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Abstract 

The results of social innovation being new ideas that meet unmet needs are all around 

us (Mulgan, 2007). Social innovation is not unique to the non-profit sector as it can be 

driven by any communities that come together with the same vision (Mulgan, 2007). 

Hence, this research explored ways in which SI can be employed to address femicide 

in South Africa. Research was conducted using the critical-realism paradigm and 

made use of an exploratory research design. In-depth interviews were used as they 

allowed the researcher to understand participant’s subjective perspectives regarding 

SI when applied to femicide (Plooy-Cillers, 2016). Interviews were conducted at 

BRAND et al whereby qualitative data was collected from three brand specialists and 

feminist/Woman’s rights activists in Pretoria. Through the use of thematic analysis, the 

researcher was enabled to explore both covert and overt themes embedded in 

transcripts (Schreier, 2014). Findings indicated that participants were eager to 

eradicate femicide but demand intervention from brands, government, cultural groups 

as well as civil society. Therefore, this research contributes to research and 

eradication of femicide in South Africa with new evidence that explores social 

innovation, in turn, is analysed at the level of social practice to better meet the 

emerging needs and problems of the social environment to which a social organization 

belongs, since this practice should be socially accepted and widespread (Brazilian 

Business Review, 2018). The researcher will provide the reader with the context 

needed to understand the research problem and its significance. It includes elements 

such as the background, rationale and the problem and purpose statement. It also 

details the research goal, research questions, and research objectives. A 

comprehensive theoretical foundation is discussed, core concepts for the research are 

defined, and a review of previous literature will be provided to facilitate a broader 

understanding of SI. Lastly, the research will begin the methodology process by going 

through the paradigm selected for the research, the research approach and design, 

population and sampling, the data collection method and the data analysis method 

used to systematically explore ways in which SI can be used to address femicide.  
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1. Introduction  

The issue being investigated throughout this cross-sectional qualitative research study 

is to, explore ways brands can address different social issues, such as femicide, 

through the use of social innovation. The researcher strongly believes in empowering 

people especially in smaller communities and with the use of SI, citizens are able to 

implement in their communities as a whole while coming to terms with the issues they 

are facing as a community an then after, exploring ways in which citizens may use 

them, with external support from parties such as brands, government and 

organizations. 

1.1 Contextualisation 

Economists estimate that 50-80% of economic growth comes from innovation and new 

knowledge (Mulgan, 2007). Although there are no reliable metrics, innovation appears 

to play an equally significant role in social progress (Mulgan, 2007). Innovation is often 

given complex definitions, the researcher has concluded that it simply means ‘new 

ideas that work’ (Mulgan, 2007). This differentiates innovation from improvement, 

which may imply only incremental change; and from creativity and invention, which 

are vital to innovation but miss out the hard work of implementation and diffusion that 

makes promising ideas useful (Mulgan, 2007). Social innovation refers to new ideas 

that work in meeting social goals, which moreover, plays a decisive role in economic 

growth (Mulgan, 2007).  

The researcher explored how Social Innovation (SI) can be used by brands to address 

the alarming statistics when it comes to social issues, directing to femicide.  South 

African police recorded a total of 14,333 murders between April and December 2016 

– 1713 of these were women (Africa Check, 2017).  

From these findings, researchers from the South African Medical Research Council’s 

Gender and Health Research Unit found that in cases where a perpetrator had been 

identified, 57.1% of the murders were by an intimate partner (Africa Check, 2017).  

1.2 Rationale 

Social innovation research has been increasing over the last decades in many 

countries and fields of study (Brazilian Business Review, 2018).  
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Social innovation, in turn, is analysed at the level of social practice to better meet the 

emerging needs and problems of the social environment to which a social organization 

belongs, since this practice should be socially accepted and widespread (Brazilian 

Business Review, 2018). In this sense, this research is justified for social and 

academic reasons. Regarding social issues, the researcher believes that social 

innovation is one of the routes to be followed in order to ensure a more just, democratic 

and enthusiastic society for the rights and essential guarantees of citizens (Brazilian 

Business Review, 2018). By doing this study on social innovation, the researcher 

explored ways brands are able to combat social issues, such as femicide. As a South 

African female, the topic of femicide is close to heart.   

The researcher selected Social innovation as it is about creating, developing and 

implementing new practices where the benefits are enjoyed not just by the company 

but by society at large (Strandberg, 2015). Social innovation has the ability to generate 

and enable business models, organizations and system-level innovations to advance 

both business and social value (Strandberg, 2015).  

1.3 Problem statement 

Femicide is on the rise in South Africa, with Statistics South Africa reporting that the 

murder rate for women increased drastically by 117% between 2015 and 2016/17 

(South Africa Government News Agency, 2018). According to the report, the number 

of women who experienced sexual offences also jumped from 31 665 in 2015/16 to 

70 813 in 2016/17, which is an increase of 53% (South Africa Government News 

Agency, 2018). Brands have a huge responsibility to play their part towards 

progressive change, which should promote a free and fair society for all (South Africa 

Government News Agency, 2018).   

The problem being investigated throughout this cross-sectional qualitative research 

study was to, explore ways brands can address different social issues, such as 

femicide, through the use of social innovation.   

South African innovation has overcome many obstacles since stepping into 

democracy in 1994, yet the country still faces severe developmental challenges 

(Kocsiszky & Somosi, 2016).  
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Research suggests that the world is at the beginning of a trend shift, which has two 

main reasons: firstly, there has been a focus shift as an effect of the transition from 

the industrial society to a knowledge and service-oriented society (Kocsiszky & 

Somosi, 2016). Secondly, a natural need of the minor settlements and communities 

catch up with the rest of the society and local idea and recent initiatives have 

contributed to the process (Kocsiszky & Somosi, 2016). About two decades ago, a 

new notion appeared in literature: Social innovation.   

The problem statement for the study is “how social innovation can be utilized to 

address femicide”.   

1.4 Purpose statement 

For the past couple of years, South Africa has been reeling at, and the country is 

making international headlines for all the wrong reasons (Head, 2019). The murders 

of a UCT student and a well-known boxing champ have lit a fire underneath an 

enraged society, as protests and demonstrations against gender-based violence and 

femicide get underway in South Africa (Head, 2019). President Cyril Ramaphosa 

issued a statement on twitter stating that communities have to come together to say 

‘NO MORE’ as the nation builds homes, communities, schools, work place, public 

spaces and a country in which women are and feel safe in (Ramaphosa, 2019).  

The purpose of the study is to explore ways on how brands can address femicide in 

South Africa. 

1.5 Research questions 

1.5.1 Primary question 

 How can social innovation be used to address femicide?   

1.5.2 Secondary questions 

 Does Social innovation have the capability to bring change in communities?  

 How has the rise of femicide impacted South Africans?   

 Are brands contributing to femicide and other social issues?    
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1.6 Research objectives 

 To explore the use of social innovation when applied to femicide.  

 To investigate the impact femicide has on South Africans.  

 To explore brand contributions towards femicide.   

2. Literature Review 

In this section the researcher discusses the theoretical foundation, core concepts for 

the research are defined, and a reviewed summary of previous literature is provided 

to facilitate a broader understanding of social innovation. The purpose of this literature 

review aims to provide further research and understanding into perspective, identifying 

relevant theories and models, and determining what is known and not known 

concerning social innovation (Plooy-Cilliers, 2016).  

2.1 Conceptualisation 

Key concepts relevant to the research have been refined and defined in the table below: 

Table 1: KEY CONCEPTS 

Terms Definition 

Critical Theory Critical theory is a social theory focused on evaluating and 

shifting the society as a whole, in contrast to traditional 

theory oriented only to understanding or explaining it 

(Crossman, 2019). In the social sciences, the concepts, the 

aims, issues and the organization of science are part of the 

object itself, whereas concepts like society, subject and 

science were created by society, the scientific object itself 

(Rehbein, 2018). 

