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Abstract
25 years ago, organizations consolidated their digital communication and researchers began their study. The article 
analyzes and evaluates the trends, findings and main future challenges of the discipline from the thematic and metho-
dological point of view. All the articles published on the subject in the main journals included in the Journal Citation 
Reports (JCR) are studied through an analysis sheet designed for this research and a qualitative study of the topics and 
hermeneutics. The results indicate a continued increase in interest in the object of study from a largely deterministic and 
descriptive perspective that offers an overview of the evolution of communication in organizations linked to technolo-
gical innovations. Emerging issues and challenges include hybrid communication, communication through instant web 
messaging and robotization and their growing influence on society, especially in political elections and referendums.
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1. Introduction: from communication 1.0 to automation
Come 2020, 25 years will have passed since the scientific community began researching online organizational commu-
nication. From the 1990s, a decade in which media outlets dumped content designed and developed from an off-line 
perspective onto their omnipresent and mostly static websites, to present-day monitoring of consumers’ habits through 
big data and the automated production and dissemination of information, media departments have undergone signifi-
cant changes.

The arrival of digital organizational communication is a watershed in the history of organizational communication with 
repercussions in the field of communication and the surrounding systems. Following a phase of homogeneous strategies 
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and similar pathways, organizations began to rely upon new technology and tactics suited to their strategic situation. 
Communication managers began to focus on new publics, emphasize storytelling, develop new languages and narratives 
such as crossmedia, transmedia and 360º, and leverage social networks as well as mobile and automated communica-
tions.

At the same time, researchers and academics developed a system to understand these changes, theorize, and signal 
new challenges and opportunities in the now 25-year-old field. Developments over the past quarter century have been 
significant enough so as to call for a serious review of trends in new technology and the challenges that will arise from 
it. To that end, we propose a systematic review of the articles published in the most influential journals over the last 25 
years. Analysing these studies will allow us to understand the field’s depiction of online organizational communication, 
the assumed concepts, functions and theoretical frameworks, and what emerging nuances are neither identified nor 
considered. Indeed, it is an apt time to review and evaluate trends and findings and identify future challenges in terms 
of research in the field’s subject matter and methodology.

2. Methodology
Our methodology follows in the footsteps of previous reviews (Boerman; Kruikemeier; Zuiderveen, 2017; Wiencierz; 
Röttger, 2017), the ones that justify each of the sections below). We set out to analyse trends in academic research on 
online organizational communication from its onset to the present. Our primary goal is to examine the current state of 
research and establish a framework that suggests starting points for future studies. We will analyse emerging approa-
ches, the major premises, methods and subjects of the research, as well as strengths and weaknesses. Moreover, we will 
answer the following research questions:

RQ1: How frequently do topics related to organizational communication appear in communication journals published 
from 1995 to 2019?
RQ2. In which countries are these articles published?
RQ3. What the are the major methods, subjects and goals of this research?
RQ4: How is the reality of organizational communication depicted in the research?
RQ5: What have been the most significant changes over the last 25 years?
RQ6: What challenges does the field face in the near future?

2.1. Sample selection and size

We’ve included articles that deal with organizational communication, though sometimes under different names or 
broader subject matter. Our meta-research is based on exhaustive reviews of primary academic sources by Lipsey and 
Wilson in 2001 and Barranquero and Ángel in 2015. Following a qualitative exploration of scientific research in the field, 
we performed a convenience sampling of the most renowned journals so as to analyse the frequency and significance of 
online organizational communication within the over-arching field of communication itself. We also chose two specific, 
influential journals to include more articles and perform an in-depth qualitative analysis on the foundations of our re-
search topic. The sample consists of the top ten journals ranked by Journal Citation Reports (2017) in the communication 
category and two specifically related to the topic of our research, to wit, Public relations review (39th place) and Journal 
of public relations research (41st place). We reviewed the journals’ digital archives and determined that the first article 
found therein with the requisite characteristics was published in 1995 and the most recent in 2019, thus the 25-year 
period analysed in this study. This period is in keeping with that of previous research by Ye and Ki in 2012 in which the 
author chose 1992 because it marked the first calendar year after the public debut of the World Wide Web on August 
6, 1991. Lastly, we’ve made no distinction between articles allowing access free of charge and those requiring payment.

The final sample size, 161 articles, is similar to that of other recent reviews by Ye and Ki in 2012 (115 articles); Morehou-
se and Saffer in 2018 (157 articles); and Wirtz and Zimbres in 2018 (79 articles and chapters).

2.2. Unit of analysis

We’ve chosen articles as the unit of analysis so as to avoid the redundancy in the data that could arise due to the fact 
that many documents and conferences are subsequently published within articles. Moreover, although the inclusion 
of unpublished manuscripts as part of a meta-analysis can be bias-limiting tool, Kosenko, Luurs and Binder (2017) re-
ference Ferguson and Brannick’s (2012 cited in Kosenko, Luurs; Binder, 2017), study which showed that this practice 
can have the opposite effect. To be part of the sample, we required that articles reference at least one of the concepts 
historically associated with organizational communication, regardless of the authors’ stated adherence or lack thereof 
to this tradition (Barranquero, Ángel, 2015).

