 6.1). Accordingly, Hanafizadeh and Yarmohammadi 

conceptualise content as an outcome of human-based cerebral processing of 

procedures, services, and products, which are accessible through a particular 

conduit for the purpose of value co-creation by conduitees. 

 
To persuade an audience through content, a relationship with the stakeholders 

should first be established. By following Smithôs (2011) nine steps to significantly 

growing a business through building and maintaining relationships, the important 

part is to turn these fans, friends, and followers into paying customers. 
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The nine steps include: 

 
1. Create a solid foundation with the right culture 

2. Review your relationships and chart your contact circles 

3. Asses and improve your online presence 

4. Build your network and become a center of influence 

5. Become an authority through quality content 

6. Turn fans, friends and followers into paying customers 

7. Go offline to optimise your online marketing 

8. Protect yourself from the dark side of the new web 

9. Implement advanced relationship marketing techniques 

 
One certainty is that online content is created to persuade an audience. According 

to Cairncross (2002), organisations learn to fit the internet into their relationships 

with their members or followers and they quickly notice that easy interactivity and 

information collection allow them to provide an appearance of personal touch. This 

leads to persuasion by using the technology and communication content to the best 

extent. 

 
Persuasion, according to Manning (2012), is about convincing stakeholders through 

arguments, while influencing stakeholders is about getting them to do things that 

they would otherwise not do. Berkovsky (2012) states that persuasive technologies 

attempt to shape, reinforce, change behaviours, feelings or thoughts about an issue 

object or action. Software updates help to achieve these goals regarding computer-

human dialogue and thus, persuasion enhances personalisation. Feedback from 

the users helps to personalise the system. 

 
Yamakami (2013) proposes a framework in his study, called Mass Interpersonal 

Persuasion Marketing (MIPM), which is a new marketing framework and fits into this 

era of internet and social networking services. He states that persuasion is the fourth 

part of computing following the three stages of functionality, entertainment and 

usability. 

 
One remarkable change in the last five years has been technology-augmented 

social persuasion, leveraged by the wide acceptance of social networking services 
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like LinkedIn, Facebook and Twitter. LinkedIn is a business- and employment-

oriented social networking service that operates via websites and mobile apps and 

Twitter is an online news and social networking service where users post and 

interact with messages, called "tweets. The advances in social networking services 

make it possible for individuals to change their attitudes and behaviours on a mass 

scale (Yamakami, 2013). 

 
Merilainen (2011) states that nowadays, agenda setting may be regarded as a 

precondition to be heard in society. The information on Facebook and Twitter is 

presented in short messages, strengthening the relevance of the issues, while 

triggering the curiosity of people to learn more. Social media is used to encourage 

or persuade people to learn more. 

 
The community nature of social media allows organisations to create and engage 

in content building. Through this two-way sharing and engagement, organisations 

and their stakeholders co-create corporate reputation. 

 
Content is the origin of communication, and it can be considered a major source of 

development within an information society. Therefore, it is important to have a clear 

picture of the nature of content and its constituents. 

6.6.2 Social media conversations  

Koudenburg, Postmes and Gordijn (2016) point out that a good conversation 

comprises more than the exchange of information. According to Lipinski-Harten and 

Tafarodi (2012), popular instant messaging clients such as Windows Live 

Messenger (formerly MSN Messenger) and Blackberry Messenger have made text 

messaging and online chat (OC) a daily practice for millions of worldwide users. 

Floreddu (2014) indicates that social media has ushered many ways in which an 

organisation can communicate with its stakeholders. Conversations are a form of 

dialogue characterised by the exploration, examination, and reconsideration of 

individualsô reasoning, assumptions, and perspectives. When done well, such 

conversations allow participants to construct meaning, transform knowledge, and 

create collective wisdom on the challenges they face (Hartung & Wilson, 2016). 
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Lipinski-Harten and Tafarodi (2012) further state that OC relies on written text. 

However, in the case of telephone and face-to-face (FTF) conversations, they are 

synchronous, occurring in real time and allowing users to anticipate immediate 

responses from one another. On the other hand, OC synchronicity is lessened 

somewhat by the short delays required to type out and transmit replies. The 

absence of visual and auditory information (facial expression, posture, tone of voice, 

etc.) results in an exclusive focus on textual content. OC may also provide a safer 

and more comfortable environment for finding social support and engaging in 

interpersonal exploration. 

 
Indeed, previous research has identified OC as an optimal environment for intimate 

self-disclosure where strangers feel emboldened to disclose highly personal details 

during first encounters. The greater control, protection, and relative freedom from 

social cost, which OC provides, would be most attractive to those who feel 

intimidated or anxious about the self-presentational and evaluative demands of FTF 

encounters. 

 
Koudenburg, Postmes and Gordijn (2016) note that the frequency and content of 

social interactions play a crucial role in establishing good social relations as well as 

shared understandings of reality. Social interaction plays a role in maintaining and 

developing a sense of weô-ness where people can induce a sense of social unity 

and shared identity through the bottom-up process of exchanging particular 

individual viewpoints. 

 
Given the increasing presence of complex and adaptive challenges, many 

organisations face the need to better understand the mechanisms and outcomes of 

conversations and that management thereof is important. For this reason, it is 

important to point out how simple it really is. 

 
The techniques around managing conversations are simple and straightforward and 

can be developed to high degrees of sophistication and can contain rich 

interpretation and insight for those motivated to work with them (Bolton, 1998). 

 

http://journals.sagepub.com.uplib.idm.oclc.org/author/Lipinski-Harten%2C+Maciek
http://journals.sagepub.com.uplib.idm.oclc.org/author/Tafarodi%2C+Romin+W
http://journals.sagepub.com.uplib.idm.oclc.org/author/Koudenburg%2C+Namkje
http://journals.sagepub.com.uplib.idm.oclc.org/author/Postmes%2C+Tom
http://journals.sagepub.com.uplib.idm.oclc.org/author/Gordijn%2C+Ernestine+H


 

100 

 

Figure 6.2: Conversational practices (Bolton, 1998) 

 
Bolton (1998) identified four conventional practices for breakthrough results. His 

research was based on conversations leaders have with groups to engage and 

shape the the groups, guide the change process and serve as an entry point to a 

more comprehensive use of dialogue. These practices provide hard-pressed, 

action-oriented, and outcome-focused managers with a way to manage 

conversations in the context of open-ended, less tightly planned, but ultimately more 

transforming ways of achieving change. 

 
Bolton (1998) articulates that the key to achieving engagement from stakeholders 

is to manage and follow a sequence of conversational steps of which the first step 

is to learn to listen. Listening should take place to find possibilities, to listen without 

judging, and to find ideas, commonalities, emotions, beliefs, causes and direction. 

 
As illustrated in Figure 6.2 above, Boltonôs conversational practices include the 

following: 

¶ Conversation for relatedness 

Bolton (1998) describes conversations for relatedness as identifying and building 

shared commitment and ensuring everybody is mentally in the same place. Most 

important is to find out what people are currently committed to regarding the issue, 

purpose, or objective. A commitment means a deeply held belief, an expectation 

about what should happen, or an explicit aim or purpose located in the future. Failing 

to openly discuss and acknowledge peopleôs current commitments means that they 

will emerge at a later stage and possibly undermine the progress made. 
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A conversation for relatedness will often lead to a clear commitment to producing 

something that the stakeholders do not have the faintest idea of how they will go 

about to achieve it.  

¶ Conversations for possibility 

Bolton (1998) regards these conversations as ideas but not in the sense of 

incremental change. A conversation for possibility is about standing in the future 

and imagining what things could be like. When an organisation engages in a 

conversation for shaping the future, they imagine a tomorrow, which genuinely 

influences business results. 

¶ Conversations for opportunity 

Bolton (1998) views this conversation as one where the possibilities are tested 

against key criteria and requires the statement of the conditions for satisfaction. This 

step involves testing the possibilities and ideas developed in the conversation for 

shaping the future against key criteria, including: 

 

¶ the original stand; 

¶ the feasibility of implementing the new ideas;  

¶ the things that need to be in place to reach the stretch targets; 

¶ initial plans for the early stages of the breakthrough journey and outline plans for 

the whole journey; and 

¶ the projected return on investment. 

 
Once again, this conversation is most effective when the previous conversations 

have been thoroughly explored and when participants: 

 

¶ listen generously and explore each othersô points of view; 

¶ bring to the surface and challenge their assumptions; 

¶ constantly revert to and check their original commitments and stands; 

¶ are focused on the outcomes sought; and 

¶ try not to recreate the past. 
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¶ Conversation for action 

Bolton (1998) points out how critical a conversation for action is and this type of 

conversation falls into two categories, namely: requests directed at people and 

promises made to people.  

 
Although this process seems simple and straightforward, nearly always, people fail 

to follow up because they have not rigorously handled conversations for action. This 

oversight often occurs because the stakeholders suffer or the organisation suffers 

from a lack of commitment, honesty, or trust. 

 
This conversational discipline brings clarity to the ósomethingô, as well as a genuine 

commitment to taking it forward.  

 

 

Figure 6.3: Distinguishing the past, present and future of conversations Bolton (1998) 

 
According to Booth (2011), before any engagement in social media commences, 

organisations generely develop a strategy to align the engagement with their 

communication objectives to stimulate engaging conversation that allows people to 

change perception, diagnose expectations and bring clarity to dialogue. Social 

media is about enabling conversations among an audience or in a market. It is about 

building relationships and enabling conversations. Organisations cannot control the 

conversations, but they can influence them. Influence is the foundation on which all 

economically viable relationships are built. It is vital for an organisation to listen to 

what is being said about it, albeit negative (Portmann, 2014). Listening allows the 
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opportunity to act and resolve problems or deal with virulent information, both of 

which can negatively affect an organisationôs brand, image and reputation. 

 
These dialogues are conceived as a conceptual evolution of symmetrical 

communication as it is based on two-way communication and interactive 

relationships (Romenti et al., 2014). Consensus building-based dialogue aims at 

creating agreement among multiple subjects and at developing relationships based 

on shared organisational values and awareness of strong interdependence among 

actors involved. 

 
Booth (2011) further explains that organisations must listen and monitor what is 

being said throughout the many channels of the social media web. 

 
Romenti et al. (2014) identified two main dimensions describing online dialogue 

processes, i.e conversations, orientation and approach. These dimensions can 

pinpoint different logics of using dialogue in social media versus other channels of 

communication. 

 
 

 

 

 

Figure 6.4: Four online dialogue strategies (Romenti & Murtarelli, 2014) 

¶ Concertative dialogue strategy 

The goal of a dialogue consists of sharing settings to facilitate consensus-building, 

as well as the agreement among participants concerning a specific strategy, 

practice or organisational behaviour. To create agreement among multiple subjects 

and to develop relationships based on a shared mission, organisational messages 

are oriented at creating convergent opinions and points-of-view. As an example, at 

Solidarity, the clear bigger picture of the #LetsBuild campaign was communicated 

to all stakeholders by sharing the mission and vision, and ultimate goal of the 

campaign. See description of campaign in chapter 9. 
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¶ Transformative dialogue strategy 

Organisations should stimulate the self-expression of participants and provide 

participants the opportunity to express and share their personal thoughts and 

feelings. As per our abovementioned example, the stakeholders were requested 

during the #LetsBuild campaign to join in conversations regarding the themes of 

each week. 

¶ Framing dialogue strategy 

This strategy involves the selection of salience of specific facets of reality that are 

communicated through texts. Within the online environment, organisations 

participate in dialogue to state their positions and to move participantôs attention 

towards desired content and messages; organisations act as agenda builders. In 

this case, Solidarity positioned its campaign directly opposite the #FeesMustFall 

campaign. 

¶ Generative dialogue strategy 

This strategy is a form of communication in which opinions are exchanged among 

participants who are committed to respect other perspectives. By using this 

strategy, the organisation recognises the existence of different perspectives and 

points-of-view.  

6.7 SOCIAL MEDIA AND ITS INFLUENCE ON REPUTATION 
MANAGEMENT 

Reputation and reputation management have attracted a great deal of attention 

among organisations (Aula, 2010). An area of recent growing interest in reputation 

research is new communication technology, especially the internet and its 

relationship to communications and stakeholder relationship. 

 
According to Floreddu (2014), corporate reputation on the social web is built via 

collaboration between an organisation and its stakeholders. The increasing use of 

social media determines that corporate reputation is influenced not by what the 

organisation does or says alone, but by how internet users perceive their actions. 

 
Firstly, social media is not just a channel for distributing corporate communications; 

social media is an arena for participation in which organisations interact with the 
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public. These interactions create impressions that are important for each 

organisation. Secondly, strategic reputation management should concentrate on 

ethics rather that pursuing short-term interests. In social media, there should be a 

clear line between how to behave in order to live up to expectations and how to 

communicate business goals. Thirdly, social media can present a collective truth. 

Users create and search for information, gain knowledge and make interpretations 

based on communication about an organisation. Once stakeholders have built a 

picture, they share it with others and the subjective truth turns into a collective truth 

about what an organisation is and what it should be. If undesirable opinions about 

an organisation go unchecked or unanswered, the situation becomes difficult to 

correct. For this reason, reputation management should begin before, and not after, 

reputation crises. If an organisationôs relationship to social media is restricted to 

communicating only a unilateral truth, the organisation loses many opportunities to 

act and communicate (Aula, 2010). 

6.7.1 Stakeholder trust 

Papworthôs (2008) reputation management cycle links trust and reputation closely 

together where reputation is actively managed and trust passively managed. 

 

 

Figure 6.5: Reputation management cycles (Papworth, 2008) 
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Carroll (2013) views trust as a set of expectations shared by all those involved in an 

exchange and as one partyôs level of confidence in and willingness to open oneself 

to the other party. To build a corporate reputation through social media, 

organisations and their stakeholders need to trust each other. BrØnn (2007) 

describes the heart of any business relationship as trust and commitment to a 

business by its stakeholders. 

 
Doorley and Garcia (2007) mention that reputation is the sum of all images and 

equal performance, behaviour, and communication. The latter includes the image 

the public has of the organisation and the brand of the organisation. It is therefore 

no wonder that corporate reputation has jumped in the risk priority rankings in recent 

years and today is considered the órisk of all risksô by senior executives. By 

promoting staff loyalty, reputation can be a major asset to an organisation, but is 

also a highly vulnerable one (King, 2013). 

 
Gray & Balmer (1999) indicate that the corporate identity is the reality and 

uniqueness of an organisation that is integrally related to its external and internal 

image and reputation through corporate communication. This corporate 

communication encapsulated by platforms, such as social media, is the process 

through which the public perceives the organisationôs identity and image and how 

reputation is formed. Blomback (2011) indicates that corporate brand identity 

materialises through, although not limited to, the corporate name, market offering, 

logotypes, slogans, employee behaviour and different forms of planned 

communication. 

 
It is always best to manage reputation, and it can be done through social media 

(Doorley & Garcia, 2007). Social media networks have become important ways to 

map and represent the relationships and connections among groups and 

employees of organisations (Alberghini, 2014).  

 
According to Byrd (2012), ten years ago it would not have been possible to engage 

stakeholders at the same level social networking now allow organisations to do. It 

has changed the way organisations do business. It diminishes the control 

organisations have on their corporate reputation as stakeholders are now 

influencing the rules of reputation management (Carroll, 2012). Stakeholders are 



 

107 

trusting organisations less and they are relying more on other stakeholders, thereby 

demonstrating the importance of managing corporate reputation on social media 

networks (Carroll, 2013). EWOM have a big impact on organisations as brand 

perceptions and purchasing decisions are often traded by customers online. 