Femicide Femicide is a form of gender-based violence where women 

are murdered, usually by men, just because they are female 

(Maluleke, 2018). 
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Social Innovation (SI) The development and application of new ideas (products, 

services, and models) to meet social needs while creating 

new social relationships or collaborations (Mihci, 2019).  

It represents new responses to pressing social demands, 

which affect the process of social interactions (Mihci, 2019). 

Empowering people in communities is essential and with 

the use of SI, citizens are able to implement in their 

communities as a whole while coming to terms with the 

issues they are facing as a community an then after, 

exploring ways in which citizens may use them, rather than 

to expect upliftment from external parties such as 

government and organizations (Mihci, 2019). 

Social Issues Social issues are matters that can be explained only by 

factors outside an individual's control and immediate social 

environment which affect many individuals in a society 

(Corris, 2018). The researcher is focusing on femicide, how 

the crime has affected South Africa and how brands can 

address the crime with the use of SI.   

Societal Marketing Societal Marketing is constructed based on the principle of 

societal wellbeing (Juneja, 2019). It emphasizes that an 

organization should make strategic marketing decisions 

keeping in mind the consumer wants, the organizational 

needs and most important the long term interests of the 

society (Juneja, 2019). It is essential for the researcher to 

explore ways in which the concept can be utilized to 

showcase good corporate citizenship while addressing 

social issues in South Africa. 
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2.2 Theoretical Foundation 

By using a theoretical framework, the researcher has selected critical theory as the 

main theory. This foundation acts as the conceptual starting point and frames the 

research (Bezuidenhout, 2016).  

2.2.1 Critical theory   

This theory focuses on evaluating and shifting the society as a whole, in contrast to 

traditional theory oriented only to understanding or explaining it (Crossman, 2019).  

Critical theories aim to dig beneath the surface of social life and uncover the 

assumptions that keep people from a full and true understanding of how the world 

works (Crossman, 2019).   

Research suggests that the object may affect the subject, in this case, social issues 

influence the way of living for people in societies (Rehbein, 2018).   

Critical theory is integral to the research as it underpins social issues such as femicide.  

In the social sciences, the concepts, the aims, issues and the organization of science 

are part of the object itself, whereas concepts like society, subject and science were 

created by society, the scientific object itself (Rehbein, 2018). Science takes place in 

society and cannot operate fully independently of it (Rehbein, 2018).   

2.2.1.1 Case study: Carling Black Label #NoExcuse  

The researcher has employed the Carling Black Lable #NoExcuse campaign as the 

case which to display how brands have taken the responsibility to address femicide in 

South Africa. The holistic approach of the Carling Black Label #NoExcuse campaign 

was aimed at driving awareness, creating conversations and providing tools for people 

to take positive action as a means of driving a change.  

Since femicide is a societal issue, the brand allowed the general population to 

participate in the campaign, especially men (Molefe, 2018). #NoExcuse refers to there 

being no excuse for men to perpetrate any form of violence, and no excuse for people 

to stand by and do nothing when others abuse (Molefe, 2018).   
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2.2.1.2 Case study: Duluth Model for tackling domestic violence  

Duluth is a small community in Minnesota that has been leading an innovative model 

for holding offenders of domestic violence liable since the early 1980s (Farrelly, 2016). 

The Duluth Model is grounded in the experience of victims and focuses on a 

community effort to help offenders and society change (Farrelly, 2016). Those behind 

the Model say that helping offenders modify their behaviour is the most effective way 

to keep women affected by domestic violence safe (Farrelly, 2016). The community 

runs nonviolence courses which have been replicated all over the world, “to help 

abusive men look more closely at their actions, intentions and beliefs and the effect 

their actions had on their partners and others’ (Farrelly, 2016).  

The researcher considers that the above mentioned case study, as well as the Carling 

Black Label campaign, depicts how the critical theory has been applied. The people 

behind both projects were able to dig beneath the surface of femicide and uncover the 

assumptions that keep people from a full and true understanding of domestic violence. 

With the assumptions being uncovered, the projects allowed residents of communities 

to part take in the resolution of domestic violence by applying new ideas (products, 

services, and models) to meet their social needs while creating new social 

relationships or collaborations in the communities (Farrelly, 2016).  

2.3 Review of Literature 

The present research literature reviews aim to explore three previous studies on how 

social innovation has been used to address social issues, such as Femicide.   

2.3.1 Social Innovation  

According to Hakah Michi (2019), SI is a term that many like but cannot fully 

understand what it means. Michi discussed the concept of Social innovation by 

defining it as the development and application of new ideas (products, services, and 

models) to meet social needs while creating new social relationships or collaborations 

(Mihci, 2019).  

It represents new responses to pressing social demands, which affect the process of 

social interactions (Mihci, 2019).The term entered the vocabulary of the Western world 

as a reliant to the centuries-old judgemental use of innovation (Mihci, 2019).  
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Social Innovation has recently had been presented as a brand new phenomenon, or 

the increasing interest in this phenomenon has been considered as new by many 

authors (Mihci, 2019). Although South African innovation has overcome many 

obstacles since stepping into democracy in 1994, the innovation in South African is 

emerging as a potential solution to many social challenges. South African social 

innovation empowers communities to play a part in their upliftment (The Philanthropic 

Collection, 2018). The value of South African social innovations mainly stems from the 

upliftment in which citizens are able to implement in their communities as a whole, 

rather than to expect upliftment from external parties such as Government and 

organizations (The Philanthropic Collection, 2018).  

Social innovation in South Africa is challenged by the fact that social innovators often 

function on the fringes of the formal economy (The Philanthropic Collection, 2018). 

WeCanChangeOurWorld (2018), an innovative online network involved in South 

Africa’s social development sphere, says social innovation will thrive if South Africa’s 

social innovators and entrepreneurs are included in the country’s support structures 

that already exist for for-profit entrepreneurs (The Philanthropic Collection, 2018). The 

online network aims to enhance social innovators as well as to encourage and engage 

in the discourse between investors, government and business groups in order to 

access greater support and diversified sources of investment (The Philanthropic 

Collection, 2018).   

2.3.1.1 Case Study: Afri-CAN  

The Afri-CAN charity is an excellent example of how social entrepreneurship is 

encouraging social innovation at a grassroots level (Afri-CAN Children's Charity, 

2018). It works with people in communities, to create a dialogue between different 

ideas and experiences in order to find solutions to existing social problems (Afri-CAN 

Children's Charity, 2018). For example, the fish farms not only provide employment 

for people within the community, but they also introduce new technology to the 

communities and create a more reliable, healthy food source for them and surrounding 

communities (Afri-CAN Children's Charity, 2018). Not only does the introduction of fish 

farms partly solve the immediate issue of access to healthy food sources, but it also 

creates a sustainable business that will grow as new technologies and new ideas are 

introduced.  
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The project has portrayed an example of how learning from each other and 

communities (both local and international) and can bring about sustainability for the 

country as a whole.  

2.3.2 Societal Marketing   

Societal Marketing is constructed based on the principle of societal wellbeing (Juneja, 

2019). It emphasizes that an organization should make strategic marketing decisions 

keeping in mind the consumer wants, the organizational needs and most important 

the long term interests of the society (Juneja, 2019). The concept is also understood 

as an outgrowth of the principles of Corporate Social Responsibility (CSR) and 

Sustainable development (Juneja, 2019).   

It underlines that an organization should not ignore society’s long term welfare to 

achieve its mission and vision (Juneja, 2019).  

An organization is encouraged to have moral and environmentally friendly strategies 

and should ensure that proper acts and laws are implemented (Juneja, 2019). The 

societal marketing concept urges marketers to build social and ethical considerations 

into their marketing practices (Bhasin, 2017). Societal Marketing is perceived as an 

affording opportunity for companies to enhance their corporate reputation, raise brand 

awareness, increase customer loyalty, build sales, and increase press coverage 

(Bhasin, 2017). It is believed that customers will increasingly look for demonstrations 

of good corporate citizenship (Bhasin, 2017). Therefore the researcher needs to 

explore ways in which the concept can be utilized to showcase good corporate 

citizenship while addressing social issues in South Africa.   

