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Abstract 
This article develops a qualitative literature review with an interpretative approach on 
the transformations of organizational communication derived from digitalization. The 
methodology conforms to a narrative review design supported by a systematic model of 
search and selection of academic literature, which included specialized databases such as 
Scopus, Web of Science, Google Scholar and recognized publishing repositories. The time 
window was defined according to the date of publication and the theoretical relevance of 
the articles, integrating foundational works of the discipline and high-impact 
contemporary studies that allow understanding the historical evolution and current 
transformations of organizational communication in digital contexts. 
  
To this end, the analysis is structured in three axes: (i) organizational communication 
before the emergence of the internet, (ii) organizational communication in the digital era, 
and (iii) organizational culture mediated by digital technologies, which allows for an 
integrated analysis of the conceptual, strategic, and cultural changes derived from 
digitalization. The findings show a transition from unidirectional and functionalist 
communication models to strategic, interactive and relational approaches, with direct 
implications for management, corporate identity and organizational competitiveness. 
Likewise, the historical development of the discipline in Latin America is contextualized, 
with emphasis on the Mexican case as an academic reference. 
  
Keywords: Organizational Communication; Digital Transformation; Organizational 
Culture; Internet; Strategic Management. 
  
1. Introduction 
Organizational communication has historically been constituted as a structural 
component of administrative theory and practice. One of the first systematic 
contributions in this regard was developed by Chester Barnard, who in The Functions of 
the Executive (1938/1968) established three fundamental premises for organizational 
cooperation: the first is the existence of a communication system, the second the 
willingness of individuals to contribute with coordinated efforts, and the third the 
formulation of common purposes. These ideas laid the foundations for understanding 
communication not only as an instrumental mechanism, but as a system that articulates 
people, processes, and objectives within organizations. 
  
From a classical perspective, authors such as Fayol conceived communication as a means 
to guarantee order, authority, and productive efficiency, emphasizing its operational 
function within the hierarchical structure (Pineda, 2010). In contrast, later approaches, 
such as those proposed by Muriel and Rota (1980), expanded this vision by defining 
organizational communication as a vital process that acts as a coordinating system 
between the organization and its members, highlighting its relational and dynamic 
nature. 
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In this sense, organizational communication can be understood as an integrated system 
of channels, practices, and meanings that allows business, educational, governmental, or 
third sector organizations to achieve their strategic objectives through effective 
interaction between their internal and external audiences. However, this concept has 
undergone substantial transformations with the incursion of the internet and digital 
technologies, which redefined the modes of production, circulation and consumption of 
information. 
  
As Túñez (2012) points out, although the essence of communication remains, its practice 
has been profoundly reconfigured, going from being a secondary function to becoming a 
strategic axis for the construction of identity, reputation and organizational value. In this 
new scenario, communication is aimed at transmitting identity, generating empathy and 
fostering meaningful relationships with audiences, key aspects in highly competitive and 
digitized environments. 
  
Finally, the article is oriented from a qualitative-interpretative approach and aims to 
analyze, from a critical bibliographic review, the transformations of organizational 
communication in the context of digitalization, identifying its main theoretical 
approaches, changes in communication processes and effects on organizational culture 
and strategic management. 
 
1.1. Organizational communication before the internet 
Organizational communication largely predates the emergence of the internet. Before 
digitalization, communication processes in organizations were characterized by formal 
structures, physical channels, and predominantly vertical flows. For much of the 
twentieth century, communication was closely linked to the traditional administrative 
functions of production, control and sales, responding to bureaucratic and mechanistic 
models. 
  
Castelló Martínez (2010) argues that this period was characterized by controlled, 
unidirectional and asymmetrical mass communication, mainly oriented to the 
dissemination of information. The most commonly used tools included printed memos, 
bulletin boards, internal bulletins, wall newspapers, fax machines, and switched 
telephone systems. In the commercial sphere, printed catalogues and yellow pages were 
the main means of promotion and sales. 
  
In Latin America, and particularly in Mexico, organizational communication began to 
consolidate itself as a professional practice in 1930, initially in foreign companies 
operating in the country (Arévalo & Guillén, 2017). Subsequently, this field was 
progressively incorporated into formal education and academic research. Contreras 
(2020) points out that it was from the 1990s when organizational communication was 
consolidated as an object of systematic study in Mexico, promoting the development of 
subfields such as internal communication, corporate communication, and marketing 
communication. 
  