 
It is important for organisations to establish and maintain trust because in turn, it 

affects corporate reputation and ultimately stakeholder decisions such as 

recommending the organisation or using its services and buying its products 

(Carroll, 2013). 

 
Social media provides organisations another platform for building trust. Allowing 

stakeholders to comment on Facebook, Twitter and other SNS platforms not only 

provides companies with information, but also garner trust. Engagement on social 

media sites and transparent communication can instil trust further. 

6.7.2 Stakeholder trust: Disclosure and transparency 

When there is a lack of trust in a relationship, disclosure is needed to repair it 

(Carroll, 2013). Organisations must engage in creating dialogue with various 

stakeholders while communicating transparently and authentically to build their 

corporate reputation. Reputation (Aula, 2010) should be comprehended as 

interpretations among stakeholders; their stories, anecdotes, and other discursive 

elements about the organisation. 

 
Romenti et al. (2012), describe social media as an ideal environment for creating 

and nurturing dialogic processes, and promoting symmetrical communication with 

and among stakeholders who seek out detailed information and support in the 

online environment. An organisationôs environment should be regarded as a 

communicative environment for meaning in which images, symbols, stories, myths 

and rumours both fabricate and challenge the organisationôs reputation (Aula, 

2010). 

 
Important elements of transparency include: (1) being truthful, substantial or useful; 

(2) having participation of stakeholders; and (3) being objective, balanced and 

accountable (Carroll, 2013). 
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According to Dekay (2012), social media and public relations specialists have 

admonished corporate sponsors of Facebook to analyse fan comments with 

considerable care. Although the individuals permitted to contribute to an 

organisationsô wall are friends of the organisation, some persons become fans 

merely to post comments of a negative nature. In addition, legitimate fans may write 

comments that are critical of an organisationôd products or services. Appropriate 

responses are intended to foster good public relations by assuring stakeholders that 

their voices are being heard, their complaints are taken seriously, and problems are 

being addressed (Dekay, 2012). Unfavourable comments must not be ignored, 

because this clearly demonstrates a lack of corporate concern for the opinions of 

current and future clients.  

6.7.3 Stakeholder engagement 

In the modern world, stakeholder satisfaction is the accumulated experience they 

have. Stakeholder satisfaction is influenced by two factors: expectations (looking at 

the reputation, image and brand) and experience (Andreassen, 1994).  

 
In communication management, organisations use communication to communicate, 

build and nurture relationships with stakeholders. Organisations build and maintain 

relationships via the internet by two-way communication and through organisational 

information. Organisations can communicate directly to key publics (Haigh et al., 

2012). Because of the digital era we live in, people tend to follow people and 

organisations on Facebook to express their point of view or support their opinion. 

 
Organisations that allow stakeholders on social media platforms to express their 

thoughts and ideas can enhance further engagement, which is defined as the 

behavioural manifestation of a customer toward an organisation ï one that extends 

beyond purchase behaviour (Floreddu, 2014). Engagement means that someone 

has taken a step beyond just viewing and includes activities like rating a video, 

commenting on Facebook or a blog, retweet a tweet and participating in a 

conversation on Facebook (Carroll, 2013). 

 
According to Dekay (2012), 84% of the 200 fastest growing organisations in the 

USA maintain a Facebook presence. It is especially attractive because 

organisations are permitted to develop applications that link their Facebook site to 
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the organisationôs official website, the same with Solidarity. Interaction is made 

possible by the ñwallò to comment on these entries, individuals must become a 

follower of the page. In this manner dialogue and engagement takes place. 

 
Stakeholders are the individuals broadcasting personal and second-hand stories to 

organisations social networks and the world. They are the brandôs storytellers and 

the new brand ambassadors. The ownership of the brand and its reputation has 

always belonged to the consumer. The fundamentals in the development of 

corporate communication plans and campaigns remain the same in social media as 

they do in public relations (Booth, 2011). The emergence of social media platforms 

facilitates consumer-to-consumer communication and accelerates communication 

especially between unknown consumers (Bruhn, 2012). This allows, specifically 

NPOs, to have a hundred or more personal ambassadors in the outside world 

branding the organisation. 

 
New technologies have revived an old marketing concept: word-of-mouth 

communication. The development of the internet means that its users can share 

tips, reviews, recommendations in a new virtual environment, leading to an 

emerging type of communication called electronic word-of-mouth (EWOM) (Gaiten, 

2013). 

 
Building relationships with stakeholders is not an end in itself. It is a proven way to 

build reliable and sustainable funnels of leads. Leads that come from social media 

may look a bit different on the front end, but on the back end, they are all the same 

(Thomas, 2011). Leads are supposed to become sales, but in a non-profit term, 

members. 

 
Today, public relations have moved from seeing itself as managing communication 

between an organisation and its stakeholders to, among other things, building 

positive relationships with the organisationôs stakeholders (Bronn, 2007). 

 
Carroll (2013) states that organisations communicate certain ñpersonality traitsò on 

their websites, whether intentional or unintentional. These personality traits are 

demonstrated more so on social media sites, which allow organisations to engage 

in one-on-one conversations with stakeholders. 
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Carrol (2013) notes that organisations can disseminate information quickly to a 

broad specialised audience by using social media, allowing interaction with 

stakeholders at a level higher than ever before, engaging communities, building 

trust and ultimately increasing profits. 

6.8 SOCIAL MEDIA IN CRISIS COMMUNICATION. 

 

According to Romenti (2014), crisis communication research has been increasingly 

concerned with the relevance of Web 2.0-based channels to monitor crisis issues, 

present crisis responses, and cultivate critical relationships. According to Coombs 

(2011), social media is an ideal environment for creating and nurturing dialogue 

processes, and for promoting symmetrical communication with and among 

stakeholders who seek out detailed information and support in the online 

environment. Contemporary public relations practice, and specifically crisis 

communications, is being challenged by the emergence of social media (Wang, 

2016). 

 
Press releases, press conferences, corporate speeches and corporate 

communication on websites about an organisationôs own position, vis-à-vis a crisis, 

do not necessarily imply interaction or discussion with stakeholders. Because of the 

limited interaction between stakeholders and organisations, these communication 

approaches are considered monological crises communications (Romenti et al., 

2014). Managing crises means being able to understand the environment for any 

possible problems it may contain. Social media have gained great relevance as a 

tool for communication and crisis management because organisations can monitor 

stakeholderôs perceptions through an analysis of online conversations and act upon 

possible misunderstandings (Romenti et al., 2014). 

 
Warren (2013) states that monitoring the social web has become a strategy for firms 

to reach their stakeholders. Three ways of managing online reputation was 

identified, namely: measuring, monitoring and participating (Jones et al., 2015). 

These three elements will also be introduced in the online reputation management 

framework. Reputation risk (Aula, 2010) presents a threat to organisations in many 

ways. The loss of reputation affects competitiveness, local positioning, the trust and 
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loyalty of stakeholders, media relations and the legitimacy of operations, even the 

license to exist; a risk to be taken seriously. 

 
According to Pang et al. (2012), new media technology and the use of social media 

platforms have transformed how organisations communicate with stakeholders. 

According to Jones et al. (2015), social media gave birth to a new breed of 

óprofessional consumersô or óprosumersô and some of them can put businesses 

under increased scrutiny. 

 
Although this is the case, social media platforms are also double-edged swords for 

crisis management and social media is an effective crisis management tool. Carroll 

(2013) states that organisations need to be part of those conversations and through 

the engagement they may be able to successfully avoid crises and help manage 

corporate reputation. 

 
Thiessen (2011) specifies reputation as an important intangible asset and claims 

that a good reputation proves more resilient than a bad one, and that organisations 

with a good reputation are more likable. Reputation impacts perception, purchasing 

decisions, determines investor satisfaction and loyalty, and build trust. In fact, 

without public opinion, reputation cannot be constituted. Public scandals are a major 

threat to reputation. Barely a day goes by without some organisations facing 

assaults on their reputation and therefore it is clear that reputational crises are on 

the rise (Thiessen, 2015).  

 
Carroll (2013) identifies several ways corporate reputations can be attacked online: 

the simple lie, the half-truth, the manipulated photo, the breach of privacy, and 

harassment and hoaxes. But sometimes an organisation is attacked because they 

have done something to violate the trust of a stakeholder. When this occurs, many 

stakeholders take to social media platforms to air their frustration and seek a 

resolution. However, the social media can damage the organisationôs reputation 

after only one individualôs post goes viral. 

 
In situations where reputation is threatened, one aspect of crisis management gains 

great importance, i.e. communication (Thiessen, 2015). Internal communication in 
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a crisis enables an organisation to stem rumours, while external communication, 

through social channels, can result in favourable public perception.  

 
According to Wang (2016), the public considers the internet to be the most reliable 

source for news, especially ideal for generating timely communication, unique 

information and interactive conversations. Not only do individuals and organisations 

communicate differently during a crisis, but they are also perceived very differently; 

social media platforms and messages add to the challenges involved in maintaining 

the overall reputation of brands and organisations. 

 
According to Romenti et al. (2014), social media can have both facilitating and 

challenging roles during crisis situations. As facilitators, social media can improve 

organisation-public relationships, by providing up-to-date and detailed information 

concerning crises. The latter has a positive effect in terms of the credibility and 

transparency of organisational actions. Organisations are challenged because they 

lose control over communication sources, channels and activities. 

 
To have an impact on how stakeholders perceive organisations handling critical 

situations, organisations should also participate in online conversations and use the 

dialogic opportunities offered by social media. They should create and promote 

dialogue with their stakeholders through these channels when planning their crisis 

management and responses to stakeholdersô demands. 

 
Aula (2010) identified three types of reputation risk factors, namely: 

 

¶ risk is increased when the gap between an organisationôs reputation and its 

reality grows; 

¶ risk is increased by a change in the expectations of stakeholders; and 

¶ when an organisation is internally unable to react to changes in the environment, 

a highly important source of reputational risk is poor coordination of the decisions 

made by different business units and functions. 

 
Four strategies which organisations can employ during reputation management 

through social media (Aula, 2010):  
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Strategy Description 

Strategy of absence The organisation makes a choice not to 

proactively attend conversations and content 

production about the organisation. The flow is 

mainly unidirectional from an organisation to 

stakeholders.  

Strategy of presence Reputation management is based on 

conventional public relations, where an 

organisation aims to inform specific audiences via 

certain channels. Specific media, such as 

newspapers, are used to reach the intended 

audiences. The reputational communication is 

more of monologue than a dialogue. This strategy 

will only occur when one opinion is stated, with no 

further comments. 

Strategy of attendance The organisation takes part in social media 

conversations as a listener, but also to collect, 

share and consider information internally. This is 

the strategy that Solidarity uses on a daily basis. 

Strategy of omnipresence Organisations accept the blurred boundaries 

between privacy and publicity, and stakeholders 

and media. Reputation management follows the 

idea of ómultiloggingô compared to dialoguing. 

Interaction with the public is complex, overlapping 

and continuous.  

Table 6.1: Strategies that organisations can employ 

 

Romenti et al. (2014), developed a theoretical framework which crisis managers can 

use when deciding their crisis response strategies and their communicative 

approaches. The figure below exemplifies the different steps an organisation should 

consider when planning its crisis communication strategies. This framework will also 

be incorporated in die the online reputation framework. 
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Figure 6.6: The crisis communication strategic planning (Romenti et al., 2014) 

6.9 CONCLUDING REMARKS 

Any organisationôs online reputation is its reputation. Organisations now have the 

opportunity to inform and engage stakeholders online. SNS provides a channel for 

organisations to extend these relationships. Solidarityôs social platforms contain 

more than content - there is a definite relationship between the organisation and its 

stakeholders. 

 
Two important aspects in this chapter are social media content and social media 

conversations. The one allows the organisation to tell the audience something about 

the organisation and the second is the response to online comments. Solidarity 

creates huge amounts of content daily and have a team of public relations 

professionals to manage the conversations on social media. 

 
Solidarityôs brand and reputation is important to management and therefore they 

are vigilant when it comes to content and conversations; they take a lot of care of 

what is being said by others 

 
During the researcherôs masterôs degree, he developed an online reputation 

management framework, which has been tested during this research. The next 

chapter explains this proposed framework. 

Identification of crisis type

Identification of crisis responsibility

Choice of crisis response strategy

Choice of communication approach

Monological vs dialogical
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7. CHAPTER 7: ONLINE REPUTATION MANAGEMENT FRAMEWORK  

7.1 INTRODUCTION 

The proposed online reputation framework is based on the work of, Shannon and 

Weaver (1948), Berlo (1960), Schramm (1954) and Barnlund (1962), as well as 

Skinner (2009) and James Grunig (1984) and his colleagues. 

 
According to Skinner (2007), the most basic communication process comprises a 

triad: a communicator, a message and a recipient. These three aspects go hand in 

hand with closely related factors, such as code, medium, context, feedback and 

interference. Reputation management models include concepts like listening, 

engaging and analysing and include work from Yu (2001), Singh (2006), Schlosser 

(2003), Kamvar (2003), Aula, and Mantere (2008). 

 
This proposed online reputation management framework is thus a combination of 

traditional communication models and modern online reputation models. 

7.2 ONLINE REPUTATION MANAGEMENT FRAMEWORK DEFINED 

Considering all the contextual definitions formulated in previous chapters, the online 

reputation management framework can be defined as follows: 

 
An online framework that organisations can implement and use to create and 

communicate specific images of themselves to their internal and external 

stakeholders so that perceptions can be formed. It is a framework that allow 

organisations to say something about it itself, allow the media to say something 

about it, the organisations actions and the important part is to listen to what people 

say about the organisation on online platforms. 

 
The framework allows organisations to craft strategies which shape or influence the 

public perception of an organisation on the internet. It helps to drive stakeholder 

opinion about a business and its products and services. 

 

¶ Monitoring, listening to stakeholders as they have their own perceptions and by 

listening, they will become loyal, and a relationship will develop. 

¶ Promoting the organisationôs brand through online actions.  

¶ Suppressing or addressing risks and reputation risk management. 
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7.3 BACKGROUND FROM MASTERôS RESEARCH  

During the researcherôs masterôs degree in 2014 entitled ñThe use of social media 

for member recruitment in an NPO,ò a conceptual framework was developed. The 

dissertation determined that stakeholders became members of the NPO after they 

have been convinced by the online content of a certain campaign through 

Facebook. During the dissertation, it became clear that certain models form part of 

this process and that the reputation should be managed well after they became 

members. 

 
Following Drucker et al. (2013) and Kietzmann et al. (2011), social media was 

described as a mobile and web-based service, which allows individuals or 

organisations to construct a public or semi-public profile within a bounded system. 

Here, interactive platforms are created via which individuals and communities share 

a connection and view and traverse their list of connections, as well as those made 

by others within the system where they co-create and modify user-generated 

content. 

 
Social media came of age during 2012 with almost every individual and organisation 

in the connected world starting to engage with it in some shape or form. As we are 

amid an altogether new communication landscape (Kietzman, 2011) and have 

reached the end of the digital beginning, social media is not a novelty any longer 

and as such, there will be less room for mistakes as the competitors and tiny start-

ups become social media savvy (Holloman, 2013). Yamakami (2013) states that 

social networking services are quickly permeating everyday life. 