2.3.2.1 Case study: The Body Shop  

From its inception, The Body Shop had a focus on natural and organic goods (Dragon, 

2014). Furthermore, throughout the company's history, the founders had been 

passionate supporters of various causes such as the eradication of poverty and bans 

on testing products on animals. Notable examples of The Body Shop's cause-related 

partnerships included those with Greenpeace and Cruelty-Free International (Dragon, 

2014).  While the brand is serious about its work with causes, it also displays an ability 
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to be light-hearted, fun, and a bit irreverent, as they portrayed this during the 2014 

Oscars (Dragon, 2014).  

The Body Shop hosted a Twitter "slumber party" around the hashtag, #GreatInBed, 

built around a product launch for Vitamin E Overnight Serum-in-Oil (Dragon, 2014). 

The Twitter campaign was The Body Shop's first formal online party. The online event 

included engagement with participants as well as product giveaways (Dragon, 2014).   

The brand has a certified program called Community Fair Trade, for instance, which 

is how they source many of their ingredients from around the world (Dragon, 2014). 

And, through this program, the brand cultivates ethical, long-term partnerships with 

their suppliers and their communities (Dragon, 2014).   

2.3.3 Social issues in South Africa  

Undeniably, South Africa has been confronted with substantial economic and social 

challenges that continue to affect the financial security of many households and the 

achievement of inclusive economic growth (Darfoor, 2018). 

The researcher is focusing on femicide, how the crime has affected South Africa and 

how brands can address the crime with the use of SI.   

According to Risenga Maluleke, Statistician-General, femicide is a form of 

genderbased violence where women are murdered, usually by men, just because they 

are female (Maluleke, 2018). Feminist author Diana E.H. Russell, an early pioneer of 

the term, favours a variant of this narrow definition of femicide namely “the killing of 

females by males because they are females” (Maluleke, 2018). Briefly, it is defined as 

the death of females resulting from any form of abuse by males (Darfoor, 2018).   

Despite the widespread use of the word in the media, femicide, in the narrow definition 

of the term, is a rare phenomenon in South Africa, while the rate of murder of women 

is unacceptably high compared to the global average (Maluleke, 2018).  
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Figure 1: Comparison of trends in murder rates of women, South Africa vs the world  

  

(Maluleke, 2018)  

Figure 1 indicates that in the year 2000, the South African murder rate of women was 

more than five times the global average (Maluleke, 2018).   

According to the World Health Organization (WHO) data presented in Figure 1, the 

gap between South Africa and the World has consistently narrowed down between 

2000 and 2015 (Maluleke, 2018).  Africa Check used the WHO female homicide data 

to highlight the degree of femicide in South Africa compared to the world average 

(Maluleke, 2018).   

South African police recorded a total of 14,333 murders between April and December 

2016 – 1713 of these were women (Africa Check, 2017). This thus works out to a 

woman being murdered every four hours in South Africa, where at least half of these 

women die at the hands of their intimate partners (Africa Check, 2017). From these 

findings, researchers from the South African Medical Research Council’s Gender and 

Health Research Unit found that in cases where a perpetrator had been identified, 

57.1% of the murders were by an intimate partner (Africa Check, 2017). The global 

rate of femicide for 2015 was 2.4 per 100,000 women (Africa Check, 2017).   
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South Africa’s rate for the same year was 9.6 per 100,000 women meaning South 

Africa’s rate is four times that of the global average when considering the latest 

estimates (Africa Check, 2017).  

When actual data for 2010 is considered, research shows that the country’s femicide 

rate was then 5.1 times higher than the global average (Africa Check, 2017). There 

are countless of cases are coming to the fore‚ which begs the question: why do these 

men resort to killing their partners? Research suggests lawlessness‚ access to guns‚ 

an inferiority complex and other factors may be reasons why intimate partners kill their 

loved ones at such a shocking rate (Masweneng, 2018).  

 

Jabu Baloi (2018) ‚ spokesperson for the Commission for Gender Equality‚ said men 

kill women mostly because they fail to navigate their way around rejection. Baloi further 

reports that among the key reasons is an embedded inferiority complex that many men 

suffer from, many abusive men do not want to accept rejection from women, which 

may result to abuse as well as murder (Baloi, 2018). While women make up just 10 

percent of gun homicide victims in South Africa‚ firearms play a significant role in 

violence against women - used to kill‚ rape‚ and to threaten and intimidate 

(Masweneng, 2018).   

On the contrary, Justice and Correctional Services Minister Michael Masutha insists 

that there is no single answer to the question of why men abuse and kill women as he 

continues to point out some of the common elements that are usually present in 

abusive relationships (Masutha, 2018).  

Masutha claims that the control of the use of drugs and alcohol - which affects the 

sense of judgment and control of emotions - would be another critical intervention that 

the country would need to try out (Masutha, 2018).  Alcohol abuse is often at the heart 

of many contact crimes which include murder, attempted murder, sexual offences, 

assault resulting in grievous bodily harm, common assault, and robbery (Masutha, 

2018). Around 70% of domestic violence is estimated to be associated with alcohol 

(Masutha, 2018). The latter further acknowledges that until now, the government has 

put more emphasis on secondary prevention measures which address femicide and 

abuse of women after it has happened rather than on prevention measures, but how 

can Femicide and other social issue be addressed by not just the government but the 
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society as a whole?  However Masutha states for South Africa to break the vicious 

cycle of gender-based violence, a lot more still needs to be done in terms of changing 

the mindset of South African men (Masutha, 2018).  

3. Research Design and Methodologies 

The methodology section is the specific procedure where the researcher identifies, 

collects, process and analyse data relating to a specific phenomenon (Leedy, 2013). 

The researcher will outline the appropriate paradigm selected for the researcher, 

research approach and design, population and sampling, the data collection method 

and the data analysis method used to thoroughly explore social innovation and how it 

can be used to address femicide.   

3.1 Research Paradigm 

The researcher selected critical realism (CR) as it aims to set basic principles at its 

core (Aaltonen & Tempini, 2014). The approach makes two essential assumptions 

concerning the methodology of empirical research: first, the world exists independently 

from our knowledge; second, the world can be observed only partially (Aaltonen & 

Tempini, 2014).   

CR holds that those interpretations may carry traces of a reality that is independent of 

present factors (Aaltonen & Tempini, 2014). Thus CR is appropriate as the paradigm 

incorporates the idea that all knowledge is socially constructed and transitive, while 

scientific knowledge addresses intransitive structures of reality that do not depend on 

individual awareness of them and are independent of any given context (Aaltonen & 

Tempini, 2014).   

Acknowledging the Carling Black Label #NoExcuse campaign enabled the researcher 

to achieve a greater understanding of social innovation and how it is able to be utilized 

to address social issues as brands as well as South African citizen’s as a whole. 

Critical realism has been an important advance in social science methodology as it 

develops a qualitative theory of causality which avoids some of the pitfalls of empiricist 

theories of causality (Roberts, 2014). In this manner, reflecting the epistemological 

position of critical realism.  
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The researcher made use of CR as it is it concerned with the nature of causation, in 

this case, the statistics of femicide in South Africa are very high to not pay attention to 

them, especially the brands' citizens look up to. With the use of qualitative data 

collection methods, the researcher will be able to investigate the undergirded by 

deeply philosophical ones. This is a more qualitative approach to the issue of causality 

because causal mechanisms are examined in the social world through real open 

contexts where they interact with one another in often reliant and unpredictable ways 

(Roberts, 2014).   

The relevance of CR is summarised as follows: firstly, the research investigated social 

innovation in accordance with how it may use the concept to address social issues. 