2.3. Codifying the literature

The data categories (see below) were designed using inductive reasoning, and despite being tailored to this study, they 
are based on previous research (Ye; Ki, 2012; Caers et al., 2013; Kim et al., 2014; Barranquero; Ángel, 2015; Kosenko; 
Luurs; Binder, 2017; Trillo-Domínguez; Alberich-Pascual, 2017).
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1. The article’s general characteristics: name of journal in which it appears, year of publication, number of authors, au-
thors’ location;
2. Information on the article’s dissemination: total number of citations, citations in the past five years;
3. The journal’s general characteristics; 
4. Research approaches (empirical versus non-empirical and quantitative vs qualitative vs mixed);
5. Research methods. Qualitative (such as in-depth interviews, focus groups, case studies, qualitative content analysis, 
etc.), quantitative (such as quantitative content analysis, surveys, experiments, etc.) or a combination of the two;
6. Sample. We measured the sample size and determined the sampling method (probability or non-probability). Pro-
bability sampling was broken down into simple random, stratified random, systematic, random, cluster and multistage 
sampling. Nonprobability sampling was divided into convenience, intentional, quota and snowball sampling;
7. Number of units of analysis in each study;
8. Period analysed. We determined whether the studies examine specific topics in specific moments or whether they 
deal with a longer period;
9. Country in which the study was conducted;
10. Research topics. In keeping with articles on online communication by Tomasello (2001) and Ye, Ki (2012), we’ve 
developed the following categories for this study: The Internet in general, narratives, organizational communication in 
general, journalists, audience relations, artificial intelligence, mobile communication, crisis communication, the web, 
dialogism, democracy, e-mail, blogs, Twitter, Facebook, social networks, the legal system.
11. Empirical or theoretical approach.
12. Fields of research
13. Statistical analysis made explicit in the article: frequency, correlation, SD, M, regression, T-Test, Chi-squared, reliabi-
lity and factorial analysis.
14. Multidisciplinary. Per Locker (1994), a study is considered multidisciplinary when it is based on theories from more 
than one discipline or field and employs multiple data collection and analysis methods.
15. Innovation and forward thinking. We note whether the article directly advocates for significant changes in the theory or 
methodology employed in communication research and the profession itself or lays out future challenges in a novel way.

In our analysis we use two descriptive statistics, to wit, frequency and mode.

3. Data analysis
In this section we perform a three-pronged analysis of research in online organizational communication: 
- First, we consider elements of paradiscourse that condition the perspective and portrayal of the research subject. 
- Second, we analyse the intradiscursive elements that influence the narrative through the methodology employed and 

the selection of the research topic (how the research is conducted). 
- Lastly, we take into account interdiscursive elements, that is, the characteristics of the narrative that allow us to deter-

mine the contents of the research (we elaborate in section 4).

In terms of paradiscourse, what most stands out is the numerical, spatial and temporal mapping of research in the field. 
At first we detected 455 articles that could be linked to online organizational communication, but after a closer look, we 
determined that only 161 of them met our criteria (Table 1). Those articles that failed to deal specifically with organiza-
tional communication were excluded.

Table 1. Distribution of articles by journal

Journal Number of articles Percentage (%) Rank in JCR

1. Journal of computer-mediated communication 8 4.96 1

2. Journal of communication 3 1.86 2

3. Communication research 5 3.10 3

4. New media & society 1 0.62 4

5. Information, communication & society 0 0 5

6. Journal of advertising 0 0 6

7. Comunicar 0 0 7

8.  Political communication 1 0.62 8

9. Communication theory 0 0 9

10. Media psychology 0 0 10

11. Journal of public relations research 18 11.18 39

12. Public relations review 125 77.63 41
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Descriptive research of online organiza-
tional communication, in lieu of more 
analytical or approaches involving theo-
rizing, began to take shape alongside the 
emergence of the profession itself, evi-
denced in that the oldest article in our 
sample dates back to 1995. Ever since, 
the literature has grown steadily and at an 
especially significant rate since 2010, as 
evidenced in that 60.39% of the articles in 
the sample were written in the last seven 
years (Figure 1). The research comes pre-
dominantly from the United States, with 
66.45% of the articles authored by resear-
chers at universities in said country.

In terms of discourse, the transversal vi-
sion underlying most of the research 
tends to be practical and aims to describe 
organizational communication in different sectors and, above all, identify future challenges and goals. From this perspec-
tive, the vast majority of researchers carry out empirical studies (100% of the articles in the Journal of public relations 
research, Communication research, New media & society and Political communication; 96.8% in Public relations review; 
and 33.33% in the Journal of communication).

The articles fall into four major categories. 
- First are the articles that fundamentally describe how new technology is being used to generate communication, 

which tend to focus on websites and social networks, primarily Twitter, and to a lesser extent, Facebook and Insta-
gram. This type of research has two peaks but is steady throughout the period studied. 

- Theoretical research is also present throughout the period, though it is uncommon, appears randomly and shows a 
lack of cohesion in its evolution, while focusing on the influence and future of new technology. 

- In studies that largely took place between 2003 and 2014, the same pattern arises in analyses of how various groups, 
such as communication directors, journalists and digital publics, perceive organizational communication. 

- Comprehensive case studies (9.31% of the sample), mostly on organizational communication surrounding a single 
event, election cycle or media outlet, have only been conducted over the last 10 years. More than half of the articles 
analysed focus on social networks and webpages.