 
A study done by Wright and Hinson (2008) on the impact that social media has on 

public relations, found that these media were dramatically changing public relations 

and the way the latter is practiced. Social media not only allow public relations 

professionals to reach out and engage with their publics in conversation, but also 

provides an avenue to strengthen media relations. Curtis et al. (2008), state that it 

is beneficial for public relations professionals to understand how to use social media 

as they relate to their jobs, specifically professionals working for NPOs. 

 
Public relations professionals state that the use of social media made their job 

easier and that they reach a broader audience (Eyrich et al., 2008). Sixty-one 
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percent (61%) believe the emergence of social media have changed the way their 

organisations communicate, while 84% believe that social media have made 

communication more instantaneous because organisations are encouraged to 

respond more quickly to criticism (Wright and Hinson, 2008; Morris, 2012). 

 
The communication professional in a NPO typically launches into the following 

thought process: With whom should we communicate? What should we say? 

Through which channels? These considerations reflect the components of the basic 

communication theory, the circular loop of source, message, channel, recipient and 

feedback (Bishop, 2006). Regardless of the audience and the channels, the content 

is also of great value. It is especially of great value to NPOs to create and distribute 

effective and valuable content. 

 
Communication is central to the practice of public relations, with the general aim of 

establishing understanding, but specifically to persuade, to inform, to influence 

attitudes and to bring about action. The components of the communication process 

are people, messages, media, and feedback (Skinner, 2007). 

 
The model below was developed during the researcherôs master degree without the 

reputational component. The reputational component was added during the 

development of the framework during this thesis. It was done to illustrate that 

stakeholders can be convinced to join a cause, donate money or become members 

of the organisation through effective content. The reputational concept was added 

to illustrate that the reputation should be managed by listening to the online 

stakeholders. 
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Figure 7.1: The online reputation management framework (van den Heever, 2014) 

7.4 HOW THE PIECES OF THE FRAMEWORK FIT TOGETHER 

7.4.1 The organisation 

As mentioned in chapter two (see par. 2.2), any organisation has a certain 

reputation to maintain and protect. In the case of this thesis, the focus falls on 

Solidarity, an NPO in South Africa (see par. 2.4). It is the good standing if the 

organisations that ttracts more stakeholders and consequently more members and 

therefore organisations must do everything in their power to manage and maintain 

this reputation. Thus, the whole process begins with the organisation's daily 

activities - what it says, write, does and produces. The way it packages itself and 

how it interacts with stakeholders. This is a huge responsibility that rests on every 

organisation and its personnel. This framework will allow organisations to manage, 

protect and maintain the reputation and good name of the organisation step by step. 
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Figure 7.2: The organisation 

7.4.2 Social media content  

Communication content is a means of value creation (see chapter 5, section 5.4.1). 

Content is the origin of communication, and it can be considered as a major source 

of development within an information society. Therefore, it is important to have a 

clear picture of the nature of content and its constituents. Content is important for 

relationship-building and persuasion. It is all about convincing stakeholders by using 

arguments while influencing stakeholders is about getting them to do things that 

they would otherwise not do. The content should ideally be compelling, convenient, 

fulfilling and efficient. 

 
As stated in par. 5.4.1, content is a purposeful, accessible, and understandable 

artifact and any organisation use this to start the process of reputation management; 

to tell the audience more about the organisation. This content will include electronic 

journals, articles, press releases, pictures, videos, websites and online databases, 

emails, online news, software, and animations or in its general sense, content is for 

example, ñstuff on your site.ò 

 

 

Figure 7.3: Content planning 

7.4.3 Corporate communication 

As discussed in chapter 2, par. 2.4.1, van Riel and Fombrun (2007) define corporate 

communication as the set of activities involved in managing and orchestrating all 

internal and external communication aimed at creating favourable starting points 
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with stakeholders on which the organisation depends. Romenti (2015) states that 

communication plays a pivotal role in the construction of symbolic meaning around 

what an organisation does and therefore, corporate communication has become an 

important managerial function in organisations.  

 
Organisations communicate their chosen messages or the content that was 

generated through social media, public relations, to the media and other 

contemporary corporate communication media. The success of the communication 

is determined by other peopleôs responses to those messages. 

 

 

Figure 7.4: Communication  

7.4.4 Online stakeholders 

Adams (2006) defines stakeholders as any group or individual who can affect, or is 

affected by the achievement of an organisationôs purpose. However, stakeholder 

relations represent a complex web of relationships that cannot be represented by a 

one-dimensional interaction between the organisation and a specific stakeholder. 

The classification of stakeholders is discussed in (see chapter 4, par. 4.4). 

 
The stakeholders will react different on certain activities and at certain times of the 

day. It is of great importance for any organisation that their stakeholders become 

ambassadors for the organisation and recruit new stakeholders. 

 
It is further important to keep in mind that these stakeholders have certain 

expectations as they may have been following the organisation for a while on 

Facebook and have formed a certain perception of the organisation. Over time, they 

have gained experience of the organisation and its actions and are either satisfied 

or not. If they are satisfied with the organisationôs content and the communication, 

they will engage and might become loyal. 
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Satisfied stakeholders will bring friends with them as they will start sharing the 

content and get others involved which, of course, is good for the organisationôs 

reputation. 

 

 

Figure 7.5: Stakeholders 

7.4.5 Social media conversations and feedback 

In (chapter 5, par. 5.4.2) the concept of conversation was discussed briefly. Effective 

conversations comprise more than just an exchange of information. Online daily 

chat is made available to billions of people and it is through these media that people 

connect with each other and with organisations.  

 
Floreddu (2014) indicates that social media has ushered many ways in which an 

organisation can communicate with its stakeholders. A conversation is a form of 

dialogue, characterised by the exploration, examination, and reconsideration of 

individualsô reasoning, assumptions, and perspectives. When done well, such 

conversations allow participants to construct meaning, transform knowledge, and 

create collective wisdom on the challenges they face (Hartung and Wilson, 2016). 

 
The core of this thesis lies within these conversations. The purpose of the the study 

is to determine whether the proposed online reputation management framework can 

be implemented by an NPO to determine whether content and conversations on 

social media have an influence on stakeholder engagement. It is also important to 

determine whether the social media activities and stakeholder engagement 

improved or damaged the online reputation of the organisation. As the reputation 

improves, more stakeholders might be attracted to join the conversations. This 

framework will also be tested during the research. 
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With each conversation and feedback process, the organisation finds itself in one 

of four arenas, as discussed in chapter 2, par. 2.5. Either it will be in peace, defence, 

offence, or a riot with its stakeholders or that is where reputation management 

enters in. These stakeholders can either become ambassadors or post negative 

comments, which should be managed. 

 

 

Figure 7.6: Online reputation management framework 

7.4.6 Reputation measurement 

In the end, the process can be measured as discussed in chapter 3, par. 3.4. 

Facebook analytics and online measurement programmes will allow organisations 

to measure the effect that certain content and conversations had on the reputation. 

A positive reputation ensures an organisationôs long-time competitive edges. The 

greater the reputation capital, the lower the costs for monitoring and controlling may 

be the case. 
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Figure 7.7: Reputation measurement 

7.5 CONCLUDING REMARKS 

The online reputation management framework will serve as a platform for 

organisations to keep up with the content that has been generated, how it was 

communicated and what the media did with it. It can further indicate to what extent 

the stakeholders responded to the content. If stakeholders respond negatively, this 

will determine that the organisation needs to review the content. If the comments 

are very positive, they can generate similar content for future purposes. This will 

also enable organisations to determine in advance when a crisis is on its way to 

ensure that the necessary precautions are taken. 

 

The next chapter will explain the research methodology of the thesis. 
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8. CHAPTER 8: RESEARCH METHODOLOGY 

8.1 INTRODUCTION 

The previous chapters of this thesis presented the theoretical underpinnings of the 

study by tracing the theories and general literature that shaped the current 

academic and practical understanding of online reputation management. This 

chapter discusses the way this understanding will be built on by delineating the 

methodology that dictated the research. 

 
This chapter aims to delineate the thesisôs research philosopy, approaches, 

strategies, as well as methods used to collect and analyse data. 

 
The first part of the chapter outines the qualitative research paradigm, which 

includes the phemenological approach and focuses on interpretivism as philosophy. 

The qualitative strategy and deductive case study method, which was followed in 

this research, will further be discussed. Thereafter, the problem and purpose 

statements, as well as the six research objectives are reiterated. Following this 

section, the sampling methods are listed alongside a discussion of the data 

collection and data analysis methods. Subsequently, a short overview is given 

regarding the quality and rigour of the research and lastly, ethics pertaining to the 

research are discussed. 

8.2 THE THREE WORLDS FRAMEWORK 

Mouton (2013) shows that research problems are formulated to address ñreal-lifeò 

problems. When we talk about defining or conceptualising the research problem, 

we refer to the process by which a real-life problem was identified and translated 

into a research problem. The Three Worlds Framework of Mouton was developed 

to describe and clarify these aspects. 

8.2.1 World 1: The world of everyday life and lay knowledge 

According to Mouton (2013), we spend most of our time in this world. We live as 

ordinary human beings in multiple contexts in this world. In the world of everyday 

life, we produce and use distinct kinds of knowledge. The knowledge enables us to 

cope with our daily tasks and we acquire the knowledge through learning and 
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experiences. We apply the knowledge to solve problems and to gain insight into 

everyday tasks. 

 
In this study, the questions related to World 1 include: 

 

¶ Why and how do stakeholders interact on social media? 

¶ What do organisations do to get stakeholders engaged? 

8.2.2 World 2: The world of science and scientific research 

The search for truth and truthful knowledge is the goal of the world of science. 

Whereas in everyday life we search for knowledge that will help us cope better with 

the challenges and demands of each day, the aim of science is to generate truthful 

descriptions, models, and theories of the world.  

 
In this study, questions related to World 2 include: 

 

¶ What is meant by online reputation management? 

¶ Why is online reputation management necessary? 

¶ What are the consequences of online reputation management? 

8.2.3 World 3: The world of meta-science 

This practice has led to the development of various meta-disciplines, such as the 

philosophy and methodology of science, research ethics and sociology of science. 

These disciplines are referred to as meta-disciplines and are in World 3.  

 
In this study, the questions related to World 3 include the following: 

 

¶ If stakeholder engagement on an organisationôs social media platform can lead 

to the damagement or enhancement of the reputation of the organisation, can 

the online reputation management framework be applied to manage the 

reputation? 
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Figure 8.1: The relationship between meta-science, science and everyday life knowledge 
(Mouton, 2013) 

8.3 RESEARCH PARADIGM 

Saunders (2007) refers to research philosophy as a term that relates to the 

development of knowledge and the nature of knowledge. 

 
According to Creswell (2009), there are four different worldviews: postpositivism, 

constructivism, participatory and pragmatism. This study derives from the 

metatheory, phemenology/interpretivist tradition. Babbie and Mouton (2001) iterate 

that within this tradition, the aim of human sciences is defined as instruments for us 

to understand people; people are conceived, not primarily as biological organisms, 

but firstly and foremost as conscious, self-directing, symbolic human beings.  

 
There is always a pre-theoretical understanding of what is going on among the 

members of a society, which is formulated in the descriptions of self and others, 

which are involved in the institutions and practices of the society (Babbie & Mouton, 

2001). The phemenologist emphasises that all human beings are engaged in the 
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process of making sense of their worlds. We continuously interpret, create, and give 

meaning to, define, justify, and rationalise our actions. According to the 

phemenological position, the fact that people are continuously constructing, 

developing, and changing the everyday interpretations of their world, should be 

considered in any conception of social science research (Babbie and Mouton, 

2001). 

 
Babbie and Mouton (2001) disclose that Alfred Schultz developed many of the key 

ideas of phemenology within social sciences, in two well-known papers in the 1940s. 

 
Daymon and Holloway (2011) exclaim that interpretivists express an ontological 

belief in the existence of multiple realities and truths, which are open to change 

because the social world, not having a sepereate existence from the individual, is 

socially constructed. The latter implies that the aim of interpretive paradigm is to 

establish a distinct approach to the world of knowledge. In the interpretive paradigm, 

the social world is interpreted (Daymon and  Holloway, 2011). 

 
This research aimed to discover the interactions of stakeholders on social media 

networks, to make sense of their conversations, and to determine whether their 

interactions have or had any influence on the reputation of the organisation; 

stakeholders are constantly communicating and trying to make sense of what they 

observe on these platforms that form part of their world. 

8.4 QUALITATIVE RESEARCH DESIGN 

Exploratory qualitative research was used in this research. According to Anderson 

(1987), qualitative research emphasises inductive, interpretive methods applied to 

the everyday world, which is regarded as subjective and socially created. It is a 

situated activity that locates the observer of the world. It consists of a set of 

interpretive, material practices that render the world visible (Denzin & Lincoln, 

2000). Daymon and Holloway (2011) declare that qualitative research embraces 

complexity and diversity, it generates meaning through cooperation, it is emergent 

and processual, it is holistic and contextualised, and it allows the researcher to be 

relevant and reflexive. It is also characterised by inductive thinking, whereby the 

researcher observes phenomena and listens to inputs to simplify findings that may 

explain the phenomena. 
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This research aims to investigate the interactions or behaviour of human beings and 

organisations in the social world and what impact these have on the reputation of 

an organisation. 

 
The importance of this thesis lies in the key role of communication, as embodied by 

social media content and conversations in the establishment and promotion of a 

reputation for the organisation. It also focues on how stakeholders engage or how 

stakeholder engagement contributes to a good online reputation. For this purpose, 

a case study approach was followed. 

 
Case study research is a qualitative approach in which the researcher explores a 

bounded system or multiple bounded systems over time. Solidarity as a case 

campaign content and conversations on social media were studied during a four-

month campaign. According to Leedy & Omrod (2007), a case study is when an 

event is studied for a defined period. A case study may be especially suitable for 

learning more about a little known or poorly understood situation. It is also 

appropriate for investigating how individuals, stakeholders in this instance, change 

over time as the result of certain conditions or interventions. 

 
According to Leedy and Omrod (2007), this approachôs major weakness is that, 

especially when only one case is involved, researchers cannot be sure that the 

findings are generalisable to other institutions. 

 
Babbie and Mouton (2008) identify several types of case studies. This study focuses 

on social group studies. During this case study, a qualitative analysis of Facebook 

posts and comments were done to collect data and to investigate stakeholderôs 

conversations on the organisationôs content. In a case study like this, details about 

the context surrounding the case, like the physical environment, historical, 

economic, political, and social factors, should also be recorded (Leedy & Omrod, 

2007). It helps others who read the research by identifying the context of the case. 

They can then easily draw conclusions about the extent to which this studyôs 

findings might be generalisable to other situations. 
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8.5 DATA ANALYSIS  

8.5.1 Units of analysis 

The unit of analysis refers to the ñwhatò of the study. What object, phenomenon, 

entity, process, or event are investigated (Babbie and Mouton, 2008). Babbie and 

Mouton (2008) further state that empirical research study human behaviour and it 

falls within World 1. In this study, objects which fall in World 1 and will form part of 

the research, are human beings (individuals and groups, social organisations 

(NPOs), social artifacts and social interventions. 

 
The units of analysis which were examined in this study, include: 

¶ Individuals 

Babbie and Mouton (2008) mention that any type of individual may be the unit of 

analysis for social scientific research, and individuals may be characterised in terms 

of their social groupings. 

 
The individuals in this study include the five social media administrators in the 

spesicific NPO, who are all highly skilled individuals with degrees in communication. 

All of them are employed at the NPO and they are all working in the same office. 