Secondly, critical realism is appropriate as the paradigm incorporates the idea that all 

knowledge is socially constructed and transitive, with the population being in union to 

address social issues as well as brands, while scientific knowledge addresses 

intransitive structures of reality that do not depend on individual awareness of them 

and are independent of any given context (Aaltonen & Tempini, 2014). 

3.2 Research approach/design 

Critical realism is a meta-theory for social sciences (Fleetwood, 2013). It is concerned 

with aspects of philosophical science being ontology, epistemology, and aetiology, 

along with conceptions of what constitutes an explanation, a prediction, and what the 

objectives of social science ought to be (Fleetwood, 2013). Additionally, it means that 

CR is a compromise between the two extreme philosophical positions, namely 

positivism and interpretivism (Vega, et al., 2010). For critical realists, the world 

functions at various levels, and each level has the ability to affect other levels in 

complex and localised ways. As such, the community residents coexist within the 

community, femicide has been increasing rapidly throughout the years, and hence the 

researcher is exploring ways in which SI can be utilized for the betterment of the 

residents as well for the brands, such as Carling Black Label.  

Also, the real world is open and changes overtime gave the human agency in the 

reproduction and transformation of social structures and causal mechanisms (Vega, 

et al., 2010). Research states that in order to explain and control the tendencies of 

events in the social world we have to understand the underlying processes of often 
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temporal, counteracting, and contingently-related structures and mechanisms that 

give rise to these events (Vega, et al., 2010). Crucially, for science, social science, 

careful methodological practices form a bridge between our epistemological 

knowledge and ontological reality: good research means we can understand the world 

better (O'Mahoney, 2016). 

This combination of epistemological   relativism   and   ontological realism, however, 

presents different challenges to qualitative social scientists, though the question of 

how researchers make discoveries about any social formation from qualitative findings 

while participants may be unaware of or (consciously or otherwise) misrepresent the 

social formations of which they are a part (O'Mahoney, 2016).   

Commonly, research suggests that critical realist researchers should be led by 

ontological concerns and, consequentially, they should embrace all qualitative 

research techniques (O'Mahoney, 2016). However, the approach to data collection 

and analysis is likely to be different from those who are committed to alternative 

ontological approaches because the methodologies to theorizing, which the 

researcher discusses below, is also distinctive (O'Mahoney, 2016).  

3.2.1 Ontological position  

Franzel du Plooy-Cillers (2016) defines ontology as the study of being, existence or 

reality, and includes the assumptions that are made about certain phenomena. For 

critical realists, certain aspects of reality are seen as real and exist independently of 

human interpretation (Plooy-Cillers, 2016). For better understanding Shanaaz 

Mathews states, in a research paper, that the act of killing a female partner does not 

occur “out of the blue”, it is most likely to happen after a long-standing history of 

violence (which can be understood as a reality as the violence mounts up), which 

could be both physical and psychological in nature (Mathews, 2010). 

3.2.2 Metatheoretical position  

Metatheoretical position relies on a core belief of critical realists is that the material, 

cultural and historical conditions in which people find themselves may hold them back 

for future opportunities (Plooly-Cilliers, 2016). Extracting another piece from Mathews’ 

research paper, the researcher identified that locating men’s use of violence within a 
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feminist discourse, it is construed as a product of gendered power differentials with 

violence construed as a means to control, or used when striving for control, which may 

or may not be realised, which might not be a conscious motivation (Mathews, 2010). 

With that in mind, females continue to believe that men are superior because of their 

physical strength.   

3.2.3 Methodological position  

The critical realists’ idea of a multi-faceted reality that can be investigated from 

different viewpoints informs their beliefs that there is no single method that can provide 

definite results about any given object of research (Plooly-Cilliers, 2016). With the use 

of the statistics the researcher has explored, the numbers founds are alarming and 

that inspired the researcher to focus on qualitative research to explore ways in which 

SI can be used to address these quantitative findings.   

3.2.4 Epistemology position  

Critical realists do not see knowledge as permanent, but as something that should be 

considered within its historical and social context (Plooly-Cilliers, 2016). Here the 

researcher does not aim to merely gain knowledge for the sake of knowing or 

understanding but to gear the knowledge towards actions and should, therefore, have 

practical value (Plooly-Cilliers, 2016). The researcher has used Carling Black Label 

#NoExcuse campaign as the main case study as the brand acknowledged that it is 

responsible for promoting responsible drinking at all times (Villers, 2018). With the 

research done, their team acknowledged that abuse of any kind, including gender 

based violence, is unacceptable and their aim was to shift the perceptions of not just 

the brand but the social issues and how men are perceived in South Africa as well as 

victims (Villers, 2018).   

3.2.5 Axiology position  

The researcher found that critical realists are dependent on a degree of subjectivity in 

their research as it is almost impossible to do value-free research – the choice of the 

research topic often value laden (Plooly-Cilliers, 2016). Crucially, the researcher 

values equality and human freedom by exploring ways in which femicide can be 

addressed with the use of SI in South African communities, with the assistance of 
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brands. The study has an orientation towards emancipation as social innovation allows 

individuals to feel liberated.   

3.3 Population 

The population is made up of shared characteristics and the number of people of social 

artefact in the population parameters of the study (Pascoe, 2014). Thus, to effectively 

define the population, the researcher utilises three parameters namely the nature, size 

and unique characteristics of the population, allowing the researcher to distinguish 

between the target and accessible population (Pascoe, 2014).   

• The nature of the population: consists of people, as the unit of analysis  

(Pascoe, 2014). The people selected are relevant as the questions are targeted towards 

social innovation as well as femicide aiming to gain the necessary information and 

insights required to resolve the research problem as femicide has been making 

headlines to a point where citizens are alarmed and at unease. With the chosen people, 

the researcher aims to gain insights from industry professionals as well as female 

activist, they would have interest in the study as well as the social issue.  

• The size of the population: this is every one that falls within the population 

parameters established (Bradley, 2013). The target population for the research will be 

made up of 3 individuals within the geographical area of Pretoria in general.   

• The unique characteristics of the population: The researcher plans to interview 

four people, a senior copywriter/strategist at an agency for industry insight, an employee 

from a woman’s shelter for insight about femicide as well as the women dealing with 

domestic violence, and lastly, a public relations student for insights from someone who 

is a regular black female who is passionate about women’s rights.  

3.4 Sampling 

Sampling is the method of selecting a predetermined number of units (people or 

objects) with the same relevant characteristics from a larger population under 

investigation, denoting a “sample” (Pascoe, 2014). It is a “subset” of the population 

and may be considered representative of the population (Pascoe, 2016). Therefore, 

the sample for this research encompasses people (unit of analysis), namely, branding 
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experts as well as females that possess a great interest in females rights and the 

feminist revolution. These people are those who will be referred to as the participants 

(McLeod, 2014).   

Due to the qualitative and exploratory nature of this research, and it being difficult to 

gain access to the entire population of people who share the similar interests, it was 

identified that non-probability sampling would better suit the purpose of the research 

(Pascoe, 2014).   

Non-probability sampling is also called as a judgment or non-random sampling as the 

selection of the sample is made based on the subjective judgment of the researcher 

(Alvi, 2016). There was no random selection as the researcher selected people who 

share similar interests to participate. The target population is defined as brand experts 

and feminists in Gauteng. The element of the research population is the people who 

have either been in the advertising field for several years, residing in Pretoria and 

having an interest in female rights or identify as femicides an element of our 

population. Non-probability techniques make it possible to take a sample of the 

population the elements of which are infinite in number (Alvi, 2016). Therefore, the 

sample size for the research will be three selected people who share similar interests 

to participate. Thus, the researcher will be focusing on a non-probability sampling 

method is well suited for exploratory research intended to generate ways in which SI 

may be used to address femicide, which brands may learn from.   

Due to the applicability of non-probability sampling for the research, the sampling 

method identified as the most pertinent was that of purposive sampling. Purpose 

sampling refers to purposively choosing the elements that the researcher wishes to 

include in the sample, based on a list of the characteristics (Pascoe, 2014).  