Statistics are used sparingly, and frequency is the one measure used by every empirical study that directly deals with 
statistics (n=154, 95.65%). As seen in Figure 2, the use of this statistic is on the rise, and 86.76% of the articles that use 
it were published in the last six years (n=21). After frequency, the most used statistics are standard deviation, mean and 
reliability, with each coming in at 3.24% of the articles using statistics (n=5), followed by (n=3, 2.59%), regression and 
Anova (n=2, 1,29%), and finally T-Test, Chi-square and factorial analysis, each at 0.64%.

Studies employing qualitative methods make up 17.39% of the total, with 82.14% of them published in the last nine 
years, obviously due to the increase in articles published in this time frame. The most used qualitative method was the 
in-depth interview (46.2%), followed by literature review as the sole qualitative method employed in articles (25%), qua-
litative content analysis (17.85%), and focus 
groups, netnographic observation and Delphi 
each at 3.57%. 

In terms of quantitative methods, content 
analysis (n=65, 63.72%), surveys (n=25, 
24.05%) and experiments (n=12, 11.74%) 
round out the top three. We were unable to 
determine a correlation between their usage 
and the article’s publication date.

The sampling method is probabilistic (simple 
random) half of the time and non-probabi-
listic the other half (7.6% snowball, 10.25% 
discretionary, 28.20% convenience sampling 
and 2.56% stratified). The sample sizes vary 
a great deal even in similar studies conduc-
ted by the same journal or magazine, such as 
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those by Fortune 500. In most cases, there is no justification for the selected sample nor for the so-called valid sample 
size. The units of analysis are largely: 
- creators of organizational communication (communication directors, 23.8%); 
- targets of organizational communication (20.23%); 
- posts on social networks (21.42%); 
- websites and blogs; 
- news stories (1.19%); 
- internal organizational communications (1.19%); and 
- other experts (1.19%). 

The time frames analysed tend to be static, which makes it hard to make generalizations about the data.

4. From websites to hybrid communication
Research in online organizational communication has adopted a largely empirical perspective with the specific goal of des-
cribing the field’s evolution through practical cases whose findings would ideally allow researchers to propose solutions to 
problems in the application of new technologies. Knowledge on the topic was to revolve around three major axes: 
- websites, 
- social networks, and 
- hybrid communication. 

These axes are complemented by three overarching concerns: 
- dialogue, 
- crisis communication, and 
- organizations’ commitment to corporate social responsibility. 

We evaluate research on each of these axes based by analysing the studies in our data sample as they pertain to each 
axis, in addition to secondary issues and emerging subjects of study.

4.1. Innovation in technology

Since the end of the 1990s, organizations have aimed to establish their online presence translating off-line space-time 
concepts to the Internet vis à vis websites. Researchers, using already established methodology and with descriptive 
results, have tried to shed light on the dynamics created in this two decades old process. In one of the field’s most in-
fluential studies (with 753 citations as of March 2019), Esrock y Leichty described in 1998 the significance of the Internet 
through a random sampling study of Fortune 500 companies, of which 90% already had websites. Two years later, the 
authors established one of the first typologies of corporate websites based on a random sample of Fortune 500 compa-
nies and laid out a line of research that would be solidified by more researchers in the decades to come, as evidenced 
by the latter paper’s 440 citations as of March 2019. 

Initial websites were static and lacked press rooms (Callison, 2003; Kirat, 2007), operated as document repositories, 
used mostly traditional means of communication such as press releases and bios about company directors, and feature 
little interactivity (Reber; Kim, 2006; Kang; Norton, 2004; 2006; Ayish, 2005; Greer; Moreland, 2007; Connolly-Ahern; 
Broadway, 2007; Searson; Johnson, 2010), all the while the research community defended the importance of the dialo-
gical function, (Lee; Park, 2013; Duke, 2002) which comprises a separate line of research in our analysis.

In addition to dialogue, researchers focused a great deal of attention on organizational hyperlink networks, as these ne-
tworks influence which entities and results are most visible on search engines and are themselves influenced by various 
factors (Fu; Shumate, 2016; Shumate, 2012).

Comparative research among different countries also reveals that most entities have corporate websites, but they lack 
reliability, updates and efficiency (González-Herrero; Ruiz-De-Valbuena, 2006). Moreover, online PR/communication 
departments share few features in common (Moss et al., 2017). Indeed, each organization sets up its department based 
on its individual circumstances, leading to different findings in case studies (Hallahan, 2001; Greer; Moreland, 2003; 
Callahan, 2005; Vorvoreanu, 2006; Woo; An; Cho, 2008, Sommerfeldt, 2013; Atakan-Duman; Ozdora-Aksak, 2014, 
among others). 

One defining characteristic of research in organizational communication is a constant comparison of emerging and exis-
ting technology. Revolving around this first axis, we see studies that highlight the convenience of using blogs instead 
of traditional websites, as they lead to increased trust, satisfaction and commitment to interactivity (Seltzer; Mitrook, 
2007; Porter et al., 2007; Xifra; Huertas, 2008; Yang; Lim, 2009; Kelleher; Miller, 2006). In their 2013 study, Aström y 
Karlsson criticise reigning technological determinism and point out how ideology shapes the use of blogs in election 
campaigns.