They completed a questionnaire to determine their role in the online reputation 

managmenent process. 

¶ Groups 

Babbie & Mouton (2008) exclaim that studying a group differs from study an 

individual. The population on the NPOôs Facebook forms the group. Although they 

are indivuals, they form a group in it own right on the social media platform. Their 

comments and reactions were investigated and analysed through content analysis 

and conversation analysis. 

¶ Social artifacts 

Another unit of analysis is the social artefacts or product. These artefacts include 

the NPOôs content on their web page that will be investigated through content 

analysis. This will be done to determine whether the content contributed to the 
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reputation of the organisation, and to determine how the Facebook followers 

reacted to the content. 

¶ Social actions 

The focus here falls more on the actions on social media as on the individuals. 

Patterned social action in which individuals act in an unconscious collaboration with 

others. This was done through simple observations. 

8.5.2 Methods 

8.5.2.1 Qualitative analysis of content and conversations 

The different types of qualitative analyses, such as conversation analysis, text 

analysis, content analysis, narrative analysis and thematic analysis will briefly be 

touched on in the discussion. 

 
Brown and Yule (2003) disclose that the analysis of discourse is, necessarily, the 

analysis of language of use. As such, it cannot be restricted to the description of 

linguistic forms of independent of the purposes or functions which those forms are 

designed to serve in human affairs.  

 
Babbie and Mouton (2008) argue that content analysis methods may be applied to 

almost any form of communication. It is well suited to the study of communication 

and useful to answer the classic question of communications research: ñWho says 

what, to whom, why, how and with what effect?ò 

 
Braun and Clarke (2008) articulate that thematic analysis is a method for identifying, 

analysing, and reporting patterns within data. It minimally organises and describes 

the data set in detail. It is widely used, but there is no clear agreement about what 

thematic analysis is and how to go about it. It is sometimes claimed as content 

analysis. 

 
Psathas (1995) sees conversation analysis as the talk-in-interaction and represents 

a methodological approach to the study of mundane social action that has achieved 

these desired results. It studies the order of social action, particularly those social 

actions that occur during daily interactions in the sayings of members of society. 
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McKee (2002) states that through text analysis, text is interpreted to try and obtain 

a sense of the ways in which, in particular cultures at particular times, people make 

sense of the world around them. And, importantly, by distinguishing among the 

variety of ways in which it is possible to interpret reality. Frey, Botan & Kreps (1999) 

define textual analysis as a method communication researchers use to describe and 

interpret the characteristics of a recorded or visual message. The purpose of textual 

analysis is to describe the content, structure, and functions of the messages 

contained in texts. The important considerations in textual analysis include selecting 

the types of texts to be studied, acquiring appropriate texts, and determining which 

specific approach to employ in analysing them.  

 
Riesmann (2005) states that narrative analysis in the human sciences refers to a 

family of approaches to diverse kinds of texts, which have in common a storied form. 

What makes such diverse texts ñnarrative,ò is sequence and consequence: events 

are selected, organised, connected, and evaluated as meaningful for a certain 

audience. Storytellers interpret the world and experience it; they sometimes create 

moral tales ï how the world should be. Narratives represent storied ways of knowing 

and communicating. 

 
In this study, qualitative content analysis was selected and conducted.  Content in 

the form of articles that is situated on the NPOôs website and content in the form of 

online conversations will be analysed. The articles and the conversations will 

indicate who said what to whom and what effect it had on the reputation of the 

organisation. Since the researcher attempts to determine the impact of this content 

on reputation, the content needed to be thoroughly analysed to identify feelings and 

sentiment. 

 
According to Mayring (2000) and Krippendorf (2004), qualitative content analysis 

consists of a bundle of techniques for systematic text analysis. Content analysis are 

typically performed on forms of human communication (Leedy and Omrod, 2007), 

like conversations on social media. Content analysis views data as presentations 

not of physical events, but of all sorts of recorded communication (transcripts of 

interviews, discourses, protocols of observations, video tapes, and documents) and 

texts, images and expressions that are created to be seen, read, and interpreted. 
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Content analysis is a replicable and valid method for making specific inferences 

from text to other states or properties of its source. 

Qualitative content analysis defines itself as an approach of empirical, 

methodological controlled analysis of texts within their context of communication, 

following content analytical rules and systematic models, without rash quantification 

(Mayring, 2000). 

 
The use of content analysis, especially in this study, was to identify the intentions, 

focus or communication trends of an individual, group or institution and to describe 

attitudinal and behavioural responses to communication (writing.colostate.edu).  

 
In this study, the artefacts include written content on the website of the NPO and 

comments on Facebook to determine what the organisation say, what the people 

say and what effect it has on the reputation of the organisation. During the four-

month campaign, the content on Solidarityôs Facebook and the conversations taking 

place on Facebook were analysed to determine what effect both these aspects, 

especially the conversations, had on the reputation of the organisation.  

8.5.2.2 Personal interviews 

Babbie and Mouton (2003) explain that open structured interviews allow the object 

of the study to speak for themselves rather than to provide the respondent with a 

battery of predetermined hypothesis-based questions. This interviewing is flexible, 

iterative and continuous. It is a conversation in which the interviewer establishes a 

general direction for the conversation and where the respondent does most of the 

talking. 

 
Babbie and Mouton (2003) refer to Steiner Kvaleôs seven stages in a complete 

interviewing process. 

 

¶ Thematising: Clarifying the purpose of the interviews and the concepts to be 

explored. 

¶ Designing: Laying out the process through which you will accomplish you 

purpose. 

¶ Interviewing: Doing the actual interviews. 

¶ Transcribing: Writing a text of the actual interviews. 
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¶ Analysing: Determining the meaning of the gathered materials in relation to the 

purpose of the study. 

¶ Verifying: Checking the reliability and validity. 

¶ Reporting: Telling others what you have learned. 

 
In a standardised, open-ended interview, the same open-ended questions are 

asked to all interviewees; this approach facilitates faster interviews that can be more 

easily analysed and compared.  

8.6 QUALITATIVE SAMPLING 

This section provides an overview of the sampling method used, as well as the 

researchôs units of analysis. Babbie and Mouton (2008) identifies two types of 

sampling methods, namely probability sampling methods and non-probality 

sampling methods. Probability sampling is a sampling technique in which the 

chance of each case being selected from the population is known and not zero. 

Probability sampling is often associated with survey and experiential research 

strategies. Non-probability sampling is a sampling technique in which the chance or 

probability of each case being selected is not known. In this case probability and 

non-probality will be used. 

8.6.1 Simple random sampling of online stakeholders 

For the purpose of this study, a simple random sampling was conducted because 

the population is homogeneous as they were all online stakeholders engaging in 

activities in Afrikaans on the organisationôs social platforms. Each member within 

the population had an equal chance of being selected (Wagner, 2012). The 

probability technique was used in this study because it implied that there would have 

been access to the entire population out of which respondents could randomly be 

selected to make up the sample (Wagner, 2012).  

 
The data sample of this study consisted of 122 000 Facebook followers of the 

organisation, Solidarity, the target population consists of the stakeholders who 

commented and took part in conversations on the Facebook page during the four 

month campaign between May 2019 till August 2016. The main objective of the 

research was to determine whether these peopleôs engagement and conversations 
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on Solidarityôs social platforms during a four-month campaign formed an online 

reputation for the organisation. The campaign at the time focused on key issues 

which depict the core of the organisation. The reason why the focus fell on this 

specific population is because the specific organisation relies on the support of 

these stakeholders as they are its target audience. 

 
If the population is markedly heterogeneous meaning they are diverse and 

unrelated, a larger sample is needed than if a population is more homogeneous 

where they are related and similar (Leedy, 1004). In this case the conversations 

take place in Afrikaans. As mentioned before, the organisation in this study has a 

database of 122 000 homogeneous Facebook followers as stakeholders, which 

formed the sampling frame. The group which took part in the conversations 

comprises men and women aged between 25 and 45. They all speak Afrikaans are 

mostly from the Afrikaner culture and engage on Solidarityôs Facebook page. It is 

difficult to state how many of the 122 000 stakeholders were taken into account as 

each post delivers a certain amount of comments and reactions that was taken into 

account. 

8.6.2 Available subjects for interviews 

This method is justified because the five social media administrators have been the 

only individuals who were available for interviews and were the only ones working 

on this specific campaign. Risks in terms of generalisation existed and not all media 

administrators experience reputation management the same. The contributions that 

the administrators bring to study is focused on the content of the articles. The 

administrators will indicate to what extent the content addresses the existing 

reputation of the organisation and since they interact directly with the conversations 

on Facebook, they will give an indication more than the mere content of the 

conversations. Thus, the interviews with administrators will contribute a personal 

sense to the analysis of existing content. 

 

Variable Category Percentage 

Gender Male 

Female 

41% 

59% 

Language Afrikaans 93% 
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Variable Category Percentage 

English 7% 

Age 18-24 

25-34 

35-44 

45-54 

55-64 

65+ 

10% 

20% 

23% 

22% 

15% 

8% 

Table 8.1: Demographic information on Facebook respondents 

 

There were 29 articles posted on Facebook and 172 stakeholders commented in 

conversations on these articels.  The table above provide demographic information 

regarding these stakeholders on Facebook. 

 

Variable Category Percentage 

Gender Male 

Female 

20% 

80%% 

Language Afrikaans 

Other language 

100% 

0% 

Age 18-24 

25-34 

35-44 

40% 

40% 

20% 

Sector Public Relations 

Social media 

Media 

20% 

40% 

40% 

Operating level Operating level 

Junior 

Middle management 

 

20% 

60% 

20% 

Hours spent on 

social media per 

day 

Less than 8 hours 

8 hours 

10 hours 

More than 10 hours 

10% 

10% 

40% 

40% 

Table 8.2: Demographic information on the five interviewees 
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8.7 BRIEF RESTATEMENT OF PROBLEM AND PURPOSE OF THE 
STUDY 

The main objective of this study was to determine whether a proposed online 

reputation management framework can be implemented for an NPO to determine 

whether content and conversations on social media have an influence on 

stakeholder engagement.  

The overarching objective of this study was to determine whether and to what extent 

social media conversations and content contribute to online stakeholder 

engagement and its effect on online reputation management. Another objective was 

to test and implement an online reputation framework. 

8.8 RESEARCH OBJECTIVES 

This study also has included the following objectives:  

 

¶ Determine whether online content influences online reputation and media and 

contributes to the organisationôs brand and identity. 

¶ Determine whether online content influences stakeholder engagement.  

¶ Ascertain if online conversations influence continuing stakeholder engagement 

and online reputation.  

¶ Determine whether monitoring of, listening to and engaging with stakeholders 

helped to address and suppress risks in reputation management. 

¶ Determine whether the online reputation management framework functions in 

corporate communication. 

 

8.9 DATA COLLECTION 

Data collection, according to Creswell (1998), can be visualised as a series of 

activities aimed at gathering information to answer emerging research questions. 

Creswell refers to data collection activities, which include; recording information, 

resolving field issues, storing data, locating the site, gaining access, and 

establishing rapport, purposefully sampling, and collecting data. Content analysis of 

texts (the online articles and conversations of the 122 000 Facebook followers) and 

interviewing of media administrators were used as methods for collecting data 

during the testing of the social media reputation model. 
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Solidarity ran a four-month campaign that was in contrast with the #feesmustfall 

campaign, i.e. a #Letsbuild campaign. This campaign was aligned to the 

organisationôs agenda, which is the supporting foundation of all Solidarityôs activities 

(see chapter 2). The main aspect that was kept in mind during this analysis is that 

reputation depends on three things, namely: what the organisation says about the 

organisation, what the media says about the organisation and what the people say 

about the organisation. During this analysis, the following contents were analysed 

and measured. 

 

¶ Articles published on the website to achieve a certain goal during the campaign. 

¶ Media content published during this campaign. 

¶ Stakeholders response (conversations and engagement on Facebook). 

¶ The measurement of the entire process to determine through analytics how it all 

contributed to the overall reputation of the organisation. 

 

 

Figure 8.2: Online reputation management framework (van den Heever, 2015) 
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The online reputation management framework, which was discussed in chapter 7, 

was implemented during a series of events. During these events, all the steps, which 

included content planning, communication and media reactions, and stakeholder 

feedback and measurement were analysed in order to determine which factors 

influenced the reputation of the organisation. During the four-month campaign, the 

actions were divided into periods of one week each to make it easier to monitor. 

Each week, the online reputation management framework was used to 

communicate effectively and monitor the reputation. During the week, as the table 

below stipulates, content in the form of press releases, articles, blogs, videos, photo 

content and other forms of content were generated and placed on a website platform 

and communicated.  The campaign ran in Afrikaans and translations into English 

will accompany the following discussion and analysis. 

 

 

Table 8.3: Weekly content 

Date Theme 

15 May #OnsBou / #Letsbuild 

18 - 22 May Vakbond/Trade union 

23 - 29 May Universiteit/University 

30 - 5 June Solidariteit Beweging/Solidarity Movement 

6 Junie - 12 June Kultuurinstellimgs/Cultural institutions 

13 - 19 June Tegniese kollege/Technical college 

20 - 26 June Gemeenskapsradio/Community radio 

27 - 3 July Regsfonds/Legal fund 

11 - 17 July Mediahuis/Media house 

18 - 24 July Studiefonds/Study fund 

25 - 31 July Vakbond/Trade union 

1 - 7 August Universiteit/University 

8 - 14 August Regsfonds/Legal fund 

14 - 21 August Studiefonds/Study fund 
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8.9.1 The website 

 

8.9.2 The Newspaper advertisement 
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8.9.3 The facebook cover 

 

 

8.9.4 #OnsBou /#Letsbuild campaign 

 

 
On 18 May 2016, Solidarity launched a comprehensive campaign, which 

encouraged people to build a better future. The core theme of the campaign was: If 

you are in doubt about the future, build it yourself. The official Afrikaans media 

release (Addendum A) for this campaign was sent to the media on the same day. 

The campaign had a total cost of R 1 Million ($84 388 as on March 2018) and was 

set up to target 3.5 million people online. 

 
In the media release, Solidarity called on people to strengthen community 

institutions. Solidarity said that it is of the belief that they the answer to minorities in 
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a majority environment is vibrant institutions, such as cultural institutions, trade 

unions, civil rights institutions, training institutions, media institutions, financial 

institutions and others. Constitutional rights can be realised by civil institutions. Well-

organised civil institutions help to effectively interact with the state. Solidarity further 

announced that the campaign would have a duration of four months from May 2016 

untill August 2016. 

 

8.9.5 To build a trade union 

 

8.9.5.1 Article 1: If you doubt the future ï build it. 

Tuesday, May 24th, 2016 
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Dr. Dirk Hermann, Chief Executive of Solidarity, wrote this first article. He sketched 

the background of the Afrikaner and Afrikaans communities from 31 May 1902, 

through the 1930s, 1994 up to the present. Dr Hermann said there is no single large 

state fund on which citizens can depend. Everyone does his or her part, little by 

little. He said Solidarity has been and is still building a modern ñHelpmekaarò 

Movement which consists of 18 institutions with a budget of R3.5 billion ($2,9 billion) 

or the next five years. Solidarityôs goal is a future in which the Afrikaans language 

community and the Afrikaner culture community can be free, safe and prosperous. 

Dr. Hermann also said Solidarity believes the path of Afrikaans and Afrikaners, in 

the post-94 reality, is mainly set on building among others, vibrant community 

institutions. He concluded by saying if you doubt the future, build it. 