It should be added that educational institutions and business organizations played a key 
role in this process. The recognition of organizational communication as an area of 
knowledge by universities such as the Monterrey Institute of Technology and Higher 
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Education and the Autonomous University of Aguascalientes, as well as by multinational 
companies that made up these schools, contributed to the production of specialized 
literature and the differentiation of the objects of study (Vázquez,  1998; Contreras, 
2005). 
  
From this approach, Ferrer (1992) proposed to analyze organizational communication 
prior to the Internet from three dimensions: internal communication, external 
communication, and commercial communication. This model was influential in countries 
such as Colombia, where it was replicated and adapted to different organizational 
contexts. 
  
1.2. Organizational communication in the digital age 
The emergence of the internet radically transformed communication processes in all 
social spheres, including organizational communication. Castells (2001) states that the 
Internet is not simply a technology, but the means of communication that structures the 
organizational form of contemporary society. As a result, organizations were forced to 
redefine their communication strategies to adapt to digital environments characterized 
by immediacy, interactivity, and global connectivity. 
  
Traditional internal and external communication channels were progressively replaced 
or complemented by digital tools such as email, corporate intranets, instant messaging 
platforms, social networks and videoconferencing services. Shirky (2008) highlights that 
these tools do not create collective action, but they do significantly reduce the costs of 
coordination, facilitating new forms of organization and expression, and in this sense, it 
is these new forms that impose themselves on traditional forms. 
  
In the commercial sphere, digitalization has substantially modified market dynamics. 
According to Laudon and Traver (2020), electronic marketplaces reduce search and 
transaction costs, expand geographic reach, and redefine the relationship between 
buyers and sellers. This phenomenon intensified recently during the COVID19 pandemic, 
when numerous organizations moved their sales, customer service, and claims 
management processes to digital platforms. 
  
A study conducted by Deloitte and Meta (2020) showed that 77% of small and medium-
sized companies increased or started using digital tools during the pandemic, especially 
social networks and messaging services. This context accelerated digital transformation 
processes that, under normal conditions, would have taken several years. 
 
1.3. Internet-mediated organizational culture 
As the last axis of analysis, organizational culture appears, which constitutes a central 
element in the understanding of communicative processes in organizations. Robbins 
(2004) defines it as a system of shared meanings that distinguishes one organization from 
others, while Schein (2010) conceptualizes it as a pattern of basic assumptions learned 
by a group to solve problems of internal and external adaptation. 
  
Traditionally, organizational culture was reproduced in physical environments and 
through face-to-face interactions, with clearly defined hierarchical structures. However, 
it is a reality that the mediation of the internet has transformed these processes, giving 
rise to more flexible, collaborative and visible organizational cultures, improving other 
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types of elements such as the work environment and interpersonal relationships, 
essential components of internal communication. It is also necessary to say that the use 
of digital platforms such as Microsoft Teams, Zoom and other collaborative tools that 
were recently imposed on account of the pandemic, has facilitated new ways of working, 
such as teleworking, and has redefined the dynamics of interaction and leadership, 
especially in what has to do with the external communication of organizations.  since the 
democratization of information and the media has generated greater visibility of them, 
and this in turn also implies risks, since social networks amplify both the positive aspects 
and the internal problems of organizations, exposing them to reputational crises derived 
from labor conflicts, product failures or questionable management decisions. 
 
Conclusions 
The literature review developed allows us to show that organizational communication 
has undergone a structural and strategic transformation as a result of digitalization. This 
transition is manifested in the shift from predominantly unidirectional, hierarchical, and 
functionalist communicative models to interactive, relational, and digitally mediated 
approaches. 
  
The classical theoretical contributions, from Barnard to the contemporary approaches of 
Castells and Shirky, allow us to understand that communication not only fulfills an 
instrumental function within organizations, but also constitutes an articulating axis of 
collective action, decision-making and the construction of shared meaning. In this 
framework, digitalization has not altered the essence of organizational communication, 
but it has profoundly redefined its channels, temporalities, and scope. 
  
Likewise, organizational culture has been reconfigured by progressively moving from 
physical environments to collaborative digital spaces, which has impacted the dynamics 
of leadership, participation, and control. This technological mediation amplifies both 
organizational strengths and vulnerabilities, especially in terms of reputation, work 
environment, and social legitimacy. 
  
Finally, it is concluded that organizational communication in the digital era must be 
understood and managed as a transversal strategic resource, closely linked to 
competitiveness, corporate identity and organizational sustainability. This approach 
poses theoretical and practical challenges for future research, particularly in Latin 
American contexts, where digitalization is advancing heterogeneously and requires 
situated analytical frameworks. 
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