The second axis around which researchers have described organizational communication is, again, that of technological 
innovation. Ever since social network pages such as MySpace and Facebook began allowing corporations to create profi-
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les, the latter have incorporated this space into their communication management. Researchers, much like communica-
tion directors who avail themselves of networks (Moreno et al., 2015) and the public (Sung; Kim, 2014), embraced the 
arrival of social networks almost without criticism. 

Again, researchers conducted studies from a technological perspective, analysing the use of a single social network in a 
reduced space-time period. Choy (2018) provides an exception in his 2018 analysis of Facebook in Hong Kong, offering a 
cultural discourse perspective through which the author analyses sociocultural aspects in comments on posts.

Across the contexts in which it was studied, researchers highlighted the platform’s potential in terms of bidirectionality, 
interactivity, dialogue and engagement (Utz; Schultz; Glocka, 2013; Vesnic-Alujevic, 2012; Abitbol; Lee, 2017; Ji et al., 
2018; Gálvez-Rodríguez; Caba-Pérez; López-Godoy, 2014; Painter, 2015; Guidry et al., 2017), but according to Carim 
and Warwichk’s 2013 study on UK companies and Maiorescu’s 2018 study on IBM and unionism, the totality of the pla-
tform’s interactive potential is not leveraged. Despite Facebook’s and other social media’s potential, some researchers 
have pointed out the inherent risk in using social networks during crises (Ott; Theunissen, 2015) and questioned the re-
lationship between what researchers term the potential of social media and its actual effectiveness (Taylor; Kent, 2010).

In their 2009 study, one of our sample’s most cited (1,254 citations as of March 2019), Waters et al. point out that in the 
case of nonprofits, although having a profile does not itself increase awareness nor lead to increased engagement, solid 
planning and research can improve communication management. Other studies indicate the need for an appropriate 
(Bashir; Aldaihani, 2017; Sievert; Scholz, 2017) and situation-specific strategy, as put by Adjei, Ammor-Frempong and 
Bosompem, who in 2016 pointed out that NGOs in Ghana use networks differently depending on which sector they ope-
rate in. Digital publics, moreover, perceive communication based on sources, topics and strategy (Formentin; Bortree; 
Fraustino, 2017). In 2015, Lovari & Parisi typify Italian digital publics based on their engagement with Italian municipali-
ties’ Facebook pages, and per Johns’s 2014 study, one can begin to see the need for an integrated social media strategy. 

Twitter warrants special mention among social networks for being the most analysed, particularly in the field of politi-
cal organizational communication (LaMarre; Suzuki-Lambrecht, 2013; Adams; McCorkindale, 2013; Peng et al., 2016; 
Dodd; Collins, 2017; Gálvez-Rodríguez et al., 2018) but also in sports (Brown; Billings, 2013) and the corporate world 
(Rybalko; Seltzer, 2010). The platform enjoys a positive perception, given that using it increases credibility, conversation, 
affective communication, and mitigation of blame in crises (Hwang, 2013; Xiong; Cho; Boatwright, 2019; Liu; Lai; Xu, 
2018). To that end, in 2015 Brummette and Sisco spoke to its capacity to measure public sentiment, which is linked to 
another concept we will address, to wit, big data.

Researchers also point out a high potential for interactivity but little leverage of this feature (Waters; Jamal, 2011; Love-
joy; Waters; Saxton, 2012) and hint at the need for hybridization (Watkings, 2017).

The last —and still nascent— axis in research is hybrid communication. Researchers such as Chadwick in 2013 and Ha-
milton in 2016 have begun shining a light on hybrid communication in those organizations who meld online and offline 
actions. This line of study may have begun through those studies on the digital ecosystem that overcome the limitations 
of single-channel studies (Freberg; Palenchar; Veil, 2007; Hon, 2015; Muralidharan; Dillistone; Shin, 2011; Kleinnijen-
huis et al., 2015), and may continue vis à vis the search for new concepts and methodologies. In 2017, Penney compared 
the structure and content of several organizatioanl networks to improve the hybrid online campaign ecosystem found 
in the 2016 US presidential elections. In 2015, Taiminen, Luoma-aho and Tolvanen (2015) introduced the concept of 
transparent communicative organizations to analyse the creation of hybrid content and suggested four hybrid ways to 
engage the public in support of such communicative organizations: 
- identify the source to generate trust; 
- practice bidirectional transparency to invite user feedback; 
- create spaces focused on the interested parties to generate engagement; and 
- publish content on the organization’s track record to build long-term engagement. 

4.2. Dialogue as a fundamental premise and emerging subjects

Alongside the three major axes, researchers focused on three transversal points: 
- dialogue (from 1995 to the present), 
- crisis communication (the last 10 years) and 
- organizational involvement linked to corporate social responsibility (the last 10 years). 

Regarding dialogue, Kent and Taylor’s theoretical framework stands out (1,256 citations as of March 2019 since its publi-
cation in 1998), which provides five strategies for communication professionals to create dialogue-based relationships 
with the public and which was applied in different case studies (Sommerfeldt; Kent; Taylor, 2012; Madichie; Hinson, 
2014; Gordon; Berhow, 2009) with large acceptance 
and few alterations or alternative models (such as Ra-
faeli’s interactivity model from 1988, applied by Avidar 
in the latter’s 2013 study). The literature highlights the 
importance of dialogism (Yang; Kang; Johnson, 2010; 

Researchers are beginning to study com-
munication in the organization from a 
systemic and hybrid point of view
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Sisson, 2017a; Aula, 2011; Du-Plessis, 2018; Heath, 1998; McAllister; Taylor, 2007; Bortree; Seltzer, 2009) and the lack 
of interactivity (Lee, 2012; Capriotti; Pardo-Kuklinski, 2012) in spite of websites having the requisite technology and de-
sign (Taylor; Kent; White, 2001). In addition to corroborating both premises, Tsai and Men’s 2018 study seeks to propose 
new theories for network dialogue and establishes categories for dialogic principles. 