8.9.5.2 Article 2 and video: This is how your membership fees build a future 

Tuesday, July 5th, 2016 

 
 
Flip Buys, Chairman of the Solidarity Movement, wrote in this article that the working 

class pay thousands of government bills monthly, without getting enough value for 

their hard-earned money. Solidarity's membership fees of just over R100 ($8) are 

just a fraction of this, but it is R100 ($8) with which we can offer each member more 

than the value of their money. He compared what Solidarity achieves with a 

memberôs monthly R100 ($8)  to the value one gets for taxes or for any other product 

or service. 
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Buys explained in this article how every cent is being used. The membership fees 

help with student funds, building institutions, funding court cases, school projects 

and a lot more. 

 
Buys concluded his article with the acknowledgement that this would be the first 

year of Solidarityôs Helpmekaar (help each other) 2020 plan. Solidarity knows there 

is another tough uphill for the organisation, but the figures, numbers and successes 

display hope for a future in which these communities can also be free, safe and 

prosperous. 

8.9.5.3 Article 3: Solidarity takes the lead in trade unionism 

Friday, May 20, 2016 

 
 
Juran van den Heever, Head of Communications at Solidarity, wrote in this article 

that Solidarity, as a trade union, is the oldest of its kind in South Africa. Van den 

Heever wrote that while Solidarity fights against the injustice of affirmative action 

and black economic empowerment against its members in South Africa's supreme 

courts almost every day, Solidarity is also actively involved in protecting and 

supporting its members at grassroots level. Solidarity has a team of organisers and 

jurists dealing with the 400 000 work queries per year, while at any given time about 

1 200 legal processes at Solidarity are handled.   

8.9.5.4 Article 4: Where has Solidarity recently been involved? 

Inge Strydom, Media Liaison Officer wrote in this article about matters that the trade 

union had been involved. These major issues included the following: Aurora Mine, 

Lily Mine, Highveld Steel, and Arcelor Mittal and the Steel Industry.   
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8.9.6 To build a private university 

 

8.9.6.1 Article 5: This is how you can help to get Afrikaans universities to 
rise again. 

Tuesday, July 5th, 2016 

 
Buys wrote in this article about Afrikaans, as language of instruction being wiped 

out at various universities and how the public could get involved by donating funds 

to build Akademia. Akademia is a new private Afrikaans educational institution that 

is built from memberôs monthly contributions. Buys explained how stakeholders can 

contribute in various different ways. 

8.9.6.2 Article 6: New BCom degree places Akademia in class of its own 

Thursdau May 26th, 2016 

 
 
Inge Strydom wrote how Akademia boasts a brand new addition to his existing study 

offering, namely a Bachelor's degree in Economics and Law (BCom). With the 

BCom degree in Economics and Law, Akademia gave an important step towards 

https://onsbou.solidariteit.co.za/nuwe-bcom-graad-plaas-akademia-in-klas-van-sy-eie/
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two major expansions, namely the establishment of a Law Faculty and a Faculty for 

Social Sciences. 

8.9.6.3 Article 7: Akademia: foundation for the African Harvard 

Wednesday, May 25th, 2016 

 
Francois Redelinghuys, Communication Manager at Solidarity, wrote that with the 

uncertainty surrounding university campuses in South Africa and the future of 

Afrikaans, the construction of an alternative institution to Afrikaans speakers who 

want to study in their native language is invaluable. Solidarity's Higher Education 

Institution, Akademia, took the first steps to achieve its ultimate goal: an Afrikaans 

Harvard. 

8.9.6.4 Article 8: Akademia gives out bursaries to the value of R1.25 million 
($ 105 485) in 2016 

Tuesday  May 24th, 2016 
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According to Strydom, five bursary programmes worth R250 000 ($ 21 097) each, 

were awarded to bursary holders in 2016. The bursaries, known as the eNuus Elite 

Scholarship Programme at Akademia, are specifically aimed at exposing students 

to the world of work while studying for the BCom degree in Business Management 

at Akademia after hours. 

 
Further benefits of this scholarship programme include: R2 000 ($168) monthly 

pocket money, study mentorship, personal development courses, exposure to 

various business leaders and an international business trip in the third year. 

 

8.9.7 To build a private technical college 

 
 
Sol-Tech is a private technical training institution founded on Christian values and 

with Afrikaans as the medium of instruction. Sol-Tech offers formal training in the 

following trades: electrician, millwright, diesel mechanic, fitter and turner, welder, 

fitter and tool and die maker. The college intends to offer courses in other scarce 

skills in future as well. The main campus is located in Kirkney, Pretoria. The Sol-

Tech teaching staff facilitate the teaching of N1 and N2 subjects on the premises of 

HTS Gardens. 

8.9.7.1 Article 9: Sol-Tech boasts a new brand 

Thursday, September 15th, 2016 



 

147 

 
 
Strydom explained in the article how Sol-Tech has established its new brand and 

how it is relevant to the younger market and the vision of the technical college. Sol-

Tech is a private technical college that is built from memberôs monthly contributions. 

 

 

8.9.7.2 Article 10: 95% of Sol-Tech craftsmen gets a job - research 

Wednesday, June 15th, 2016 

 
 
Cilleste van Dyk, Editor of the Solidarity magazine, published statistics in her article 

on Sol-Tech. According to Van Dyk, the research revealed that a staggering 94.7% 

of qualified Sol-Tech students obtain a job. A total of 30% of qualified artisans study 

further in their respective trades. 

https://onsbou.solidariteit.co.za/95-van-sol-tech-ambagslui-kry-werk-navorsing-2/
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In addition to the 56.7% graduate artisans who indicated that they started working 

immediately after completing their studies, the other 35.4% started within six 

months. 

8.9.8 Article 11: Two deaf students from Sol-Tech create hope 

Tuesday, June 14th, 2016 

 
 
Strydom wrote an article about ñhope.ò The article dealt with two deaf Sol-Tech 

students who are not able to cope without each otherôs help. Both emerging 

electricians are deaf, but Markus Maartens can read lips and David Nkosi is 

academically strong. This allows the students to assist each other during their 

studies. 

8.9.8.1 Article 12: What is the future for Afrikaans as language in 2016? 

Tuesday, June 14th, 2016 

 
 
According to Strydom, the attack on Afrikaans has reaffirmed its course in recent 

weeks. The words ñAfrikaans Must Fallò were spray painted and painted on walls of 

buildings. In addition, stones, bricks and rubber bullets were flying through the air.  
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That the future of Afrikaans is threatened specifically at universities is clear, said 

Strydom. The majority of the University of the Free State's (UFS) Senate has voted 

for the abolition of Afrikaans as a language of instruction. At the University of 

Pretoria (UP), the future of Afrikaans as the language of instruction hangs in the 

balance. The management of Stellenbosch University also threatens to remove 

Afrikaans as a language of instruction. 

 

8.9.9 To build own cultural institutions  

 

8.9.9.1 Article 13: FAK gives life to history 

Thursday, June 9th, 2016 

The Federation of Afrikaans Cultural Association (FAK) not only lived its passion for 

Afrikaans language, culture and history with various exciting projects and initiatives, 

but also created a special site on its website where the story about Afrikaners, their 

language, culture and history is spelled out and stored in a powerful manner.  

8.9.9.2 Article 14: Afrikaans crosses international borders with FAK schools 
expo 

Tuesday, June 7th, 2016 
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Inge Strydom learned more about the different ways in which the FAK, which is part 

of the Solidarity Movement, depicts and preserves the Afrikaner's history. 

8.9.9.3 Article 15: Afrikaans in barrage, FAK creates hope 

Tuesday May 17th, 2016 
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Cilleste van Dyk, Editor of the Solidarity magazine, wrote in her article that in the 

midst of the recent attack on Afrikaans in all the traditional Afrikaans universities, 

the Federation of Afrikaans Cultural Associations (FAK) remains a beacon and 

warrior for the practice and preservation of the particular language. 

 
The FAK has taken several projects to further the promotion of Afrikaans like, the 

international Afrikaans expo, school prjects, culture tours, poetry competitions, 

Afrikaans music and a digital Afrikaans diary. 
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8.9.10 To build own media institutions  

 

8.9.10.1 Article 16: More than a million read Maroela Media 

Friday, July 1st, 2016 

 
 

Inge Strydom spoke with Maroela Media which is part of the Solidarity Movement, 

about the historic milestone of reaching one million unique website visitors.  

 
(Maroela Media was established in August 2011 as an independent, objective 

media house. Maroela Media publishes news and information on a wide variety of 

information relevant to the Afrikaans-speaking world. The content aims at informing 

readers, entertaining them and let them partake in a digital Afrikaans community.) 

 

https://onsbou.solidariteit.co.za/meer-n-miljoen-lees-nou-maroela-media/
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8.9.10.2 Article 17: Eight things you did not know about Maroela Media 

Thursday, June 30th, 2016 

 
 
Maroela Media is an Afrikaans digital media house which publishes news and a 

variety of other information relevant to Afrikaans speakers and their living world. 

Maroela Media opened its digital doors on 29 July 2011. The media house, which 

is part of the Solidarity Movement, aims to create a community of Afrikaans 

speakers on the Internet. 

 
Inge Strydom revealed eight other facts about Maroela people did not know. 

8.9.10.3 Article 18: Show that your heart beats Afrikaans with Maroela 
Mediaôs e-shop. 

Tuesday, June 28th, 2016 
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Francois Redelinghuys, communication manager of Solidarity, visited Maroela's 

online shop. According to him, Maroela Media sells everything you would like in their 

shop: T-shirts which speak your language, real porcelain jar cups, coffee pots, a 

ñkettie,ò a yo-yo and even Afrikaans kitchen magnets to decorate your fridge to help 

you broaden your vocabulary. 

8.9.11 Building a strong legal fund 

 

8.9.11.1 Article 19: Solidarity makes legal action against state pension fund 
known 

Tuesday, May 17th, 2016 

The trade union Solidarity is regularly involved in various court cases and also 

announced its court case on 11 May at a media conference against the government 

pension fund. Juran van den Heever wrote an article about it. 

8.9.11.2 Article 20: Speech by Dr. Dirk Hermann on the Renate Barnard case 

Tuesday, May 17th, 2016 

Dr Dirk Hermann explained in a letter the long process of Renate Barnard's 

affirmative action case. It was a long battle that did not necessarily turn out as 

everyone hoped, but he writes that she once again gave hope to many people again. 

Captain Renate Barnard has been employed by the South African Police Service 

(SAPS) for 24 years. Her grandfather and dad were police officers. 

 
Captain Barnard has been in the service of the police since January 1989. She was 

promoted to the rank of captain in 1997. In 2005, the SAPS created a new 
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superintendent position (according to the old ranking) to assess and investigate 

priority and normal complaints nationally. Barnard had an interview for this position 

on November 3, 2005 and was then recommended as the best candidate. No 

appointment was made due to employment equity. The position remained vacant. 

The position was advertised in 2006. Barnard was once again found to be the best 

candidate and her appointment was recommended by the section commissioner. 

The national police commission refused to approve her appointment on grounds of 

employment equity and argued that it was not a critical position. The position was 

then withdrawn. 

 
A case of unfair discrimination (based on race) was referred to the Labour Court in 

2007. The court ruled in favour of Barnard on 26 February 2010. The respondents 

were granted leave to appeal. The appeal was heard on 4 May 2011. 

 
The Labour appeal court decided on 2 November 2012 in favour of the SAPS. 

Solidarity was granted leave to appeal on 7 February 2013. Solidarity's appeal was 

heard on 6 November 2013. The Supreme Court of Appeal ruled on 28 November 

2013 in favour of Solidarity and Captain Barnard was appointed. This decision 

confirmed the Labor Court in Johannesburg's ruling and set aside the Labor Appeal 

Court's verdict. 

8.9.11.3 Article 21: Solidarity wants to build a legal fund for 34 legal cases 

Tuesday, May 17th, 2016 

According to Van den Heever, Solidarity will address 34 affirmative action court 

cases against state and semi-state institutions in the following 3 years. At the same 

time, Solidarity announced that it had launched a major campaign to build a R10 

million ($ 843 881) legal fund to finance the court cases. 

8.9.11.4 Article 22: Building ï and legal fundôs importance for Solidarityôs 
plans for 2020.  

Tuesday, May 17th, 2016 

With the launch of the Solidarity Movement's Future 2020 plan at the recent Future 

Summit held at the Heartfelt Arena on 10 October 2015, it was announced that 

https://onsbou.solidariteit.co.za/boufonds-en-regsfonds-van-kardinale-belang-vir-solidariteit-se-toekomsplan-2020/
https://onsbou.solidariteit.co.za/boufonds-en-regsfonds-van-kardinale-belang-vir-solidariteit-se-toekomsplan-2020/
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Solidarity will invest R3.5 billion($295 000 000)  in various projects and institutions 

over the next five years. 

 
The money will be used for the expansion of the Solidarity Movement's existing 

training institutions Sol-Tech and Akademia. The institutions, which are a technical 

training college and an Afrikaans university respectively, focus on offering quality 

tertiary education to students. 

8.9.12 Building a strong building fund 

 
 
The Solidarity Movement appreciates the necessity of good training in scarce skills, 

and it is precisely this bottleneck that is addressed by the Building Fund. With the 

existing Solidarity training institutions, Sol-Tech and Akademia, young people are 

given an opportunity to acquire the necessary knowledge to thrive as a minority 

group in a majority society. 

 
The Solidarity Movement recently launched a phase that is based on the principle 

and development of óBetter Work.ô Together with this repositioning, it was also 

decided to convert the former óGrowth Fundô into the óBuilding Fundô because the 

trade union believes the best way to protect its members in the new and uncertain 

economy is through knowledge. The new Building Fund is aimed at meeting 

precisely this need of its people. 
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8.9.12.1 Article 23: Your contribution speeds up hope creating plan 

Thursday, July 7th, 2016 

Cilleste van Dyk, Editor of the Solidarity magazine, wrote in her article what 

Solidarity has achieved with membership fees. Sol-Tech was erected at a cost of 

R50 million. Members' contributions to the Building Fund and the Study Fund in total 

help more than 2 000 students per year to study. 

 
All this money comes from the R10 per member who is paid monthly from 

membership fees into Solidarity Buildingôs Fund. 

8.9.12.2 Article 24: What does the building fund do? 

Thursday, July 7, 2016 

 
 
With training and further education in mind, Solidarity announced its three-year 

training plan amounting to R400 million ($ 33 755 274). The announcement 

included plans for education from primary school to university level. Part of the 

planning involves building a new training campus that will be the home of various 

training institutions. Solidarity has also announced that it will expand its study aid to 

its members and their children to R60 million ($ 5 063 291) in the next three years. 

Redelinghuys wrote an article about this. 

 

https://onsbou.solidariteit.co.za/wat-doen-die-boufonds/
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8.9.12.3 Article 25: Letter to young Afrikaans people, the future is Afrikaans! 

Thursday, July 7, 2016 

 
 
Flip Buys wrote in his letter to young Afrikaans people that there are a whole team 

of strong Afrikaans organisations which supports them. He said these institutions 

work for the future of Afrikaans tertiary education in the public and private sectors. 

He assured young people of, amongst others, the support of AfriForum, Solidarity, 

Helping Hand, Akademia and Sol-Tech in the future - in Afrikaans! 