The researcher analysed the population accessible (people in Pretoria and close to 

the researcher) and the research question, and determine what characteristics from 

the population are important for the researcher (Pascoe, 2014). In purposive sampling 

the sample is approached having a prior purpose in mind, in the research, the 

researcher aims to explore ways in which SI is able to address femicide in South 

Africa. 
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3.5 Data Collection 

The researcher focused on qualitative research which is often referred to as a  

whole-world experience’ because the interest is in the depth of human experience, 

including all the personal and subjective characteristics associated with a particular 

phenomenon (Strydom & Bezuidenhout, 2016). In-depth, 20-30 minutes, interviews 

were held it allows the researcher to pose questions to participants with the aim of 

earning more about their views, opinions, and beliefs about how SI is understood and 

how it can be used to address femicide (Plooy-Cillers, 2016). the researcher 

understands how valuable sources of information and, if conducted correctly, it allows 

the interviewer to interpret and understand the participants answers to specific 

questions as femicide is a crucial issue in South Africa and needs a great respect 

when discussing with anyone as well as understanding what could be done.   

Based on the sensitivity of the topic as well as the great interest the researcher has in 

SI and female based issues, a general interview approach will be used to also allow a 

conversational approach (Bezuidenhout, 2014). Although the researcher will have a 

predetermined set of questions, a great degree of freedom is given to the interviewee 

to express any other views they may have on the topic (Bezuidenhout, 2014). This is 

a very adaptable approach and allows the researcher to adjust the focus of the 

interview when needed (Bezuidenhout, 2014). This method was appropriate as it 

enabled the researcher to have greater opportunity to ask follow-up questions, probe 

for additional information, and circle back to key questions later on in the interview to 

generate a rich understanding of attitudes, perceptions, motivations (Steber, 2017). 

The interviewer will be able to monitor changes in tone and word choice to gain a 

deeper understanding, and as the interviewer will be doing face-to-face, in-depth 

interviews, the interviewer will be able to focus on body language (Steber, 2017).   

The data collection process will involve gaining permission from et al GROUP brand 

manager to conduct an in-depth interview with the senior copywriter. Once permission 

was obtained, one interview was conducted at et al Group agency in Pretoria, and 

the additional two interviews were conducted at the participants’ homes - three 

interviews in total. Interviews were conducted over three weeks from Monday to 

Friday, between 10 am to 5 pm.  
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Interviews will be verbally recorded using a smartphone which will be later on be 

transcribed in Word for analysis. Before beginning an interview, all participants will be 

required to complete a consent form. The interviewer will follow predetermined SI and 

femicide questions. Lastly, the researcher thanked the participants for their time and 

for sharing their views and opinions during the interview.   

After all the interviews were conducted, the data will then be transcribed, analysed 

and interpreted using thematic analysis to derive findings (Nieuwenhuis, 2016). 

To enhance the trustworthiness of the research and effectively test the collection 

method, a pre-test will be conducted among two participants that fall within the 

population parameters but were not drawn from the sample. This will allow the 

researcher to establish an approximate time to conduct interviews and acted as a pre-

waring system for changes, additions, deletions or other amendments required to 

modify the collection method (Koonin, 2016). 

3.6 Data Analysis 

Research describes qualitative data analysis as the process of bringing order, 

structure, and meaning to the mass of data and involves sifting, sorting, selecting and 

organising collected data to gain an enriched understanding of phenomena 

(Bezuidenhout & Cronje, 2016).   

With the researcher making use of the qualitative nature of the study, the researcher 

took an in-depth look at non-numerical data. Therefore, the data analysis method that 

supports the exploration of SI, as to how it can be used to address femicide in South 

Africa, included is thematic analysis (Bezuidenhout & Cronje, 2016).  

Simply, data was processed by organising and examining information according to 

themes (Joffe, 2012). Thus, thematic content analysis was suitable as it facilitated the 

exploration of both covert and overt themes from the transcriptions (Schreier, 2014) 

and enabled the identification, inspection, analysis and reporting on of themes from 

in-depth interviews in detail (Schreier, 2014). A step by step process the researcher 

will be following is as below:   
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Table 2: Thematic Analysis process (Schreier, 2014) 

Steps Description 

Step 1: Collect data  The researcher conducted 4 separate interviews with two 

branding experts, one PR student and woman activist as 

well as a psychology student who has great passion for 

the femicide epidemic.  

A smartphone was used to record 3 of the interviews. The 

researcher then transcribed all verbal interviews.  

Step 2: Coding data The researcher coded the data per paragraph with the use 

of Microsoft Word.  

Open coding was used as there were no pre-set codes, 

rather codes were established and modified throughout 

the coding process. 

Step 4: 

Themes/Frameworks 

identification 

Related codes were combined and labelled to create 

preliminary themes which were then reviewed, modified 

and collated into four principal themes. 

Step 5: Information 

consolidation, finalize 

theme names 

Themes were defined and discussed in terms of findings 

and supported by verbatim quotes from participants.  

Step 6: Interpretation of 

findings 

Findings were interpreted, related to theory and/ or 

literature and evaluated in context of the primary and 

secondary research questions 

4. Findings and Interpretations 

In this section, findings for the research are presented and interpreted. The researcher 

made use of the thematic analysis approach to analyse the data gathered by 

identifying codes/patterns and themes within the qualitative data set (Schreier, 2014).  
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The researcher became familiar with the data by going through the recorded interview, 

as well as the filled in questionnaires whereby the initial impressions were made and 

jotted down. Secondly, codes were generated with the use of Microsoft Word to 

tabulate the data to facilitate organising and reducing the data into smaller, more 

meaningful chunks. The researcher utilised open coding as there were no pre-set 

codes, rather codes were established and improved throughout the coding process 

(Maguire & Delahunt, 2017). Thirdly, codes were combined and labelled to create 

preliminary themes which were then reviewed, revised and collated into principal 

themes (Maguire & Delahunt, 2017). Finally, in this section emergent themes are 

discussed, interpreted and related to literature, theory, and the research questions. 

The below table provides a summary illustrating the predominant themes, the 

interview questions themes emerged from and the research objective addressed by 

the theme. 

Table 3: Theme Summary 

Theme Interview Question Objectives 

Theme 1: Obstacles 

faced by Citizens 

Question 3, 5 and 9 Objective 1 

Theme 2: Impact on 

citizens 

Question 3 and 7 Objective 2 

Theme 3: What can 

be done? 

Question 5, 7, 8 and 9 Objective 1 and 3 

Theme 4: Motivation Question 1, 2, 3, 4 and 9 Objective 2 

 

As illustrated above, four main themes were identified from the three interviews 

conducted, being: Obstacles faced by citizens; impact on citizens; what can be done; 

and motivation. The researcher will define each theme and discuss it by linking it to 

social innovation when being applied to femicide. This will be followed by an 

interpretation which describes what each finding means.  
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4.1 Findings and interpretation of Themes 

Theme 1: Obstacles faced by citizens 

Obstacles faced by citizens to social innovation can be detected at different structural 

levels; with the research done through the interviews, these barriers were found to be 

barely formalized or interconnected (Oganisjana, et al., 2017). There were three 

prominent obstacles that were expressed throughout the interviews on social 

innovation on femicide. These obstacles include: Toxic masculinity, unity and funding.  

Toxic masculinity is a collection of behaviours, thoughts and feelings associated with 

being “masculine” (Helman & Dery, 2018). These behaviours, thoughts and feelings 

allow men to have power over women who are often expected to be passive, 

submissive, nurturing and emotional (Helman & Dery, 2018).  Two participants 

expressed their opinion on masculinity and how it poses as an obstacle when facing 

femicide.  