Theunissen and Noordin (2012) critically analyse the philosophical foundations and the tenets of dialogue from a multi-
disciplinary perspective and point out how it has hereto been deemed one in the same —without any serious criticism— 
to bidirectional communication.

Over the last 10 years, a significant number of studies have analysed online communication from the lens of crises, and 
have attempted to identify the key elements of its success through case studies (Tan; Pang; Kang, 2019; Jiang; Luo; Kule-
meka, 2016). Other authors, in addition to pointing out the significance of crisis communication, have called attention to 
the risks it poses to an organization’s reputation and legitimacy (Madden; Janoske; Briones, 2016), the likelihood that it 
may increase uncertainty and the possible decrease in source reliability regardless of the technology used (Van-Zoonen; 
Van-der-Meer, 2015; Ha; Riffe, 2015).

Corporate social responsibility has also been the subject of study among the articles in our sample, primarily over the least 
10 years. Among the major challenges faced by researchers is that of how to conceptualize a company’s commitment. 

Most organizations have a plan for corporate social responsibility, but with low levels of interactivity (Gómez; Chalmeta, 
2011). The link between these two concepts is not clearly defined in the literature’s findings. While some studies suggest 
a significant influence (Guillory; Sundar, 2014; Men; Tsai, 2014; Sisson, 2017b; Devin; Lane, 2014), others, such as Hopp 
and Tiffany’s 2016 study, sever the direct link between interaction on social media and commitment in favour of a scale.

Some less-studied subjects include: 
- the characteristics of communication directors (Matilla; Cuenca-Fontbona; Compte-Pujol, 2007; Molleda; Moreno; 

Navarro, 2017; Moreno et al., 2010); 
- online security and hacking (Erickson; Howard, 2007; Hallahan, 2004); 
- e-mail signatures (Rains; Young, 2006); 
- efforts to hide front groups (Pfau et al., 2007); 
- evaluations of international and non-governmental organizations (O´Neil, 2013); 
- databases (Thomsen, 1995) and 
- influence on journalists’ and public perception (Ryan, 2003; Kitchen; Panopoulos, 2010; Distaso; McCorkindale; Wri-

ght, 2011; Obermaier; Koch; Riesmeyer, 2018). 

Lastly, some topics may be widely studied in the following years (Figure 1). We break them down into four categories.

1) Big data, activists and monitoring. Woods (2019) explains how activist organizations can co-opt existing narratives to 
build legitimacy for their issues and arguments. The latest stage is the application of artificial intelligence, and in this 
regard Galloway and Swiatek (2018) underscore the importance not in communication directors becoming experts in 
technology, but rather in recognizing their potential in organizational communication.
2) New narratives and languages. This line of research is just beginning with studies by Brubaker et al. (2018) and Fraus-
tino et al. (2018).
3) Cell phones. Although there is interaction through smart phones between organizations and publics (Galloway, 2005), 
it is rare (McCorkindale; Morgoch, 2013) and inferior to that on other channels. Furthermore, users perceive this en-
gagement as primarily beneficial for the organizations, and less so for themselves, in contrast with findings on user 
opinions of other communication channels (Avidar et al., 2015).
4) Mobile-based social messengers. This subject could be particularly relative in political communication, where it may 
even decide an election. Tsai and Men pointed out in their 2018 study that messengers such as WeChat may be more 
effective than social media networks because users consider them an integral part of their lives and within their private 
realm.

5. Conclusions 
This article analyses the literature on online organizational communication published over the last 25 years. Our findings 
reveal a growing area of study, particularly over the last seven years, in which scientific studies have focused primarily 
on describing and analysing the introduction of new technologies by organizational communication directors and their 
effects on digital publics. Conservative in terms of hermeneutics and their methodologies, researchers’ depiction of 
online organizational communication focuses on the tools big tech companies (Twitter, Facebook, etc.) offer and which 
communication departments take up often without question. Conducted from a descriptive and primarily deterministic 
vantage point (Aström; Karlsson, 2013), researchers have primarily aimed to describe how organizational communica-
tion has used these tools and the consequences thereof.

The analytical model sticks out for failing to set limits and due to technological innovations as demonstrated in related 
fields of study. There are some exceptions, as seen in the articles that theorize about dialogism or reflect on democracy 
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Figure 1. Online organizational communication.
Made using Piktochart



25 years of research in online organizational communication. Review article

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     9

from the perspective of organizational communication (Davis, 2010; Edwards, 2015), though they also fall within the 
conceptual framework of technological innovation, essentially websites and social networks.

Rarely have researchers changed their model or used an analytics model version 2.0, with which to study not only the 
messages created by an organization (from the perspectives of production by said organization and reception by media 
publics), but, above all, those created by and about the organization outside the online spaces it identifies as its own.