8.9.12.4 Article 26: Channel Afrikaans capital 

Thursday, July 7, 2016 

Van den Heever wrote that Solidarity wants to encourage alumni and former 

Afrikaans students to revise the flow of their private money. Private money must be 

assigned to specific bursaries and projects at an existing university and not merely 

donated in general. He wrote that nothing prevents Solidarity and the Afrikaans 

community from re-establishing an extremely successful Afrikaans university. 

https://onsbou.solidariteit.co.za/kanaliseer-afrikaanse-kapitaal/
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8.9.13 Building a study fund  

 
 
Solidarity Helping Hand's Study Fund Center helps students who want to study, but 

can not afford partial, interest-free study loans at any accredited tertiary institution, 

either full-time or part-time. 

8.9.13.1 Article 27: Apply at the study fund centre for study assistance 

Wednesday, July 13, 2016 

A comprehensive article by Cilleste van Dyk described facts and information about 

the Solidarity Helping Hand Study Fund. Questions that covered were; how to apply, 

when to apply, who can apply and what costs these funds will cover. 

8.9.13.2 Article 28: More than 4000 dreams come true through Helping Hand 
student loans 

Tuesday, July 12, 2016 

Redelinghuys wrote that since 2009, Solidarity Helping Hand's Study Fund Centre 

has assisted 4 600 students with 100% interest-free student loans. During this 

period, more than R120 million ($ 10 126 582) in student loans have been paid to 

deserving young Afrikaans people. Currently, Helping Hand has 209 different study 

funds and in 2016, awards worth more than R31 million ($ 2 616 033) were made 

for the first time. 1 248 student lives have been changed by the Study Fund Centreôs 

investment in their future. 
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8.9.13.3 Article 29: The future of our children in 15 points 

Tuesday, July 12, 2016 

Flip Buys wrote this article after he made a Facebook post regarding the future of 

our children. The core of his message was that there is a future here only if we do 

not leave it to the ANC government, but create it ourselves. It seems that many 

people have seen his point of view as something like ñeverything will be fine if we 

only stay positive." That was not his message - it would have been too superficial!  

8.9.14 Building strong institutions in the bigger Solidarity Movement 

 
 
The origins of the Solidarity Movement can be traced back to June 1902, when the 

Transvaal Minersô Association was founded. The establishment of the Movement 

cannot be ascribed to individual actions alone, but also to the functioning of 

institutions. The Solidarity Movement comprises 18 institutions, including Solidarity, 

AfriForum and Solidarity Helping Hand, each of which has an independent and 

unique focus, filling a specific void in the community. 

 
The Solidarity Movement is guided by two key words, namely calling and 

institutions. This is why they emphasise the establishment of their own institutions 

focusing on training, social assistance and other self-help institutions aimed at 

creating a future for the Afrikaner cultural community and Afrikaans language 

community within which they can live their calling in freedom, safety and prosperity. 
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To achieve this vision, there is a strong focus on the Solidarity Movement as ôn 

modern mutual aid movement of strong self-help organisations. 

8.9.14.1 Article 30: A ñsmall pastò on this continent? 

Thursday, June 9, 2016 

Ilze Niewoudt wrote that the time has come for Afrikaners to rewrite their own history 

and to live again out of dusty and sometimes ñwoundedò and ñspottedò past. It is 

time to write and preserve the ñsmallò histories, because by understanding the 

Afrikaner life stories with their traumas, victories and defeat, they find their proud 

identity and roots deeply rooted in Africa. 

 
Ilze Nieuwoudt is the Publication Manager of Kraal Uitgewers, the publishing 

company of the Solidarity Movement. Kraal Publishers strive to preserve the history 

of the Afrikaner through quality publications 

8.9.14.2 Article 31: The Afrikanerôs choices under the spotlight in new book  

Tuesday, June 7th, 2016 

 
 
Niewoudt reviewed Leopoldt Scholtzôs book ñKruispaaieò and said that the 

Afrikaner's choice to establish and fight in the Anglo-Boer War, is one of the first 

choices that are being investigated in ñKruispaaie.ò Scholtz emphasises this 

decision to fight till the end, played a determining role in the Afrikaner's survival and 

filled Afrikaners with pride that was felt years later - a pride without which the 

Afrikaner would have probably disappeared. 

https://onsbou.solidariteit.co.za/die-afrikaner-se-keuses-onder-die-loep-in-nuwe-boek/
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8.9.14.3 Article 32: The Solidarity movement - A powerful, modern-day 
helping movement 

Vrydag, Junie 3, 2016 

 
 
Inge Strydom wrote an overview article about the Solidarity Movement. According 

to Strydom, the movement was officially launched in 2012. The trade union 

Solidarity established this movement because it believed that an institution should 

be created whereby its members and their communities can live. The Solidarity 

trade union is thus still the locomotive for the Solidarity Movement, but several other 

institutions strengthen. 

8.9.14.4 Article 33: AfriForum gives people courage and hope for the future  

Friday, June 3, 2016 

AfriForum is a non-governmental organisation, registered as a non-profit company, 

with the aim of protecting the rights of minorities. While the organisation functions 

on the internationally recognised principle of the protection of minorities, AfriForum 

has a specific focus on the rights of Afrikaners as a community living on the southern 

tip of the continent. Membership is, however, not exclusive, and any person who 

can associate him or herself with the contents of the Civil Rights Manifest of the 

organisation, may join. 

 
Redelinghuys talked with Kallie Kriel, CEO of AfriForum, to find out what made this 

institution so successful. Every organisation in the Solidarity Movement has a 

https://onsbou.solidariteit.co.za/die-solidariteit-beweging-n-kragtige-moderne-helpmekaarbeweging/
https://onsbou.solidariteit.co.za/afriforum-gee-mense-moed-en-hoop-vir-die-toekoms/
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unique history of origin, and the story of AfriForum starts with Kallie Kriel and Alana 

Bailey, who started with a big dream in a small office. As a result of the changes in 

the country, Afrikaners began to develop a growing need for effective protection. 

8.9.15 The NPO, Solidarity 

It is important to note where the organisation (see chapter 2) stood in terms of the 

reputation considered before the online reputation management framework was 

implemented during the campaign. It is thus important to notice where the 

organisation stood with its stakeholders according to the Arena Model of Aula 

(2008) and Mantere (see Chapter 2, section 2.5).  

8.9.16 Content planning  

Content is a means of value creation (see chapter 5, section 5.4.1). During this 

stage, the generation of content took place, which represented a certain issue. With 

content analysis as method, the reputation would be determined by analysing the 

content and determine whether the content was compelling, convenient, fulfilling 

and efficient. Each time, a cross reference to the Arena Model of Aula (2008) and 

Mantere was made. The content was placed in word maps through a programme 

called ñWorditout,ò which showed the importance of the content that was 

communicated. 
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8.9.17 Content and reputation 

Table 8.4: Content 

Event Issue 
Content on 

Social media 

Possible reputation of 

organisation (Morley, 2017) 

on 

www.smallbusiness.chron.com) 

#LetsBuild 

1- Christian 

foundation; 

more than a 

trade union,  

Press release 

Video 

Article 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

Trade union 

2- 

Organisational, 

labour, legal 

advice 

Article 

Video 

eCards 

Pictures 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

University 

#Akademia 

3- Language 

and education, 

independent 

Article 

Video 

eCards 

Pictures 

Human interest 

story 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

Solidarity 

movement 

4- Communities, 

power display 

Article 

Video 

e-cards 

Pictures 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

Technical 

college #soltech 

5 ï Language 

and education, 

independent 

Article 

Video 

eCards 

Human interest 

story 

Blog 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

Community 

radio #PTAFM 

6- Media and 

communities 

Article 

Video 

eCards 

Prepared 

Informed 

Certain 
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Event Issue 
Content on 

Social media 

Possible reputation of 

organisation (Morley, 2017) 

on 

www.smallbusiness.chron.com) 

Pictures Credible 

Ambitious 

Legal fund 7 - Political 

Article 

Video 

eCards 

Pictures 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

Study fund 
8 ï Social 

welfare 

Article 

Video 

eCards 

Pictures 

Human interest 

story 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

Mediahouse 

#maroelamedia 

9 ï media and 

communities 

Article 

Video 

eCards 

Pictures 

Prepared 

Informed 

Certain 

Credible 

Ambitious 

 
The proposed content can determine whether the organisation is either prepared, 

informed, certain, credible, or ambitious. This was determined through interviews 

with the different administrators. The content is generated by various authors within 

the organisation. The administrators were asked to indicate how the organisation is 

perceived by placing the content.  This is before the stakeholders react to the 

content. 

 
The content itself can also be characterised as: 

 
Compelling or dissuasive 

Fulfilling or lacking 

Efficient or inefficient 

Convenient or inconvenient 
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This was also determined by interviews with the administrators. The content itself 

can also be analysed. The administrators have been asked to indicate which 

features meet the content of each article that was placed on Facebook. The 

researcher could determine in which arena the organisation fell with its stakeholders 

before the communication on Facebook. 

 
The administrators can usually determine in advance how the stakeholders will 

respond to certain content as they work with it on a daily basis. The administrators 

can of course be proven wrong as soon as the stakeholders begin to respond and 

engage on Facebook on the content of the particular articles. 

 
The arenas where the organisation can find itself with the stakeholders are the 

following: 

 
Peace 

Defensive 

Offensive 

Riot 

8.9.18 Communication content 

After the content creation stage and during the communication stage, the content 

was communicated via social media and traditional media. A company called 

Ornico, drafted a report regarding social media and media during the #LetsBuild 

campaign. Obviously, traditional media plays a big role in the reputation of the 

organisation and should also be considered. During this communication stage, it 

was determined whether the communication process had been complete, 

considerate, concrete, clear, correct, and concise. 

 

Table 8.5: Communication of content 

Event 

Communication  

media in this 

research 

Outcome 

Raina, Alam & 

Siddiqui (2010)  

Reputation of 

organisation  

#LetsBuild 

Website 

Facebook 

Complete 

Considerate 

Clear 

Correct 

Concise 

Prepared 

Informed 

Certain 

Credible 

Ambitious 
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After the communication process which involved posts on Facebook, Twitter, 

newsletters and press releases to the media, the interviews with the administrators 

were held to determine whether they thought the content complied with the 7 Côs of 

communication (Raina, Alam and Siddiqui, 2010), and to determine whether it was 

complete, considerate, clear, correct, concrete, courteous and concise. Again it 

could be determined by the communication (posting and press releases) alone if 

the organisation seemed prepared, informed, certain, credible and ambitious. 

8.9.19 Engagement and reputation 

After the content was shared on social media, stakeholder engagement followed. It 

is important to keep in mind that stakeholders have certain expectations and 

experiences. Stakeholders might if they are satisfied, become loyal to the 

organisation or brand. The likes and shares were monitored to determine the level 

of engagement. The more stakeholders share content with the friends the more 

other stakeholders will become involved. Facebook analytics through a product 

called Sumall, was used. With these instruments, the researcher could calculate all 

the likes of the posts as it provided a count of the engagement, i.e. how many people 

engaged, how many commented, liked, or shared the posts. The comments, or in 

this case, the conversations were also monitored to determine what the perception 

of the stakeholders were. A wordcloud programme (Worditout) was used to 

determine which sentiment stood out the strongest in the conversations. With this 

programme, all the comments on a certain post were fed into a programme, 

excluding words like ñthe,ò ñandò and ñof.ò The programme then provided the 

researcher with a wordcloud, where the words that were used the most appeared 

larger and the words used less appeared smaller. At this point, the study aimed to 

determine whether the stakeholders reacted positively of negatively and what 

influence it had on the rest of the stakeholdersô engagement before the 

administrators and brand ambassadors stepped in. 

 

Table 8.6: Conversations 

Event 
Likes and 

engagement 

Stakeholder 

conversations 
Comments 

#LetsBuild 
Figures and 

statistics 

Determine whether the 

stakeholders left a 

Determine 

whether the 
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Event 
Likes and 

engagement 

Stakeholder 

conversations 
Comments 

comment, posed a 

question, accuse the 

organisation, left a 

compliment, swear, 

make racist remarks, 

commented hate 

speech or just 

complained. 

comments are 

negative, 

positive, or 

neutral 

Trade union 

University #Akademia 

Solidarity movement 

 Technical college #soltech 

Community radio #PTAFM 

Legal fund 

 Study fund 

 Mediahouse 

#maroelamedia 

 
On the Facebook platform, it can be determined whether people unfollowed the 

organisation, started following the organisation, defended the organisation, or 

attacked the organisation. This can all be done by the administrators by using 

Facebook analytics. This would then determine in which arena the organisation 

found itself with its stakeholders. For example, administrators may post an article 

on private higher education and foresee that people will love it, share it and maybe 

start following the organisationôs Faebook page. The stakeholderôs comments may 

be negative because of the lack of information provided and administrators will find 

that there is a riot on Facebook and people leave the page and give negative 

comments. The administrators will use Facebook analytics to determine the extent 

of these events. 

8.9.20 Conversatios and reputation (response and feedback) 

Conversations are a form of dialogue, characterised by the exploration, 

examination, and reconsideration of individualsô reasoning, assumptions, and 
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perspectives, as discussed in chapter 5 (see chapter 5, section 5.5.2). The next 

step was to determine whether the administrators could rectify the reputation if it 

was jeopardised and whether they could boost it by adding more content. At this 

stage, depending on where in the arena the roleplayers found themselves, crisis 

communication management needed to step in (i.e. if the arena became a riot and 

the comments were very negative. The thought leaders, which include strategists 

and top management, of the organisation would then have been consulted to decide 

on the next step. 

 
It sometimes happens that brand ambassadors step in and act on behalf of the 

organisation and respond to the negative comments on facebook. These 

ambassadors are usually high profile people who function online like artists, 

socialites or politicians. This can also be the case where ordinary members of the 

public step in and help the negative stakeholders by providing factual content. 

 
Following these actions by the ambassadors and administrators, it can be 

determined whether the arena has moved, for example, from a riot to peace. 

 

Table 8.7: Conversations and reputation 

Ambassador 

activity 
Administrators actions Determine actions Reputation  

Yes or no 

Constant monitoring and 

listening Delete comments Prepared 

 
Promoting the brand Link posting Unprepared 

  Suppress risk Normal answering Informed 

  Address risk Debating Uninformed 

  No monitoring 

Provide the correct 

and factual 

information Credible 

  
 

Firm answers Incredible 

  
 

Ban follower Ambitious 

  
 

Thank followers Authentic 

  
  

Durable 

Arena 

1. Peace 
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Ambassador 

activity 
Administrators actions Determine actions Reputation  

2. Defensive 

3. Offensive 

4. Riot 

8.9.21 Interviews (semi structured open-ended questions) with the 
administrators 

Semi-structured interviews with social media administrators. 

 

¶ How often did you place content online during this campaign? 

¶ Was this content?  Refer to every piece of content 

 
Compelling or dissuasive 

Fulfilling or fall short 

Efficient or inefficient 

Convenient or inconvenient 

 

¶ After you placed the content. In which arena do you think the organisation will 

be with its stakeholders? 

 
Peace 

Defensive 

Offensive 

Riot 

 
By placing the content, did it seem to you whether the organisation was: 

 

¶ Prepared 

¶ Informed 

¶ Certain 

¶ Credible 

¶ Ambitious 

 

¶ Did the content influence the online reputation and media? 
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¶ Do you think after the communication process the content complied with five of 

the original 7ôCôs of communication (Raina, Alam and Siddiqui, 2010) complete, 

considerate, clear, correct and concise? 

¶ How often did you monitor comments during this campaign? 

