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2. Context 

Within the last few years, the spreading of information became crucial for businesses, 

corporations, organizations and individuals. With this increase in available informa-

tion came increased complexity, the individuals' ability to identify the information 

they really need became less. This thesis targets the basic problem that emerges with 

the increasing amount of content which came along with the use of information tech-

nology, the utilization of emails, blogging spheres, virtual identities and networks: in-

formation overload. Organizations are now able to address target groups with one 

click, sending out information to thousands of recipients within seconds for the most 

diverse reasons.  This thesis discusses capabilities that arise from state-of-the-art func-

tionalities of the management of information in order to provide a structural model as 

well as an approach to an architecture that helps non-profit organizations to address 

their stakeholders more effectively. With the proposed solution, the way non-profit 

organizations communicate to stakeholders is utilized under the transition from tradi-

tional content distribution to a personalized, semi-automated environment that allows 

for high-impact, sustainable relationships between the organization and its 

stakeholders.  

3. Motivation 

All stakeholders in their various roles as customers, partners, employees or targets of 

communication processes need to be taken into consideration to achieve organiza-
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tional success. The recognition of their contribution to the fulfillment of organiza-

tional objectives plays a key part in processes that are vital for successful achieve-

ments in an organizational evolution. This also includes the recognition and appeal to 

their individual preferences. Here, the author assumes that an inclusion of preferential 

characteristics of each single individual drives and increases the stakeholder's align-

ment with organizational objectives as well as holds motivation-related advantages. 

This personalization as comprehensive philosophy behind interaction with 

stakeholders and consumers drives the necessity for information technology, which is 

able to transport the cultural empathy and recognition of customers in designated 

situations to create a sustainable environment that empowers both organizations and 

shareholders to achieve organizational success and objectives. 

4. Research design 

The research background of the thesis can be seen as a combination of technology-

oriented architecture and model design and management-related optimization of rela-

tionships between the organization and its stakeholders. Here, while a more techno-

logical view on information structure, its retrieval and the processes that provide the 

necessary communication base on a symbiosis of Information Management (IM), 

Business Process Reengineering (BPR) and Customer Relationship Management 

(CRM), stakeholder management and communication focus more management-related 

topics. Therefore, corporate communication and marketing play an important part, es-

pecially as background for an assessment of advantages and the exploration of further 

research objects that increase competitiveness of non-profit organizations with a focus 

on stakeholder relationship management. 
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5. Coherences in this paper 
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6. Cognitions 

With utilization of the proposed approach to a semi-automated, personalized environ-

ment provided by the author, the organization is able to enhance their abilities to ef-

fectively address its stakeholders with recognition of the recipients’ preferences as 

well as adjust its communication-related processes to innovative, modern technologies 

to secure competitiveness and sustain successful stakeholder relationships. The key 

enabler, which provides value-adding capabilities for the communication environment 

is the personalization component as mediator between organization-wide supporter 

data, objectives formalized in a project repository and a meta-model that describes the 

information structure of the organization. It provides preference-based clusters that 

empower personalized content distribution in consideration of communication objec-

tives in form of scopes and facets, which furthermore, alter the available elements of 

the meta-model accessible by the recipient. With the processing of explicit as well as 

implicit information it also capacitates collection and analysis of continual provided 

user-generated content at run time, which favors an ongoing update of stakeholder 

profiles. In addition, the thesis presents an architecture that combines all necessary 

components for content, structure and objective integration backed up by an organiza-

tional information structure. As the focus is on personalization within stakeholder 

communication, a components’ synthesis results in a feasible framework that enables 

a transformation of the traditional, task-triggered communication into a sustainable 

communication environment. 

7. Further research potentials 

In order to identify further research potentials, a consideration of the fields that are 

connected within the thesis is necessary. This leads to a classification in potentials that 

target Information Management (IM), Business Process Reengineering (BPR) and 

Customer Relationship Management (CRM).  

At this, IM plays an invoking role. As the thesis focus on the creation of an architec-

ture that provides necessary functionalities to design the personalized communication 

environment, the selection and implementation of a technology that supports proposed 

capabilities is crucial. This is vital for a final utilization in the organization. In addi-

tion, further enhancements that target the information model require supplementary 



EXTENDED ABSTRACT: A SEMI-AUTOMATED, PERSONALIZED COMMUNICATION ENVIRONMENT  

- AN APPROACH TO STAKEHOLDER COMMUNICATION FOR NON-PROFIT ORGANIZATIONS 

EXTENDED ABSTRACT 5 

research. Despite the advantages of the proposed approach, the allocation of prefer-

ences and the selection of topics base on a non-weighted collection of preferential 

matches. In order to increase the precision of the distributed objects to fulfil users’ ex-

pectations, further research should target an optimization of the information structure 

to integrate a ranking model that allows for the topics’ degree of interest according to 

individual classification. This includes enhancements of natural language processing 

and analyses of user-generated content as well as collaboration functionalities for us-

ers at run time. With this, research should include models from sociology, psychology 

and linguistics to impart interdisciplinary view on emerging results. 

On the contrary, the implementation of the proposed approach holds changes in how 

internal stakeholders interact to fulfil the communication objectives and the impacts 

these changes have for the stakeholder management of the organization. Further re-

search should include assessments and optimization of the processes in a shared work-

ing environment to create an ideal integration of the personalized communication 

framework within the organization’s tasks. This also includes transformation of man-

agement-related capabilities, segmentation issues and relationships between the orga-

nization and its stakeholders. Here, further research should show the explicit impacts 

of the utilization and ways to use the framework’s advantages to amplify stakeholder 

orientation and success of ongoing campaigns and causes. 
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