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ABSTRACT

The digital industrial revolution, also called Industry 4.0, is substantially changing all areas of business. 
The application of modern technologies is transforming not only products and processes in the industry, 
but also business models in all sectors, which further implies required adaptations of all business func-
tions. This chapter addresses the new dynamics and implications for strategic communication brought 
on by digitalization. A planning process of strategic communication will be elaborated within a digital 
context, together with the specifics of communicating with younger generations. Communication activities 
mostly relevant for companies in the new industry will also be presented. The issue of ethics in strategic 
communication will be also addressed, together with major initiatives in regulating the standards of the 
profession. The purpose of this chapter is to describe the changes that new technologies have brought 
to the discipline.

INTRODUCTION

Companies today operate in an extremely complex, turbulent, and technology-driven environment, which 
requires better understanding of changes and adaptations. For many industries, it is particularly digital 
transformation that dictates major adaptations in the domains of strategy, structure, product development, 
and service delivery (Zerfass et al., 2018a). Digital transformation integrates advanced digital technologies, 
such as Internet of Things (IoT), Artificial Intelligence (AI), big data, cloud platforms, Virtual Reality 
(VR), Augmented Reality (AR), and others in all domains of business, creating tremendous changes in 
the way companies work and manage their relationships with stakeholders.
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Both academics’ and practitioners’ interest in examining the fourth industrial revolution, known as 
Industry 4.0, has been growing rapidly ever since the emergence of the term at the Hannover Fair in 
2011 (Sung, 2018). According to Lee et al. (2013), it represents the next phase of digitization of the 
manufacturing sector, in terms of the implementation of advanced digital technologies, creating smart 
factories, and the new and changed way value is designed, created, and delivered. It focuses on increas-
ingly individualized customer requirements (Vaidya et al., 2018). The authors report that the essential 
components of Industry 4.0 include: big data and analytics, autonomous robots, simulation, horizontal 
and vertical system integration, Industrial Internet of Things (IoT), cyber security and cyber physical 
systems (CPS), the Cloud, additive manufacturing, and augmented reality. Hence, Industry 4.0 is still 
a constituent of a socio-economic environment and the success of this transformation depends not only 
on its technical feasibility, but also on its social perspective (Kovacs, 2018).

“New Normal” is a term used to define the new form which occurred as a result of both globaliza-
tion and the development of technology (Ucatürk et al., 2012). Companies are doing business in an 
environment that is more mobile, more competitive, and much faster than environments in the past. 
Technological improvement and the tech revolution, the rise and emergence of new economies in the 
world, excessive competition, environmental issues, and the increasing power of consumers have become 
the main characteristics of the new economy. In this context, communication strategies have to change 
dramatically and adapt to the technical requirements and opportunities that the new industry brings to 
the “new normal”.

According to the European Commission report (2016), progress and advances in digital technolo-
gies, such as IoT, Cloud computing, 5G, analytics and business intelligence, as well as robotics, are 
transforming not only products and processes in the industry, but also business models in all sectors. 
Telukdarie et al. (2018) explain that technology development, including Industry 4.0 and IoT, together 
with vertical, horizontal, and total business integration, demands digital enablement and total business 
optimization for securing business sustainability. The authors argue that total business optimization must 
include all business functions, from production, supply chain, over sales, distribution, maintenance to 
human resources, finances, information management, and others. This presents the conclusion that all 
business functions need to be changed and adapted, including strategic communication. This chapter will 
focus on strategic communication within a new environment, aiming to describe the changes that new 
technologies have brought to the discipline, as well as the communication practices that can contribute 
to business success in the new economy and new industry.

THE FUNDAMENTALS OF STRATEGIC COMMUNICATION

Both scholars and practitioners report that every organization needs a management function that initiates, 
directs, and guides its communication with all groups from the internal and external environment (Van 
Ruler & de Lange, 2003). The theory of stakeholders (Freeman, 1984) explains them as individuals or 
groups that directly affect or are affected by the company’s operations, whether they provide resources 
(buyers, investors, employees), form the structure of the industry (suppliers, strategic alliances), form 
the social and political arena in which the company operates (communities, governments), or they are 
mediators between the company and other stakeholders (media). For the purpose of more easily under-
standing stakeholders and creating effective communication programs with them, the most common way 



 

 

20 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/new-normal-strategic-communication/232589

Related Content

Exploring the Complexities Associated to Victimization: Addressing Media Sensationalism and

Race
Erica Hutton (2020). Media Controversy: Breakthroughs in Research and Practice  (pp. 250-261).

www.irma-international.org/chapter/exploring-the-complexities-associated-to-victimization/235623

Networked Collective Symbolic Capital Revisited: Selfies Sharing and Identity Negotiation

Among Taiwanese Gay Men
Hong-Chi Shiau (2020). International Journal of Semiotics and Visual Rhetoric (pp. 19-33).

www.irma-international.org/article/networked-collective-symbolic-capital-revisited/245760

Race and Cultural Taboo: Refugee Disaster Vulnerability and Resilience
Ming Xieand Chin-Chung Chao (2022). Handbook of Research on Communication Strategies for Taboo

Topics (pp. 104-125).

www.irma-international.org/chapter/race-and-cultural-taboo/300969

Rhetoric and Ideology in Communication Today: A Semioethic Perspective
Augusto Ponzio (2018). International Journal of Semiotics and Visual Rhetoric (pp. 107-119).

www.irma-international.org/article/rhetoric-and-ideology-in-communication-today/202478

Transmediality and the End of Disembodied Semiotics
John A. Bateman (2019). International Journal of Semiotics and Visual Rhetoric (pp. 1-23).

www.irma-international.org/article/transmediality-and-the-end-of-disembodied-semiotics/232270

http://www.igi-global.com/chapter/new-normal-strategic-communication/232589
http://www.irma-international.org/chapter/exploring-the-complexities-associated-to-victimization/235623
http://www.irma-international.org/article/networked-collective-symbolic-capital-revisited/245760
http://www.irma-international.org/chapter/race-and-cultural-taboo/300969
http://www.irma-international.org/article/rhetoric-and-ideology-in-communication-today/202478
http://www.irma-international.org/article/transmediality-and-the-end-of-disembodied-semiotics/232270