¶ When will be a good time to apply crisis communication management? 

¶ How did you handle negative comments? 

¶ Do you think stakeholders react negatively or positively most of the time?  

¶ Do you think the conversations can either encourage or discourage stakeholders 

to engage online?   

¶ Do online conversations have an influence on stakeholder engagement? 

¶ What do you think of Solidarityôs Facebook profile? 

¶ How would you describe Solidarityôs followers on Facebook? 

¶ Do you believe the reputation of the organisation suffers damage by negative 

comments on Facebook? 

¶ Does what you see on social media reflect the mission and vision of the 

organisation you work for? 

¶ Does the content and conversations on social media enhance the image of the 

organisation? 

¶ Does the online content have an influence on stakeholder engagement? 

¶ Do the online conversations have an influence on online reputation? 

¶ Do you think the proposed online reputation management framework functions 

well in an NPO? 

8.10 DATA COLLECTION 

8.10.1 Data collection instruments 

8.10.1.1 Sproutsocial  

Sproutsocial is an online tool, which measures, optimises and improves the impact 

of an organisationôs social media content. 

 
Sproutsocial can identify the best content by tracking message-level analytics on 

posts and social media platforms to understand what resonates most with your 

audience. It discovers trends and influencers by monitoring hashtags, topics, terms, 

and users that are trending across the organisations social platforms. Sproutsocial 
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can evaluate responsiveness by tracking and measuring how efficiently you 

respond to them, gaining insight how to improve. It provides an engagement report 

and evaluate growth, engagement, and influence scores against competitors. 

8.10.1.2 Hootsuite  

Hootsuite enables organisations to manage their social media presence across all 

social networks. Organisations can build and engage audiences, execute multiple 

campaigns, collaborate with team members, and measure the performance on 

social media. Organisations can measure social media performance and 

demonstrate the return on investment across networks with enhanced analytics 

reports. 

 
Hootsuite was used in the study for a series of the observation guides. 

8.10.1.3 Sumall  

Sumall is a cross-platform marketing analytics platform which combines social 

media, web traffic, sales metrics, and other data to allow organisations to track 

business and social media metrics. Sumall was used specifically for Twitter 

analytics to determine retweets, engagement and reach with tweets from the 

organisation in such a way to determine the level of stakeholder engagement. 

 
Facebook analytics on the Facebook page was used to determine reach, 

engagement, likes, comments and shares on certain posts to determine stakeholder 

engagement. The researcher also determined how many likes were gained (new 

stakeholders) with certain posts and how many unlikes (stakeholders leaving the 

platform) during certain posts. The latter indicated which content contributes/add 

value to the organisation and which content does not contribute/add value. 

8.10.1.4 Ornico and Meltwater 

These companies are media and social media monitoring platforms, which use 

software that can trace and extract all content regarding your brand. 

8.10.1.5 Worditout  

Worditout is a text mining software that can be used to analyse the content of 

collections of textual documents and to visually display the extracted information in 
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a browser. The information is displayed by means of a conceptual map that provides 

an overview of the material, representing the main concepts contained within the 

text and how they are related. 
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9. CHAPTER 9: FINDINGS  

9.1 INTRODUCTION 

This chapter revisits the research objectives that were systematically achieved 

through the analysis and interpretation of data that pertain to each research 

objective. Solidarity maintains a certain reputation and communicates it to its 

stakeholders through the traditional media and social media. The research set out 

to determine whether the conversations on social media also contribute to that 

reputation and contribute to the existing reputation. 

9.2 RESEARCH OBJECTIVES 

The objectives for this research were as follows: 

 
1. Determine whether online content has an influence on online reputation and 

media and contributes to the organisations brand and identity. 

2. Find out if online content has an influence on stakeholder engagement.  

3. Determine whether online conversations have an influence on further 

stakeholder engagement and online reputation.  

4. If monitoring, listening, and engaging with stakeholders help to address or 

suppress risks in reputation management. 

5. Whether the online reputation management framework can function in corporate 

communication. 

 
The main purpose was to: 

 
Determine the impact that online content and social media conversations have on 

stakeholder engagement and reputation by implementing the online reputation 

management framework.  
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Figure 9.1: Online reputation management framework 

9.3 THE SOLIDARITY CAMPAIGN 

 
 
This had been a four-month campaign by Solidarity with the aim to change the 

perspective of South Africans, especially Afrikaans communities. South Africans are 

confronted with a lot of corruption, crime and violence, vandalism and strikes. These 
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perspectives leave South Africans dispirited, angry and hopeless. The campaign 

kicked off on 18 May 2016.  Solidarityôs campaign had one goal - to build, rather 

than break. 

 
This campaign had specific campaign objectives.  This differs of course from 

objectives of this thesis.  The main objective from top management of Solidarity was 

to recruit 10 000 new members between May and August 2016. To achieve this 

objective, the different departments within the trade union had to plan strategically. 

This research focused on the marketing and communication departmentsô plans to 

reach this objective. The marketing and communication department had a few 

strategies to reach this objective. 

 
The first strategy was to develop a full four-month campaign. The team was aware 

that the public usually click through the websiteôs ñjoin nowò banner to become a 

member without any difficulty. The focus was to accompany the stakeholders 

through the website with very visible banners very. To draw people to the website, 

a lot of content needed to be generated. The second strategy was content planning. 

Approximately 40 articles with photographs were written and published on the 

website and five videos were created. A full webpage was developed to host the 

articles. The articles contained messages and a call for action to build a better 

future, technical universities, private universities, study funds, culture institutes, 

media platforms and other institutions. 

 
Media played a substantial part in this campaign; some of the articles were sent in 

the form of media releases to the media. Facebook and Twitter were the two main 

platforms which were used to channel the stakeholders with the hashtag #onsbou 

and #letsbuild. One objective was to grow the Facebook community but moreover 

to keep the dialogue going and get the stakeholders involved. 

 
On the marketing side, there were billboards in place, paid for advertising and 

generation of publicity in tratidional media. 

 
The staff also went through training during Solidarityôs congress early in May 2016. 

All the staff were equipped with customised Powerpoint presentations, email 
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signatures, letterheads and they were issued with the big #onsbou video and the 

website link. 

9.4 CONTRASTING CAMPAIGNS #FEESMUSTFALL AND #LETSBUILD 

The Solidarity campaign had as objective to be different from and in contrast with 

the #Feesmustfall campaign. The #Feestmustfall campaign was fuelled by the first 

#Rhodesmustfall campaign. According to the Mail & Guardian (2016), news24 

(2016), EWN (2016) and the website of the Department of Justice, this campaign 

involved students from both historically advantaged and historically disadvantaged 

universities. They attracted widespread media coverage and sparked protests in 

London and New York. 

 
The Ministry of Educationôs 2001 National Plan for Higher Education was designed 

to redress past inequalities. Its aims were to: 

 

¶ transform the higher education system to serve a new social order; 

¶ meet pressing national needs; and 

¶ to respond to new realities and opportunities. 

 
The push for transformation took on a physical aspect. Public institutions of higher 

education were merged, reducing the number from 36 to 23. Three new ones have 

been created since, bringing the number to 26. 

 
The uprising of #Feesmustfall was the culmination of 20 years of unkept promises. 

Free education had been a major campaign commitment made by the ANC in the 

first democratic elections and the ruling partyôs failure to keep that promise, while 

presiding over an explosion of student fees, have sown the seeds of discontent that 

has spilled of over to the street, the lawns of the Union Buildings, and grounds of 

parliament. 

 
The nationwide #Feesmustfall protests resulted in over R300 million in damages, 

the Department of Higher Education has said. The damages included: 

 

¶ University of Stellenbosch ï R352 000,00 ($29 705) 

¶ North West University ï R151 000 000,00 ($12 742 616) 

https://citizen.co.za/831588/fees-must-fall-from-london/
https://ewn.co.za/2015/10/23/FeesMustFall-goes-global
https://www.gov.za/sites/www.gov.za/files/he_transform_0.pdf


 

178 

¶ University of Limpopo ï R1 786 294,52 ($150 742) 

¶ University of Johannesburg ï R345 000,00 ($29 113) 

¶ University of the Western Cape ï R46 544 446,00 ($3 927 801) 

¶ Walter Sisulu University ï R351 287,19 ($29 644) 

¶ Tshwane University of Technology ï R5 073 747,73 ($428 164) 

¶ University of KwaZulu-Natal ï R82 000 000,00 ($6 919 831) 

¶ Cape Peninsula University of Technology ï R689 850,14 ($58 215) 

¶ University of Cape Town ï R3 200 000,00 ($270 042) 

¶ University of Zululand ï R 4 500 000,00 ($379 747) 

¶ Rhodes University ï R250 000,00 ($21 097) 

¶ University of the Witwatersrand ï R1 410 223,00 ($119 007) 

¶ University of the Free State ï R2 800 000,00 ($236 287) 

¶ Total cost: R300 302 848.58 ($25 342 012) 

(Thulani Gqirana, News24). 

 
For this reason, Solidarity wanted to prove that a better future can be built by looking 

at the past to build a better future, rather than looking back at the past and demolish 

the future. 

9.5 THE ONLINE REPUTATION MANAGEMENT FRAMEWORK 

During the researcherôs masterôs degree in 2014 (The use of social media for 

member recruitment in an NPO), a conceptual framework for member recruitment 

was developed. This framework was a combination of classic communication and 

reputation models as discussed in chapter 7. 

 
This framework was implememented from the very first start of this campaign and 

played an intricate role during the process. All the content that was written was done 

with Solidarityôs already existing reputation in mind. The team followed the steps 

from the framework from start to finish. The phases include the existing reputation 

of the organisation as it is, content planning, communication, stakeholders, 

feedback, measurement and determine the difference. 
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9.5.1 The organisation 

The process started with the organisation, Solidarity. Solidarity has a certain image, 

identity, and brand to protect and these form part of the reputation of the 

organisation. Solidarity has a full-time reputation team working to assist in managing 

the reputation through content and online conversations. 

 
Although Solidarity relies on its own content to make its views clear, it realised that 

it cannot ignore the voice of the stakeholders conversing online because they are 

the people who can build or break down the reputation. 

 
Solidarity believes that its members are not mere economic beings, but that they 

are functioning within a broader community. Over the years Solidarity has therefore 

extended its protective umbrella so that employees and their families can be 

supported in every phase of life. This umbrella is known as the bigger Solidarity 

Movement consisting of several institutions. 

 
All these institutions stand for something and should therefore communicate its 

messages accordingly. Solidarity communicates through its content to the media 

and on their social networkings sites certain core values and beliefs. Even during 

the four-month #onsbou (#letsbuild) campaign, Solidarity stood true too these 

values and beliefs in its communication. The reason this is important for the purpose 

of this thesis, is because these beliefs form part of Solidarityôs reputation and during 

the content planning, it should be clear that these aspects came through in the 

content and the communication. The organisation should stay true to these beliefs. 

In all content, it had to be possible to make a link to one or more of these beliefs. 

 
The values or beliefs of Solidarity are: 

The union is founded in the Christian tradition of trade unionism.  The core business 

of the union is collective bargaining, job protection and the improvement of service 

conditions.  Solidarity is committed to South Africa and wants to secure a future for 

its members here. It believes South Africa is a country for everybody who lives in it. 

Solidarity is committed to the Constitution of South Africa and will actively defend 

the rights that the Constitution grants its members.  The union does not associate 

itself with any political party. 
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Solidarity believes in true democracy in which minority rights are recognised and 

protected.  Solidarity believes that imbalances must be rectified without creating 

new forms of imbalance. The way affirmative action is currently being implemented 

is creating serious new forms of discrimination.  Historically, Solidarity has always 

had close ties with the Afrikaner community and this is still the case. The 

communication medium of the organisation is Afrikaans, however, the union is 

inclusive and also communicates with members in English as far as possible. 

Solidarity is in favour of an economic order of free competition and believes that 

South Africaôs economic policy should be based on a free-market economy in which 

there is a balance between the various role players in the economy. 

Solidarity believes in empowering its members to be self-reliant.  

 Solidarity believes that sustainable development should be part of the philosophy 

of all South African companies. All companies, and the government and private 

institutions should keep up to date and develop contingency plans to prevent 

damage to natural habitats and important ecosystems. 

9.5.2 Content planning for the campaign 

During the four-month campaign, various kinds of content was generated which was 

based on eight pllars in general. These pillars found precipitation on the 

abovementioned beliefs and had been practical building blocks in this campaign, 

namely to: 

 

¶ build a trade union; 

¶ build a private university; 

¶ build a private technical college; 

¶ build its own cultural institutions; 

¶ build media institutions; 

¶ build a strong legal fund; 

¶ build a strong building fund; 

¶ build a study fund; and 

¶ build strong institutions in the bigger Solidarity Movement. 

 
These eight pillars are discussed and the findings of the analysis are described. The 

first part focuses only on the analysed content of the content which was 
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communicated on Solidarityôs website. The conversations follow later when the 

feedback is discussed. 

 
The first research objective was to determine what influence online content 

has on online reputation and media and whether it contributes to the 

organisationôs brand and identity. 

 
This was determined by the following actions: 

 

¶ The content was placed in a programme named Worditout. It indicated the words 

that were most used, and these words could then be compared to the values 

and beliefs they stand for to determine if they stay true to who they say they are. 

¶ Interviews with the social media administrators 

9.5.2.1 Content on: ñTo build a trade unionò 

Solidarity beliefs that to get a good job in South Africa, you need to have the 

necessary knowledge and skills, as well as continued learning. In a market in which 

good jobs are few and far between, but with a skills shortage as well, good 

opportunities still exist. Solidariteit wants to equip its members and their children to 

fill these gaps in the market. Solidarity belief they build a future in the greater world 

of work in which the Afrikaans cultural community, the Afrikaans language 

community, and the Solidarity member community can live in freedom and 

prosperity. During the #onsbou campaign, the first content which was created was 

for the pillar of the trade union itself. 

¶ Proposed reputation of Solidarity (what Solidarity wants the public to 
see?)  

The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ This is how your membership fees build a future, published on 24 May 2016. 

¶ If you doubt the future ï build it, published on 5 July 2016. 

¶ Solidarity takes the lead in trade unionism, published on 20 April 2016. 

¶ Where was Solidarity recently involved? published on 21 April 2016. 
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The programme determined the following words to stand out in the three articles 

above: 

 
Solidarity Scholarships Settlement 

Help Afrikaans Protect 

Work Value 

Community Welfare 

Christian Afrikaners 

Future Minority 

Build Negotiate 

Promote Trade union 

 
With the articles about the trade union, prepared by the content team, it was clear 

that Solidarity wanted to inform the stakeholders about a Christian trade union which 

operates in Afrikaans and looks after the interests of minorities in South Africa. It is 

set out to protect their members and looks after their well-being. Solidarity is very 

set on the future and work for the people. 

9.5.2.2 Content on to build a private university 

Akademia, as an initiative of the Solidarity Mvement, positions itself as a private 

supplier of higher qualifications that are set to qualify people and prepare them for 

the growing economy. 