The framing of the research subject is narrow and limited to praxis in one location, one platform and sometimes specific 
tools, with barely any interrelations between the digital and analogue spheres. Though this practice comprises part of 
an overall strategy used by communication directors, research focuses separately on each element instead of analysing 
the system as a whole.

Contrary to previous findings on related fields such as public relations (Huang; Wu; Huang, 2017), we have been unable 
to detect a paradigm shift or identify any general theorizing on online communication and its influence on society, due 
to, among other factors, a lack of multidisciplinary studies which would make it possible to establish correlation and 
provide contextualised explanations of causes and effects. Indeed, most of the articles we’ve analysed are case studies 
circumscribed to single organizations and specific periods that do not allow us to reach generalized findings.

The future bodes well for the field, in light of a signifi-
cant increase in the attention researchers pay to online 
organizational communication and an already relatively 
extensive body of literature on the topic. Still pending 
is the task of adapting the methodology to the online 
world, one of systematic, comparative studies which 
allows us to understand the reality of organizational 
communication in society. 

We propose several concrete challenges for the upcoming years:
- Solidifying specific analytical models and methodologies and conducting multidisciplinary studies.
- Studies that provide generalized results at a broader scale, beyond just one entity or country.
- Multidisciplinary theorizing and determination of the origins and evolution of concepts, going beyond the mere collec-

tion of studies and reports on online organizational communication, which impedes generalization and theorizing.
- Going beyond descriptive perspectives.
- Applying systematic perspectives for contextualising the use of technology.
- Studying automation and big data.
- The relevance of positive and negative audience segmentation in organizational communication is not reflected in the 

research in this field (the focus is almost entirely on universal audiences).

Overcoming these challenges would allow us to perform a comprehensive analysis of organizational communication, 
rather than analyses that focus on specific outlets, sec-
tors or the use of technology, and to understand its in-
creasingly important role in society and its myriad pro-
cesses, including those as significant as elections (Filer; 
Fredheim, 2015; Bessi; Ferrara, 2016; Sanovich, 2017; 
Hedman et al., 2018) or Brexit (Howard; Kollanyi, 2016).

6. Limitations
Our research focuses on highly-renowned indexed journals, though it would be worthwhile to consider the vision of 
professionals in the field as they publish on their own channels. Moreover, the focus of the research should be expanded 
to included a wider range of subjects and journals with smaller circulations.

7. References
Abitbol, Alan; Lee, Sun-Young (2017). “Messages on CSR-dedicated Facebook pages: What works and what doesn’t”. 
Public relations review, v. 43, n. 4, pp. 796-808. 
https://doi.org/10.1016/j.pubrev.2017.05.002

Adams, Amelia; McCorkindale, Tina (2013). “Dialogue and transparency: A content analysis of how the 2012 presiden-
tial candidates used Twitter”. Public relations review, v. 39, n. 4, pp. 357-359. 
https://doi.org/10.1016/j.pubrev.2013.07.016

Adjei, Daniel-Kwame-Ampofo; Annor-Frempong, Festus; Bosompem, Martin (2016). “Use of social networking websi-
tes among NGOs in the Greater Accra Region of Ghana”. Public relations review, v. 42, n. 5, pp. 920-928. 
https://doi.org/10.1016/j.pubrev.2016.09.006

Åström, Joachim; Karlsson, Martin (2013). “Blogging in the shadow of parties: Exploring ideological differences in online 

It is time to adapt the methodology to 
the digital world, of carrying out syste-
matic, comparative studies that allow us 
to understand the reality of organizatio-
nal communication within a society

The robotization of the production and 
circulation of information is one of the 
challenges for the coming years



Berta García-Orosa

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     10

campaigning”. Political communication, v. 30, n. 3, pp. 434-455. 
https://doi.org/10.1080/10584609.2012.737430

Atakan-Duman, Sirin; Ozdora-Aksak, Emel (2014). “The role of corporate social responsibility in online identity cons-
truction: An analysis of Turkey’s banking sector”. Public relations review, v. 40, n. 5, pp. 862-864. 
https://doi.org/10.1016/j.pubrev.2014.07.004

Aula, Pekka (2011). “Meshworked reputation: Publicists’ views on the reputational impacts of online communication”. 
Public relations review, v. 37, n. 1, pp. 28-36. 
https://doi.org/10.1016/j.pubrev.2010.09.008

Avidar, Ruth (2013). “The responsiveness pyramid: Embedding responsiveness and interactivity into public relations 
theory”. Public relations review, v. 39, n. 5, pp. 440-450. 
https://doi.org/10.1016/j.pubrev.2013.05.004

Avidar, Ruth; Ariel, Yaron; Malka, Vered; Levy, Eilat-Chen (2015). “Smartphones, publics, and OPR: Do publics want to 
engage?”. Public relations review, v. 41, n. 2, pp. 214-221.
https://doi.org/10.1016/j.pubrev.2014.11.019

Ayish, Muhammad I. (2005). “Virtual public relations in the United Arab Emirates: A case study of 20 UAE organizations’ 
use of the internet”. Public relations review, v. 31, n. 3, pp. 381-388. 
https://doi.org/10.1016/j.pubrev.2005.05.013