 “A man’s ego doesn’t want to be challenged and one way of doing that is by 

questioning that ego” - Participant 3 

 “A culture of toxic masculinity may inform certain brands and organisations” - 

Participant 2 

Participant 3 stated that he believes that a man ego needs to be challenged by 

questioning that ego. This finding is supported by Jabu Baloi’s (2018) spokesperson 

for the Commission for Gender Equality, perception that men kill women mostly 

because they fail to navigate their way around rejection. Baloi further reports that 

among the key reasons is an embedded inferiority complex that many men suffer from, 

many abusive men do not want to accept rejection from women, which may result to 

abuse as well as murder (Baloi, 2018).  

The second obstacle is the lack of funding in social innovation projects. Participant 3 

alluded to lack of funding as the primary problem they face in getting their businesses 

off the ground. A few of social innovation entrepreneurs realise that this lack of funding 

is actually a consequence of a far bigger concern – lack of a credible deal pipeline in 

their ventures  
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“Another barrier for some brands is funding; because if their funding is not enough 

then they cannot address the issue to a lot of people.” - Participant 3 

Research suggests that, in fact, plenty of money out there as local and international 

investors alike are searching for innovative venture to put their money into (Makinane, 

2015).  

Lastly, participant 1 expressed a genuine concern on how brands need to be at the 

forefront of social innovation in South Africa. Research states that a number of 

multinational corporations, recognised global brands, are investing their time and 

resources to shift their business practice from top-down to bottom-up, involving their 

key stakeholders along the way as much as possible (Violo, 2018). Though, most 

brands underestimate the diversity of the communities, organisations and people they 

impact within their ecosystem which is an untapped source of innovation (Violo, 2018). 

In order to build innovative and sustainable businesses, one can easily understand 

the necessity to collaborate with its different parts. Participant 1 mentions that 

“consumers are more empowered to make demands on brands…” suggesting the 

need to have brands at the forefront when addressing femicide as they possess the 

power to reach a bigger audience would create a bigger impact.  

 “Consumers are more empowered to make demands on brands, and there are 

consequences when brands do not come to the party.”- Participant 1 

In response to Social innovation being applied to social issues such as femicide, 

participants have expressed their views of barriers that are in place of successfully 

practicing social innovation. The researcher found that participants felt that once 

community members have support from brands and organizations. These findings 

were congruent with Harvard Business School professor Michael Porter (2018) as he 

made the case that businesses can help address community problems, such as 

femicide, as organisations and communities dealing with them don’t have nearly 

enough resources to finance the necessary change (Violo, 2018).  

Therefore, this finding indicates that due to the lack of finance and resources, brands 

are needed by community residents to address femicide as there with the 

implementation of Social innovation.  
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Theme 2: Impact on citizens 

This theme incorporates participants view on how femicide impacted citizens of South 

Africa. The main impact here being fear. When the participants were asked their views 

when it comes to femicide in South Africa, all participants shared a sense of fear. The 

South African president, Cyril Ramaphosa (2019), disclosed that the country is facing 

a national crisis of violence against women as protesters took to the streets for a third 

successive day. Participants 1and 3 showed very similar views on femicide being fear. 

The fear expressed throughout the nation similarly urged Ramaphosa to address the 

nation with a plan of action to curb the scourge of gender-based violence, comprising 

of the proposal to make a register of offenders public (Francke, 2019). He claimed 

laws would be reviewed in parliament imminently as laws on domestic violence and 

sexual offences will be reviewed to prioritise the needs and interests of survivors 

(Francke, 2019).  

The South African-born Hollywood actor Charlize Theron (2019) has spoken out 

against violence against women in the country. Responding to a tweet that shared a 

1999 advertisement in which she starred as part of an anti-rape campaign, Theron 

said the justice system had failed women (Francke, 2019). The femicide epidemic 

made international news therefore Theron also urged men to call out potential 

perpetrators to protect the women in South Africa (Francke, 2019). She continues to 

urge men to stand up, speak up and to not be bystanders as men have the power to 

change this (Francke, 2019).  

"I feel that it is unacceptable that women have to watch what they wear in public 

and also have to be careful about the places they socialise at, with a fear of 

possibly facing violent reprisals, such as rape and even death. In our country, 

femicide and rape rates keep increasing..” – Participant 1 

“Femicide is very scary, especially in South Africa, because the numbers are so high. 

It makes me fear for the women of this country” – Participant 3 

“I’m not at ease because of this” – Participant 3  
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“I worry about them every day because we don’t know if they’ll see the next day” – 

Participant 3 

With the findings established, the researcher employed the Carling Black Lable 

#NoExcuse campaign as the case which to display how brands have taken the 

responsibility to address femicide in South Africa. The Carling Black Lable #NoExcuse 

campaign shared the similar views on Femicide as Theron and the participants that 

women certainly feel fear towards the men in South Africa as there is no excuse for 

men to perpetrate any form of violence, and no excuse for people to stand by and do 

nothing when others abuse (Molefe, 2018).  

The findings have indicate that the rise of femicide has negatively impacted the nation 

as citizens have been inflicted with fear for the lives of women in South Africa.  

Theme 3: What can be done? 

The third theme discusses how femicide could be addressed using SI. There were 

three main points that were identified throughout the data collected, both primary and 

secondary research. First point being that there is a great interest in addressing and 

eradicating femicide from citizens as well as the participants. In response to a wave 

of protests following a series of brutal attacks on women, South African President Cyril 

Ramaphosa has again committed himself to addressing this problem urgently 

(Westhuizen & Dykes, 2019). The President emphasized the need for harsher 

sentences for the perpetrators of gender-based violence and femicide as he 

announced that an “emergency action plan” to combat the social issue (Westhuizen & 

Dykes, 2019). The plan to be implemented includes, but not limited to, the need to 

address patriarchal attitudes and practices that encourage domination and violence, 

this plan is similar to those shared by Participant 2 as they think certain patriarchal 

structures will resist, but the majority of people are calling for an end to this 

misogynistic culture. The other plan in action is to make sure that women’s rights and 

gender/power relationships form part of the educational system, additionally amending 

laws to ensure harsher punishment for perpetrators (Westhuizen & Dykes, 2019). 

Research shows that none of these interventions will work unless government and 

civil society work together (Westhuizen & Dykes, 2019).   
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Non-governmental organisations should be supported to develop their services 

further. Above all else, the government needs to make sure that the South African 

Police Service, court system, correctional services, social development, health and 

education are reformed (Westhuizen & Dykes, 2019).  

The second point then addressed how brands, government as well as civil society 

need to collaborate in order to successfully address femicide with the use of SI. Sonke 

Gender Justice is an NGO devoted to gender equity in its many forms (Smith, 2019). 

Patrick Godana, manager of Sonke Gender Justice, shared in an ABC News article 

that “gender norms are fuelling violence against women, social norms are fuelling 

violence against women, alcohol abuse and poverty, because some men feel like they 

are less of a man, their esteem as men is low and therefore they can only present their 

own authority by shaking and beating up women,” (Smith, 2019). He then admits that 

his responsibility is to look up and say, ‘What can I do as a man to engage other men 

in making that change?'”. One of the NGO’s beliefs is that men should play a primary 

role in ending gender-based violence, so Godana hosts workshops all across the 

country in an attempt to transform how men think about domestic abuse (Smith, 2019). 

The work that Sonke Gender Justice is one of the many ways SI can be implemented 

as the aim of SI is to represents new responses to pressing social demands, such as 

Femicide, which affects the process of social interactions (Mihci, 2019). Commonly, 

the participants stated that plans that have been put in place may work but the larger 

issue is the laws and cultural practices need to be readdressed as those may be the 

root to femicide.  

Lastly, the point identified is the law amendments in South Africa. Research shows 

that boy children who are exposed to family violence or childhood victimisation are 

more likely to direct violence at an intimate partner (Westhuizen & Dykes, 2019). In 

addition, men who show aggression to their partners are at risk of falling victim to 

violence in the future (Westhuizen & Dykes, 2019). It’s important not to ignore attitudes 

towards this kind of violence as research has identified a common thread across socio-

political, religious, cultural and personal attitudes that support or condone spousal 

assault (Westhuizen & Dykes, 2019). These implicitly or explicitly encourage 

patriarchy, misogyny and the use of violence to resolve conflict. Participant 2 adds to 

this point by stating that patriarchal structures will resist, but the majority of people are 
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calling for an end to this misogynistic culture which then requires readdressing laws 

as well as cultural practices.  

