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What is it all about?



Example: MarTech Landscape

RAPIDLY GROWING AVAILABILITY OF DIGITAL TECHNOLOGIES

2012
∼350

2017
∼5,000



BARRIERS FOR USING DIGITAL TECHNOLOGIES IN COMMUNICATIONS

structural barriers
tasks and processes

not prepared for
digitalization

underqualified
people

imperfect
technology

44,7%38,5%35,2%28,3%

My organization struggles with …

To a greater extent (percentages 4+5)

European Communication Monitor 2022 (n = 1,412 communication practitioners)



Digital corporate communications

§ full utilization of digital technologies 
to improve communications of organizations with 
internal stakeholders and how to manage it

THE VISION THE BACKBONE

CommTech

§ “digital technologies provided or used by 
communications functions or departments to manage 
and perform

primary activities, particularly stakeholder 
communications and internal advising, or 

functional support activities such 
as managing internal workflows for monitoring, 
content planning, 
or evaluation.“   

(Zerfass & Brockhaus, 2022)



What can be digitalized?



Synthetic media

§ Automated production of text and videos 
by artificial intelligence (“good deepfakes”)

§ Multiple languages, individualized and 
optimized for search engines

§ Use cases:

! Personalized online videos 
by local managers

! Cultural-sensitive employer 
branding and onboarding

! Ad-hoc videos for chatbot communication

CONTENT CREATION

www.synthesia.io

https://youtu.be/UVNUCBUrHL0

http://www.synthesia.io/
https://youtu.be/UVNUCBUrHL0


INTELLIGENCE & ANALYTICS

Real-time insights

§ Combining data from all sources and context 
information to generate insights

§ Applied technology for multiple use cases

www.aitastic.com

http://www.aitastic.com/


VOICE INTERACTION

§ Communication processes are shifting from text to 
voice

§ Voice assistants are integrated in smartphones, 
laptops, and smart speaker; home and car 
applications and e-commerce will boost the trend

§ Use cases:

! Text to voice:
Voice-based content and content distribution 

! Voice to text:
Live transcription and translation of events

(AI-based caption of speeches, discussions, and 
presentations! enhancing onsite and virtual townhalls! 
SEO for podcasts)

www.trint.com

https://youtu.be/90iWFDxjF-c

http://www.trint.com/
https://youtu.be/90iWFDxjF-c


INTERACTION AND COLLABORATION

Holoportation

§ Live representation of real people in 3D
at different (even multiple) locations

§ Use cases: CEO appearances at 
employee events, interactive meetings, 
combination with augmented reality

www.portlhologram.com

https://youtu.be/UuHsoyDZoNI

http://www.portlhologram.com/
https://youtu.be/UuHsoyDZoNI


Which conceptual challenges 
need to be addressed?
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DIMENSIONS OF THE DIGITAL TRANSFORMATION OF COMMUNICATIONS
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TASKS: Identify and redesign processes and activities

§ Stakeholder communications:

! Develop stakeholder journeys for key constituencies

! Define new approaches to deal with data-driven challenges,
e.g.handling misinformation in Intranets

§ Internal advising:
! Identify information need of internal clients, i.e. BU leaders

! Define requirements for data gathering and exploitation

§ Monitoring and intelligence:
! Compile existing data sources (content, technical, legal, É)

! Match with requirements for various primary activities

§ Team collaboration and operational routines
! Reflect existing practices

! Identify digitalization opportunities and risks



Example: Stakeholder journey template

© Ansgar Zerfass 2022

JOURNALISTS Awareness > Consideration> Action > Retention > Advocacy

StakeholderÔs
objective

Identifynewsworthy
content

... ...

Organizational 
objective

Attractattentionfor
own messages

...

Touchpoints
- Paid
- Owned

- Earned
- Shared

Press services
Press release, 
Media website
Phone call byjourn.
Twitter retweets

Data
- Transferred
- Gathered
- Needed

Text and photos
E-Mail use
User e-mailaddress

Digital tools
PR Newswire
CRM system
E-Mail software

KPIs ...