Barranquero, Alejandro; Ángel, Adriana (2015). “La producción académica sobre comunicación, desarrollo y cambio 
social en las revistas científicas de América Latina”. Signo y pensamiento, v. 34, n. 67, pp. 30-57.
https://www.redalyc.org/articulo.oa?id=86043044002

Bashir, Manaf; Aldaihani, Abdalaziz (2017). “Public relations in an online environment: Discourse description of social 
media in Kuwaiti organizations”. Public relations review, v. 43, n. 4, pp. 777-787. 
https://doi.org/10.1016/j.pubrev.2017.05.004

Bessi, Alessandro; Ferrara, Emilio (2016). “Social bots distort the 2016 US presidential election online discussion”. First 
Monday, v. 21, n. 11. 
http://firstmonday.org/article/view/7090/5653

Boerman, Sophie C.; Kruikemeier, Sanne; Zuiderveen-Borgesius, Frederik J. (2017). Online behavioral advertising: A 
literature review and research agenda. Journal of advertising, v. 46, n. 3, pp. 363-376. 
https://doi.org/10.1080/00913367.2017.1339368

Bortree, Denise-Sevick; Seltzer, Trent (2009). “Dialogic strategies and outcomes: An analysis of environmental advocacy 
groups’ Facebook profiles”. Public relations review, v. 35, n. 3, pp. 317-319. 
https://doi.org/10.1016/j.pubrev.2009.05.002

Brown, Natalie A.; Billings, Andrew C. (2013). “Sports fans as crisis communicators on social media websites”. Public 
relations review, v. 39, n. 1, pp. 74-81. 
https://doi.org/10.1016/j.pubrev.2012.09.012

Brubaker, Pamela-Jo; Church, Scott-Haden; Hansen, Jared; Pelham, Steven; Ostler, Alison (2018). “One does not simply 
meme about organizations: Exploring the content creation strategies of user-generated memes on Imgur”. Public rela-
tions review, v. 44, n. 5, pp. 741-751. 
https://doi.org/10.1016/j.pubrev.2018.06.004

Brummette, John; Sisco, Hilary (2015). “Using Twitter as a means of coping with emotions and uncontrollable crises”. 
Public relations review, v. 41, n. 1, pp. 89-96. 
https://doi.org/10.1016/j.pubrev.2014.10.009

Caers, Ralf; De-Feyter, Tim; De-Couck, Marijke; Stough, Talia; Vigna, Claudia; Du-Bois, Cind (2013). “Facebook: A litera-
ture review”. New media & society, v. 15, n. 6, pp. 982-1002. 
https://doi.org/10.1177/1461444813488061

Callahan, Ewa (2005). “Cultural similarities and differences in the design of university web sites”. Journal of compu-
ter-mediated communication, v. 11, n. 1, pp. 239-273. 
https://doi.org/10.1111/j.1083-6101.2006.tb00312.x

Callison, Coy (2003). “Media relations and the Internet: How Fortune 500 company web sites assist journalists in news 
gathering”. Public relations review, v. 29, n. 1, pp. 29-41. 
https://doi.org/10.1016/S0363-8111(02)00196-0

https://doi.org/10.1016/S0363-8111(02)00196-0


25 years of research in online organizational communication. Review article

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     11

Capriotti, Paul; Pardo-Kuklinski, Hugo (2012). “Assessing dialogic communication through the Internet in Spanish mu-
seums”. Public relations review, v. 38, n. 4, pp. 619-626. 
https://doi.org/10.1016/j.pubrev.2012.05.005

Carim, Lara; Warwick, Claire (2013). “Use of social media for corporate communications by research-funding organisa-
tions in the UK”. Public relations review, v. 39, n. 5, pp. 521-525. 
https://doi.org/10.1016/j.pubrev.2013.08.006

Chadwick, Andrew (2013). The hybrid media system: Politics and power. Oxford: Oxford University Press. ISBN: 978 0 
199759484

Choy, Christine-Hiu-Ying (2018). “Online political public relations as a place-based relational practice: A cultural discour-
se perspective”. Public relations review, v. 44, n. 5, pp. 752-761. 
https://doi.org/10.1016/j.pubrev.2018.05.006

Connolly-Ahern, Colleen; Broadway, Camille (2007). “The importance of appearing competent: An analysis of corporate 
impression management strategies on the World Wide Web”. Public relations review, v. 33, n. 3, pp. 343-345. 
https://doi.org/10.1016/j.pubrev.2007.05.017

Davis, Aeron (2010). “New media and fat democracy: The paradox of online participation”. New media & society, v. 12, 
n. 5, pp. 745-761. 
https://doi.org/10.1177/1461444809341435

Devin, Bree L.; Lane, Anne B. (2014). “Communicating engagement in corporate social responsibility: A meta-level cons-
trual of engagement”. Journal of public relations research, v. 26, n. 5, pp. 436-454. 
https://doi.org/10.1080/1062726X.2014.956104

DiStaso, Marcia W.; McCorkindale, Tina; Wright, Donald K. (2011). “How public relations executives perceive and mea-
sure the impact of social media in their organizations”. Public relations review, v. 37, n. 3, pp. 325-328. 
https://doi.org/10.1016/j.pubrev.2011.06.005

Dodd, Melissa D.; Collins, Steve J. (2017). “Public relations message strategies and public diplomacy 2.0: An empirical 
analysis using Central-Eastern European and Western embassy Twitter accounts”. Public relations review, v. 43, n. 2, pp. 
417-425. 
https://doi.org/10.1016/j.pubrev.2017.02.004