 
In such a manner, Akademia can contribute to the progress of South Africa and its 

people. Akademia is accredited by the Department of Higher Education and the 

Quality Committee of Higher Education, the statutory accreditation body which 

accredits all higher education programmes and institutions in South Africa. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ This is how you can help to get Afrikaans universities to rise again, published on 

5 July 2016. 

¶ New BCom degree places Akademia in class of its own, published on 26 May 

2016 

¶ Akademia: foundation for the African Harvard, published on 25 May 2016 
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¶ Akademia gives out bursaries to the value of R1.25 million in 2016, published on 

24 May 2016. 

 
Proposed reputation (Afrikaans words) 

Afrikaans Mother tongue Afrikaans speakers 

Education Solidarity Higher education institution 

Government Diploma South Africa 

Private Degree Qualifications 

University Science Students 

Vigorous Economy 

Akademics Akademia 

 
With these articles, Solidarity articulated the importance of Afrikaans as mother-

tongue (and it is also important to note that Afrikaans is also a priority for this 

organisation). Private institutions move away from the state and are set on 

economic growth ï two key aspects. 

9.5.2.3 Content on to build a private technical college 

Sol-Tech is a private technical training institution that emerged from the Solidarity 

Trade Union. This institution is based on Christian values and uses Afrikaans as 

medium of instruction. Sol-Tech today, is not only the only Afrikaans trade college 

in the country, but also one of the largest. The college focuses on training students 

in scarce and critical skills. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ Sol-Tech boasts a new brand, published on 15 September 2016 

¶ 95% of Sol-Tech craftsmen gets a job ï research, published on 15 June 2016. 

¶ Two deaf students from Sol-Tech create hope, published on 14 June 2016 

¶ What is the future for Afrikaans as language like in 2016? Published on 14 June 

2016. 

 
Proposed reputation (Afrikaans words) 

Solidarity Deaf Afrikaans 
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Sol-Tech Employer Language of instruction 

Students Trade 

Staff Technical 

Young people Work ethics 

Future Qualification 

Quality Training 

 
Solidarity is very proud of this institution and focuses a lot on the fact that it operates 

in Afrikaans. Future, ethics, students and quality stood out. 

9.5.2.4 To build own cultural institutions  

The FAK is a forward-looking cultural organisation, which provides a home for the 

Afrikaans language and culture and positively promotes the proud Afrikaner history. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ FAK gives life to history, published on 9 June 2016. 

¶ Afrikaans crosses international borders with FAK schools expo, published on 7 

June 2016. 

¶ Afrikaans in barrage, FAK creates hope, published on 17 May 2016. 

 
Proposed reputation (Afrikaans words) 

Afrikaans Promote Live 

Protect Future Afrikaners 

FAK Protect School expo 

Solidarity Statues ñLiedjietuinò (song garden) 

Afrikaner culture Afrikaner history 

History Culture institutes 

 
Solidarity believes in the protection, promotion, and recognition of Afrikaner history 

and culture. The FAK will communicate it like that and live with it without being afraid 

or ashamed about it. 
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9.5.2.5 To build own media institutions  

Solidarity supports freedom of expression and freedom of the media as a 

cornerstone for the healthy functioning of any society. The media plays a key role 

in a free society and without a dynamic and independent press, there cannot be 

talks of a dynamic community. Solidarity and its various institutions are dependent 

on the media to spread their message of growing independence. 

 
In the South African context, the media can broadly be divided into two groups. On 

the one hand, the state or public media such as the SABC, commercial media such 

as music radio stations, and media houses. On the other hand, it appears that 

community media like Maroela Media, Pretoria FM and its subsidiary stations, and 

several other African community radio stations play an increasingly important role. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ More than a million read Maroela Media, published on 1 July 2016. 

¶ Eight things you did not know about Maroela Media, published on 30 June 2016. 

¶ Show that your heart beats Afrikaans with Maroela Mediaôs e-shop, published 

on 28 June 2016. 

 
Proposed reputation (Afrikaans words) 

Afrikaans News platform Reporting 

Community radio News Reliable 

Communities Solidarity Excellent 

PretoriaFM Unique South Africa  

Afrikaanse Media Language 

Radio station Maroela Media 

Internet Wêreldwyd 

 
From the content, it is evident that community media is very important to the 

organisation as they see it as trustworthy. The big focus is also on the Afrikaans 

language and Afrikaans people in a community. 
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9.5.2.6 Building a strong legal fund 

The Solidarity Legal Fund was established with one purpose in mind: To resist the 

government's wrongful enforcement of affirmative action through litigation? 

 
At present, Solidarity is contesting 34 affirmative action cases nationwide on behalf 

of its members and the public, and has won 87% of all lawsuits. Solidarity is 

continuously working towards protecting the public from the government's 

obsession with race and race quotas. The government's continued enforcement of 

race quotas gives rise to the oppression of minority groups and the disregard of 

skills. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ Solidarity makes legal action against state pension fund known, published on 17 

May 2016. 

¶ Speech by Dr. Dirk Hermann on the Renate Barnard case, published on 17 May, 

2016. 

¶ Solidarity wants to build a legal fund for 34 legal cases, published on 17 May 

2016. 

¶ Building and legal fundôs importance for Solidarityôs plans for 2020, published on 

17 May 2016. 

 
Proposed reputation (Afrikaans words) 

State officials Dignity Civil 

Solidarity Demoracy Unlawfully 

Civil servants Racial demographics South Africa 

GEPF Judges Legal fund 

Consultation Courts Affirmative action 

Representative Racial representation Equity 

Representation battle Equality  Workplace 

Constitution Lawsuits Trade union 

Workers Racial discrimination 
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From the content generated by Solidarity, it is evident that affirmative action and 

unfair racial discrimination lies close to its heart. The content points to equality and 

fairness in a democracy. The focus especially falls on the government departments 

that affect service delivery. Solidarity regularly indicates that they, as a union, 

approach the courts to fight these cases and that there are great successes 

achieved in this regard. The main aspect of interest here is dignity and fairness in 

the workplace. 

9.5.2.7 Building a strong building fund 

The Solidarity Movement realised the need for proper training in scarce skills, and 

it is precisely this aspect which is addressed by the Building Fund. With the existing 

Solidarity training institutions, Sol-Tech and Akademia, young people can acquire 

the necessary knowledge to thrive as a minority group in a majority society. 

 
The Solidarity Movement has recently launched a phase which is based on the 

principle and development of ñbetter work.ò With this reality they face, the Solidarity 

Movement aims to establish sustainable DIY institutions with the aim to lift the next 

generation and to place them in a better position. 

 
The Movement reaches for greater heights and is becoming an international leader 

in the world of trade unionism. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ Your contribution speeds up hope creating plan, published on 7 July 2016. 

¶ What does the building fund do? Published on 7 July 2016. 

¶ Letter to young Afrikaans people, the future of Afrikaans, published on 7 July 

2016. 

¶ Channel Afrikaans capital, published on 7 July 2016. 

 
Proposed reputation (Afrikaans words) 

Solidariteit Develop Majority society 

Akademia Minority group Afrikaans 

Sol-Tech Protect Students 
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Training institution Young people Freedom 

World class Scholarships Racial quotas 

University Studies Unemployment 

Study Help Future 

Culture Government ideology Community 

Survival Private Community universities 

 
Solidarity often indicates that they are more than just a trade union, they are also 

an institution that builds. It was also the major focus of the big campaign. This 

ñbuildingò includes specifically the building of training institutions, especially where 

the state fails to fulfil their duties. If the state's technical college collapses, Solidarity 

builds a technical college, Sol-Tech. And where Afrikaans is attacked as a teaching 

language and is placed in jeopardy, Solidarity builds a private Afrikaans University, 

Akademia. It is very important to put the focus on the community. There is talk of 

training institutions from the community for the community. Solidarity considers the 

youth as very important, and regard them as tomorrow's leaders. Todayôs children 

cannot suffer because of a government ideology. 

9.5.2.8 Building a study fund  

Solidarity Helping Handôs vision is to address Afrikaner poverty by preventing, 

relieving, and breaking it. SHH mobilises capital in various ways to achieve this 

vision by making study funds available to needy learners and students. 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ Apply at the study fund centre for study assistance, published on 13 July 2016. 

¶ More than 4000 dreams come true through Helping Hand student loans, 

published on 12 July 2016. 

¶ The future of our children in 15 points, published on 12 July 2016. 

 
Proposed reputation (Afrikaans words) 

Solidarity Opportunities Solutions 

Student loan Prosperous Responsibility 

Study Future Government 
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Study fund center Lives Unemployed 

Helping Hand Values Freedom 

University Young people 

Thankful Donors 

Matriculants Education 

 
NSFAS (National Student Financial Aid Scheme) indicated in 2016 that they would 

help 405 000 students. Of these students, they would help 2% white children. 

Because of this reality, Solidarity decided to help Afrikaans children with study 

funds. In 2016, they assisted over a 1 000 children with study funds accumulating 

to R40 million. The main purpose is not to exclude people on the base of race, but 

to help those members that really need it. It is all set to help prevent unemployment 

and to help these young people to study, live and work freely and prosperous in 

South Africa.  

9.5.2.9 Building strong institutions in the bigger Solidarity Movement 

The Solidarity Movement is a splendid example of ñunitedò and ñDIY.ò 

 
The articles which were published on Solidarityôs website, were provided in chapter 

8 (Methodology). All the words of the following articles were put into Worditout: 

 

¶ A ñsmall pastò on this continent, published on 9 June 2016. 

¶ The Afrikanerôs choices under the spotlight in new book, published on 7 June 

2016. 

¶ The Solidarity movement ï A powerful, modern-day helping movement, 

published on 3 June 2016. 

¶ AfriForum gives people courage and hope for the future, published on 3 June 

2016. 

 
Proposed reputation (Afrikaans words) 

History Caring Build 

Denied Land Politics 

Wins Success Care 

Afrikaner Necessary Praktical 

Solidarity Plans Needs 
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Afrikaans AfriForum Civil rights 

Survival FAK Poverty 

Movement Helping Hand Institutions 

 
During the interviews, the administrators had the following to say: 

¶ Frequency 

The administrators wrote 36 articles for the campaign and had two articles published 

per week. The latter was in between conversing with the stakeholders about 

previous content and scheduling of other content, like videos for the following 

weeks. 

¶ Content 

The administrators thought the content was compelling and very interesting and 

they thought it would capitvate the stakeholdersô attention and inspire them to join 

the cause. They also thought it was efficient and that nothing was overbearing or 

unnecessary. They thought the content was convenient and point to real problems 

in South Africa and real needs in the society. Some articles fell short and was not 

that fulfilling, like the articles about the FAK; they determined that the stakeholders 

might not relate to those. The article about the student funds were good, but they 

thought it might get people angry and somewhat jealous.  

¶ Reputation forecasts 

The administrators could easily foresee during the scheduling of content whether 

there would be a riot or whether there will be peace. According to them, Solidarity 

seemed prepared and informed and certain of their business. The organisation 

looked ambitious en credible. 

9.6 COMMUNICATION 

Communication was transmitted by using tradtional media and social media. Media 

played a big part during this campaign and also played a major role in the reputation. 

Each statement was sent to all the media and the statements and articles were 

placed on the website and shared on multiple social media platforms. Money was 

spent to take the range and reach further than the normal followers. Ornico, a 
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company that was used to for a media and social media report, provided their 

findings after the four months. 

 
The same objective was to determine what influence online content has on 

online reputation and media and how does it contribute to the organisationôs 

brand and identity 

 

¶ The company Ornico was asked to do a full media report about the #onsbou 

campaign. 

¶ The full report appears with the findings at the end. 

¶ The full media report: 
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9.6.1 Findings 

During the #onsbou (#Letsbuild)campaign the media report from Ornico indicated 

that the online content provided the most coverage with 83 items, followed by print 

media with 24 items and broadcast media with 19 items. Radio featured the clear 

majority of the 19 items, with television contributing only to 7 items. The media 

advocacy of the event scored 5.9 out of 10. 
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A large proportion of the print coverage appeared in newspaper publications, such 

as Beeld, Die Burger and Volksblad. Thirty percent (30%) of website traffic went 

through Maroela Media access. 

 
The total AVE (advertising value equivalent) values for coverage calculated to 

R5 400 429. The 24 items in print, mostly Beeld and Die Burger came to R562 061, 

the 19 items on broadcast, mostly Kyknet and PretoriaFM, calculated to R2 693 444 

and the 85 items online, mostly on Maroela Media and Netwerk24, came to 

R2 144 924.  

 
Solidarity do not only believe in AVEs, but sentiment as well. The sentiment of the 

coverage was overall positive (51%) with no negative coverage reported during the 

four-month campaign. The positive sentiment started strongly in May 2016 with 77% 

and the neutral sentiment at 33%; it was because of the launch of this new 

campaign. The neutral sentiment grew to 89% during June and July, while the 

positive sentiment plummeted to a low of 11%. Towards the end of the campaign, 

both the positive and neutral sentiment stabalised at 22%. This usually happens 

with long campaigns. 

 
The top 10 journalists were from Beeld, Netwerk24, Volksblad, die Burger, Rapport 

and Maroela Media. 

 
During May there were 47 hits and during June 53 hits, but it dropped during July 

and August to 9 and 6 hits respectively. This will explain why the sentiment also 

went down. 

 
There were approximately 14 spokespeople in the media during this campaign, two 

prominent #onsbou representatives and 9 beneficiary partners, who included, Sol-

Tech, Akademia, Solidarity Helping Hand, the FAK, PretoriaFM, Maroela Media and 

AfriForum. There were several brand ambassadors involved, like Adam Tas, Hélène 

Bester, Steve Hofmeyr, Jak de Priester and Sorina Erasmus. 

9.6.2 Stakeholders 

The second objective was to find out what influence online content has on 

stakeholder engagement.  



 

202 

 
During this campaign Solidarity specifically focused on a specific target market. The 

Afrikaans language community, the Afrikaner cultural community and the Solidarity 

memberôs community. It is inclusive, but no one is excluded or not considered. The 

specific stakeholders have a certain and specific experience and perception. They 

also expect certain things of the organisation. If they were satisfied, it would affect 

their engagement and loyalty and they would eventually become members of 

Solidarity. 

 

¶ 112 000 Facebook followers 

¶ 59% woman 

¶ 40% men 

¶ 24% age between 35 and 44 

¶ South Africa, Namibia, USA, UK 

¶ They like Afrikaans newspapers and online pages, such as Beeld, Netwerk24, 

Steve Hofmeyr, and ñAfrikaans is grootò, ñIdees vol vreesò. 

¶ 75% of the followers are members of Solidarity, but a few still needed persuasion 

¶ During the campaign, these people were targeted and eventually reached. 

 
Each post was tested and the reach and engagement of each post were determined. 

The number of people who saw the post determines the reach of a post and then 

the number of reaches increase as the stakeholders share it on their own time lines. 

Engagement means the number of stakeholders who actually like, comment on and 

share the post. With each post Solidarity wants the people to react in order to 

achieve more engagement on its platforms.  

 
Each post in each segment of the campaign will now be shown. 
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9.6.2.1 To build a trade union 
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The three posts reached altogether 105 586 people. The engagmenet of the three 

posts together came to 3 777. The last part describes how many people liked, 

commented on, and shared the posts. 

 
The last post, ñSolidariteit neem die voortou in vakbondwese,ò received the most 

reactions and it is because it spoke about Solidartity as a trade union, the 

orgnaisationôs main purpose. 
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9.6.2.2 To build a university 
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The four posts reached altogether 174 283 people. The engagement of the four 

posts together came to 5 096. The last part describes how many people liked, 

commented on, and shared the posts. 

 
The last post, ñAkademia: Fondament vir Afrikaanse Harvard,ò had the most 

reactions because it compared Akademia to a university like Harvard. The reactions 

show whether the people were positive of negative. 




































































































































































































































































































