Conceptual move from stakeholder groups
(ÒjournalistsÓ, ÒemployeesÓ, Òlocal citizensÓ)

to individual stakeholders
(ÒPerson ABCÓ as an entity identified as a 

blue-collar employee and a private shareholder)



TECHNOLOGIES: Selecting and implementing software and tools 

Digital infrastructures

§ two layers governed by different development cultures (Bygstad, 2017)

Ø Heavyweight IT:  mainstream IT, usually 
owned by specialized IT departments

Ø Lightweight IT:  driven by immediate needs of users
e.g., through frontend solutions like digital tools, 
apps, and consumer devices (Ludvigsen & Steier, 2019, p. 417)

5-Step TOM COM – Interactive tool for software
selection in communication management

Zerfass & Brockhaus, 2022; Bischopp et al., 2021



STRUCTURES: Reconfiguring organizational set-ups

Agility

§ New structures in communication units, based on 
digital collaboration and management tools

Gigification

§ Dividing projects and large tasks into 'gigs’
(small jobs to be completed at short notice)

§ Organize tasks as gigs in communication units

§ Purchase communication services on gig platforms
(e.g., design, translation, editing, video production, …)

Dühring & Zerfass, 2021; Stieglitz et al., 2022

STRUCTURES

RELEVANT DIMENSIONS OF AGILE ORGANIZATIONS (PROVIDERS)

TECHNOLOGIES

TOOLS PEOPLE

PROCESSES
 ! Cross-departmental collaboration

 ! Shorter project cycles

 ! Iterative processes with retrospectives

 ! Transparent decision making 

 ! Different mind-set and  
openness for change

 ! New competencies of staff  
and leaders

 ! New leadership style 

 ! Self-management

 ! Alternative incentives &  
career opportunities

 ! Collaboration platforms

 ! Knowledge management

 ! Digital project management

 ! Collaboration

 ! Risk tolerance

 ! Accepting failure 

 ! Enablement and empowerment 
of staff

 ! Scrum

 ! Kanban

 ! Design Thinking

 ! Etc.  

CULTURE

AGILE 
ORGANIZATIONS

 ! Horizontal structures

 ! Decentralization

 ! Flat hierarchies 

 ! Interdisciplinary teams

! "www.academic-society.net



PEOPLE: Developing culture and competencies

European Communication Monitor 2020 (n = 2,306 communication practitioners)

Digital 
mindset

Digital 
competencies

Digital 
culture

Communication professionals in Europe:

50.6% underskilled in
technology competence
(software and hardware usage, 
digital saviness)

44.4% underskilled in
data competence
(uses cases, methods, result interpretations)



Pay attention to technology trends AND

! identify potential impact on primary and secondary activities in 
internal communications 

! develop use cases suitable for your organization

! design digital transformation strategies covering 
all four pillars (tasks, technologies, structure, people)

BUT BEWARE THE PITFALLS !  

TAKEAWAYS

www.rema.no

http://www.rema.no/


Thank you ÐRead on!

Handbuch Unternehmenskommunikation

Die dritte Auflage des deutschsprachigen Standardwerks zur Unternehmens-
kommunikation zeigt, wie Kommunikation zum wirtschaftlichen Erfolg bei-
trŠgt, HandlungsspielrŠume schafft, Beziehungen aufbaut sowie Reputation 
und Unternehmenswert steigert. Im Mittelpunkt steht konzeptionelles Wissen, 
das Vorstand, GeschŠftsfŸhrung und andere FŸhrungskrŠfte benštigen, um 
zielfŸhrend mit Kommunikationsabteilungen und Agenturen zusammenzuar-
beiten. DarŸber hinaus erfahren Kommunikationsverantwortliche, Studierende 
und Wissenschaftler, wie man Kommunikation managen und Erfolgspotenziale 
aufbauen kann. Das Handbuch verbindet betriebswirtschaftliches Know-how 
mit kommunikationswissenschaftlichen Konzepten und Erfahrungen aus der 
Unternehmenspraxis. Grundbegriffe werden ebenso vermittelt wie neue Er-
kenntnisse zur digitalen Transformation, AgilitŠt und Internationalisierung, 
zum Einsatz von Managementtools, Influencer- und CEO-Kommunikation, 
dem Alignment von Unternehmens- und Kommunikationszielen sowie den 
Merkmalen exzellenter Kommunikationsabteilungen.

Der Inhalt
 ¥ Grundlagen, Konzepte und Herausforderungen
 ¥ Rahmenbedingungen des Kommunikationsmanagements
 ¥ Soziologische, kulturelle und psychologische Einflussfaktoren
 ¥ Zieldefinition, Planung und Evaluation der Unternehmenskommunikation
 ¥ Strukturen, Prozesse und Akteure des Kommunikationsmanagements
 ¥ Zentrale Handlungsfelder und Bezugsgruppen
 ¥ Anwendungsbereiche der Unternehmenskommunikation 
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