With the mentioned points stated, it has been acknowledged that femicide requires 

more than just brand intervention, but with the co-operation of the government, the 

social and cultural communities need to be highly involved.  

 “… Women are actively fighting for justice there is also a "Play your part"….” – 

Participant 1 

 “… Gender norms should change and we need to see it in branding, through content 

that will have a positive impact on the public…” – Participant 1 

 “… it is not enough to ‘say’ it. Brands must do it: through revisiting their corporate 

culture and its gender biases and inequalities…” – Participant 2 

“… I think certain patriarchal structures will resist, but the majority of people are calling 

for an end to this misogynistic culture…” – Participant 2 

“… they put it out there and show that it is not a myth…” – Participant 2 

 “… Yes, because it is one of the biggest issues in South Africa and so we want a way 

to stop it…” – Participant 3 

Theme 4: Motivation 

Lastly, this theme discusses how SI can be beneficial to all parties involved. Although 

South African innovation has overcome many obstacles since stepping into 

democracy in 1994, the innovation in South African is emerging as a potential solution 

to many social challenges. South African social innovation empowers communities to 

play a part in their upliftment (The Philanthropic Collection, 2018). The value of South 

African social innovations mainly stems from the upliftment in which citizens are able 

to implement in their communities as a whole, rather than to expect upliftment from 

external parties such as Government and organizations (The Philanthropic Collection, 

2018). Regarding brands/businesses/organizations, it has been stated that social 

innovation is about developing products to serve society better (Slavin, 2013).  
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Though this statement has been disregarded by Paul Ellingstad, leader of the social 

innovation programmes at IT giant Hewlett-Packard (Slavin, 2013). He argues 

business shouldn't be dabbling in social innovation at all, because market-based 

approaches are about profits, not people (Slavin, 2013). He provides his 

representation of social innovation that it is not about products, but putting innovative 

new systems in place so companies can rise to growing social and environmental 

challenges (Slavin, 2013). The researcher has employed the Carling Black Lable 

#NoExcuse campaign as the case which to display how brands have taken the 

responsibility to address femicide in South Africa. Their #NoExcuse campaign reached 

more than 45 million people worldwide, and was recently awarded a bronze Loerie 

award (Villiers, 2018). The campaign trended on Twitter, and helped to increase Black 

Label social media mentions by 823% and increased positive brand sentiment by 86% 

though sales were not measured during the campaign because that was not the 

objective of the movement as the main goal is to reduce and eradicate gender-based 

violence (Villiers, 2018). 

The findings indicate that social innovation, when applied on femicide, has the best 

chance to benefit brands, the government as well as civil society. 

“… The campaign openly shows how the rights of women are being violated…” – 

Participant 1 

“… Social innovation enables change and the redefinition of existing systems of 

belief and behaviour…” - Participant 2 

“… Brands may be seen as a form of cultural expression; brands are an articulation 

of our needs, dreams and desires, and these are constantly shifting and 

evolving…” – Participant 2 

“… The more people work together, the more action can be taken against 

femicide…” – Participant 3 

“… the youth is the future and shaping them, shapes the future…” – Participant 3 
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“… a smart way of addressing the issue because it forces people to stop and 

listen…” – Participant 3 

“… a lot of brand loyal people to pay close attention to the issue, because if a brand 

as big as Black Label is talking about the issue then it is something to take 

seriously…” – Participant 3 

“… The fact that Black Label is an alcohol brand (and we know that alcohol abuse also 

causes women abuse) shows that they are taking responsibility and are trying to 

help rectify this problem.” - Participant 3. 

4.2 Validity, reliability and/ or trustworthiness 

In research, it is vital to be able to conduct findings that readers are able (Koonin, 

2014). The purpose of qualitative research is not to find causal relationships or to 

generalise results to a broader population but rather, to provide an in-depth 

understanding of a phenomenon such as femicide (Koonin, 2016). Qualitative 

researchers prefer to use the concept trustworthiness to measure reliability and 

validity within qualitative studies as the main aim of qualitative research is not to 

generalise results. The overarching term that is used for validity and reliability in 

qualitative research is ‘trustworthiness’, which is further divided into credibility, 

transferability, dependability, and confirmability (Koonin, 2016). Thus the researcher 

will not make use of ‘reliability’ and ‘validity’ as research suggests that the terms are 

not useful within these types of studies (Koonin, 2016).  

4.2.1 Credibility 

Credibility will refer to the accuracy with which the researcher will interpret the data 

that was provided by the participants during the interview (Koonin, 2016). This was 

reached through the collection of the data (in-depth interview and questionnaires) and 

the analysis of the data (Thematic content analysis) (Nieuwenhuis, 2016), 

implementing a research design (exploratory) that is carefully aligned with the 

research question relating to Social innovation. The research spent the interviewed 

participant sufficient time while giving their responds in order to gain comprehensive 

understanding (Koonin, 2016). Frequent supervisor sessions were held on the Vega 

School premises to ensure the research was still adhering to the standards as well as 

ethics put in place.   
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4.2.2 Transferability  

Transferability can be achieved when the researcher is able to apply the findings to a 

similar situation and delivering similar results (Koonin, 2016). In this study, the 

researcher was able to then provide the evidence that it could be applicable for the 

study through the literature review (Statistics Solutions, 2019). 

4.2.3 Dependability 

Dependability refers to the quality of the process of integration that takes place 

between the data collection method, data analysis and the theory generated from the 

data (Koonin, 2016). The researcher describes and documents the research process 

relating to the SI exploration. 

4.2.4 Confirmability 

Confirmability refers to how well the data collected support the findings and 

understanding of the researcher (Koonin, 2016). The researcher maintained 

professionalism by seeking guidance from the research supervisor whom provided 

professional and ethical direction for this investigation.   

5. Conclusion and Recommendations 

5.1 Implications of the Findings for Social Innovation on Femicide 

The primary objective of this research was to explore ways in which SI can be applied 

to femicide in South Africa. Upon analysing and interpreting the research findings, it 

became clear that citizens are interested in combating the alarming femicide cases 

that have rose in the past couple of years. Therefore, the implications of findings 

include: guaranteed support for SI programs, eliciting safety on the lives of women in 

South Africa, intervention from brands, the government and civil society and lastly, SI 

motivations in all parties involved.  

Through the pursuit of addressing femicide, the rise of digital technologies over the 

years has been creating new opportunities to address social issues which provides 

directions to the growth of the social innovation sector (Missikoff & Silvestrini, 2018). 

In the human rights sector, many apps and digital tools have been designed and 

implemented. Research has proved that funding for SI enterprises is available as 
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corporations such as the SAB Foundation’s main objective is to provide funding for 

small, medium and micro-sized enterprises, in order to contribute to the economic and 

social empowerment of historically disadvantaged persons, primarily (but not 

necessarily exclusively) by means of entrepreneurship development and with a priority 

focus on providing opportunities within small, medium and micro-sized enterprises for 

women and youth in the rural areas, as well as persons with disabilities (SAB 

Foundation, 2018). The implications of the funding provision create a sense of hope 

as citizens and organizations are able to combat femicide with the help of corporations 

such as the SAB Foundation.  

Furthermore, the rise of femicide has negatively impacted citizens indicated, women 

live in fear for their lives not knowing who is next. At a BrandSA breakfast, President 

Cyril Ramaphosa was to address femicide and what to do about violence against 

women (Merten, 2019). The cabinet have concluded on legislative changes which may 

be considered, 8,750 traditional leaders are being trained and work towards 

establishing the gender-based violence and femicide council is continuing (Merten, 

2019). At the official signing of the declaration while also opening a sexual offences 

court, Ramaphosa acknowledged the reality of harassment, abuse and violence. 

When Parliament hosted a women’s parliament on 29 August to start the process of 

reviewing the 1994 Women’s Charter for Equality, it emerged that a steering 

committee is in place and more work to fully establish the gender-based violence and 

femicide council is unfolding (Merten, 2019). Thus the safety of women in South Africa 

has been addressed and as research states, laws are being reviewed in favour of 

womens rights.  

Continuing, the intervention of brands, the government and civil society have been 

encouraged as NGO’s such as Sonke Gender Justice. Research suggests that social 

innovation is preparing the ground for a bigger revolution in how companies do 

business (Smith, 2019). Ultimately, is predicted for business is a recognition of the 

need for system-level change. Social innovation has an important role to play in getting 

us to a place where breakthroughs can happen at a systems level (Merten, 2019). 

Thus, with organizations such as Sonke, victims and perpetrators are able to seek 

help and work towards having a gender-free society.  
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Lastly, the motivation behind SI for all parties involved is grounded in the need for 

need for system-level change. The researcher has employed the Carling Black Lable 

#NoExcuse campaign as the case which to display how brands have taken the 

responsibility to address femicide in South Africa. Their #NoExcuse campaign reached 

more than 45 million people worldwide, and was recently awarded a bronze Loerie 

award (Villiers, 2018). The campaign trended on Twitter, and helped to increase Black 

Label social media mentions by 823% and increased positive brand sentiment by 86% 

though sales were not measured during the campaign because that was not the 

objective of the movement as the main goal is to reduce and eradicate gender-based 

violence (Villiers, 2018). Even though the concept of SI is based on a human centric 

approach, organisations stand a chance to amplify its brand name when addressing 

social matters as citizens contribute to their revenue at the end of the day.  

5.2 Evaluation of the Research 

This researcher successfully completed the research. The above implications validate 

that firstly the femicide surge took South Africa by a storm which was reflected on 

social media. Though with the use of social innovation, communities seems to be 

warm to tackle femicide in innovative ways as its predicted to be a great way of 

bringing the community of South Africa together by addressing femicide and more 

social issues at large. Many citizens believe that brands should be of help to social 

issues in South Africa, as Carling Black Label addressed femicide through the use of 

SI, citizens felt heard and full of hope.  

Therefore, having addressed these three objectives, it is clear that social innovation 

can be used to address femicide and other social issues and hence, has the ability to 

bring communities together to alleviate femicide. It is important to recognise that the 

power of social innovation and its ultimate worth to femicide resides in the 

collaboration of communities as well as brand. 
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5.3 Management Recommendations 

Based on the findings of the research, the following recommendations are suggested 

for brands, the government and civil society to employ SI when addressing femicide 

and: 

1. Dedicated l funding for a host of new interventions, as well as for sexual 

offences courts, 

2. The need to address patriarchal attitudes and practices that encourage 

domination and violence, 

3. Gender sensitivity training for the police, prosecutors, magistrates and policy 

makers, 

4. Amending laws to ensure harsher punishment for perpetrators. 

5.4 Ethical Considerations and Limitations 

Ethical consideration focuses on the disciplines that study standards of conduct, such 

as philosophy, theology, law, psychology, or sociology (Gajjar, 2013). The researcher 

identified ethical considerations pertaining to the participants as well as the researcher 

under the investigation.  

5.4.1 Ethics concerning participants 

The researcher ensured informed consent, voluntary participation, ethical data 

collection, the protection of sensitive information, appropriate and ethical incentives, 

and secured confidentiality (Resnik, 2018). 

5.4.2 Ethics concerning the researcher 

The researcher acted ethically by avoiding bias, never falsifying or misusing 

information, evading the use of inappropriate methods and never distorting results 

(Resnik, 2018). 

5.5 Ensuring ethical research 

The above ethical considerations were upheld throughout the research by drawing up 

a personal ethics code prior to the research being conducted to serve as a personal 

ethical guide for the researcher. Furthermore, the researcher conducted the research 

according to IIE Ethical Guidelines and Clearance and all participants were formally 
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informed of the purpose of the research, the procedures that were to be followed and 

the rights of volunteers concerning participation. Moreover, prior to any research being 

conducted, volunteers had to sign a consent form to participate and confidentiality was 

maintained by ensuring that data could not be linked to individual names. Finally, the 

researcher formed an ethical partnership with the research navigator whom would 

warn and advise the researcher concerning ethical grey areas and whom guided the 

researcher in ensuring ethics were upheld throughout the entire research process (IIE, 

2016).  

5.6 Limitations  

According to Enslin (2016), limitations are defined as constraints that are out of the 

researchers control whereas delimitations transpire based on the decision’s 

researchers make. Limitations related to the research involved time, resources and 

sample technique (Pascoe, 2014) and a delimitation identified involved the sample 

size (Larson, 2010). 

Time: The time frame for the research limited the amount of evidence the researcher 

was able to collect. Furthermore, the researcher was not able to go into as much depth 

as was desired resulting in findings that were less robust than what was intended 

(Larson, 2010). To address this, further answers were provided to the research via 

WhatsApp voice notes.  

6. Conclusion 

The resolve of this research comprehended the exploration of social innovation and 

its application on femicide. The data collected among participants confirmed that SI 

can be employed when addressing social issues such as femicide as organisations 

provide support communities. Thus, the femicide study confirms that by successfully 

leveraging Social innovation, brands, the government as well as the civil society can 

create important opportunities for trust, loyalty, growth and sustainable competitive 

advantage in communities (Porter & Kramer, 2011). Hence, further investigation into 

the topic of social innovation and its application on femicide within South Africa is 

recommended. 
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Annexure A: Final Research Report Summary Document Template  

TITLE: the use of social innovation to address femicide in South Africa: an exploratory qualitative study. 

Research  

Purpose/  

Objective  

Primary  

Research  
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Research 

Rationale  

Seminal  

Authors/  

Sources  

Literature Review  

– Conceptual  

Framework  

Paradigm  Approach  Data Collection 

Method(s)  

Ethics  Key Findings  Recommen- 
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What did 
how social 
innovation 
can be 
applied 
when 
addressing 
femicide.  
  

  

  

  

  

  

How can 

social 

innovation be 

used to 

address 

femicide?   

  

The researcher 

explored ways 

brands are able 

to combat social 

issues, such as 

femicide and As 

a South African 

female, the topic 

of femicide is 

close to heart.   

  

*Hakan Mihci 

*The 

Philanthropic 

Collection 

 

 

 

Theme 1:  

 *Critical Theory 

 

Theme 2:  

 Femicide 

  

Theme 3:  

 Social Innovation 

  

Theme 4:  

 Social Issues 

 

Theme 5:  

 Societal 

Marketing 

  

 

Paradigm  

Critical Realism 

  

Epistemology  
The researcher 
was able to gear 
the knowledge 
gained towards 
actions therefore, 
was able provide 
meaningful 
insights. 
  

Ontology  

After 
unravelling the 
reality of 
Femicide, the 
researcher was 
then able to 
generate 
insights.   
  

Axiology  

What do you 
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research? What 
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Qualitative   

In-depth, 20-30 

minutes, 

interviews were 

held it allows 

the researcher 

to pose 

questions to 

participants 
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in South Africa. 
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host of new 
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sexual offences 
courts, 
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patriarchal 
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domination and 
violence, 
 
3.Gender 
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police, 
prosecutors, 
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harsher 

punishment for 

perpetrators. 

Population  
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study 



 

The findings 
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social 
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when applied 
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the government 
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social 
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utilized to 

address 
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Research 

questions 
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social 
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capability to 

bring change 
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communities?  

  

Social 
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research 
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females rights and 
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an in-depth 

look at non-

numerical data.   

 

Thematic 

content 
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in findings that 
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Research 
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rise of 
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•Are brands 
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femicide and 

other social 

issues?    
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objectives 
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the use of 
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impact 
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