Du-Plessis, Charmaine (2018). “Social media crisis communication: Enhancing a discourse of renewal through dialogic 
content”. Public relations review, v. 44, n. 5, pp. 829-838. 
https://doi.org/10.1016/j.pubrev.2018.10.003

Duke, Shearlean (2002). “Wired science: Use of World Wide Web and e-mail in science public relations”. Public relations 
review, v. 28, n. 3, pp. 311-324. 
https://doi.org/10.1016/S0363-8111(02)00135-2

Edwards, Lee (2015). “The role of public relations in deliberative systems”. Journal of communication, v. 66, n. 1, pp. 
60-81. 
https://doi.org/10.1111/jcom.12199

Erickson, Kris; Howard, Philip N. (2007). “A case of mistaken identity? News accounts of hacker, consumer, and organi-
zational responsibility for compromised digital records”. Journal of computer-mediated communication, v. 12, n. 4, pp. 
1229-1247. 
https://doi.org/10.1111/j.1083-6101.2007.00371.x

Esrock, Stuart L.; Leichty, Greg B. (1998). “Social responsibility and corporate web pages: self-presentation or agen-
da-setting?”. Public relations review, v. 24, n. 3, pp. 305-319. 
https://doi.org/10.1016/S0363-8111(99)80142-8

Filer, Tanya; Fredheim, Rolf (2015). “Popular with the robots: Accusation and automation in the Argentine presidential 
elections”. International journal of politics, culture and society, v. 30, n. 3, pp. 259-274. 
https://doi.org/10.1016/S0363-8111(00)00051-5

Formentin, Melanie; Bortree, Denisse-Sevick; Fraustino, Julia-Daisy (2017). “Navigating anger in Happy Valley: Analyzing 
Penn State’s Facebook-based crisis responses to the Sandusky scandal”. Public relations review, v. 43, n. 4, pp. 671-679. 
https://doi.org/10.1016/j.pubrev.2017.06.005

Fraustino, Julia-Daisy; Lee, Ji-Young; Lee, Sang-Yeal; Ahn, Hongmin (2018). “Effects of 360° video on attitudes toward 
disaster communication: Mediating and moderating roles of spatial presence and prior disaster media involvement”. 
Public relations review, v. 44, n. 3, pp. 331-341. 
https://doi.org/10.1016/j.pubrev.2018.02.003

https://doi.org/10.1016/S0363-8111(02)00135-2
https://doi.org/10.1016/S0363-8111(99)80142-8
https://doi.org/10.1016/S0363-8111(00)00051-5


Berta García-Orosa

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     12

Freberg, Karen; Palenchar, Michael J.; Veil, Shari R. (2013). “Managing and sharing H1N1 crisis information using social 
media bookmarking services”. Public relations review, v. 39, n. 3, pp. 178-184. 
https://doi.org/10.1016/j.pubrev.2013.02.007

Fu, Jiawei-Sophia; Shumate, Michelle (2016). “Hyperlinks as institutionalized connective public goods for collective 
action online”. Journal of computer‐mediated communication, v. 21, n. 4, pp. 298-311.
https://doi.org/10.1111/jcc4.12161

Galloway, Chris (2005). “Cyber-PR and ‘dynamic touch’”. Public relations review, v. 31, n. 4, pp. 572-577. 
https://doi.org/10.1016/j.pubrev.2005.08.018

Galloway, Chris; Swiatek, Lukasz (2018). “Public relations and artificial intelligence: It’s not (just) about robots”. Public 
relations review, v. 44, n. 5, pp. 734-740. 
https://doi.org/10.1016/j.pubrev.2018.10.008

Gálvez-Rodríguez, María-del-Mar; Caba-Pérez, Carmen; López-Godoy, Manuel (2014). “Facebook: A new communica-
tion strategy for non-profit organisations in Colombia”. Public relations review, v. 40, n. 5, pp. 868-870. 
https://doi.org/10.1016/j.pubrev.2014.10.002

Gálvez-Rodríguez, María-del-Mar; Sáez-Martín, Alejandro; García-Tabuyo, Manuela; Caba-Pérez, Carmen (2018). “Ex-
ploring dialogic strategies in social media for fostering citizens’ interactions with Latin American local governments”. 
Public relations review, v. 44, n. 2, pp. 265-276. 
https://doi.org/10.1016/j.pubrev.2018.03.003

Gómez, Lina M.; Chalmeta, Ricardo (2011). “Corporate responsibility in US corporate websites: A pilot study”. Public 
relations review, v. 37, n. 1, pp. 93-95. 
https://doi.org/10.1016/j.pubrev.2010.12.005 

González-Herrero, Alfonso; Ruiz-De-Valbuena, Miguel (2006). “Trends in online media relations: Web-based corporate 
press rooms in leading international companies”. Public relations review, v. 32, n. 3, pp. 267-275. 
https://doi.org/10.1016/j.pubrev.2006.05.003

Gordon, Joye; Berhow, Susan (2009). “University websites and dialogic features for building relationships with potential 
students”. Public relations review, v. 35, n. 2, pp. 150-152. 
https://doi.org/10.1016/j.pubrev.2008.11.003

Greer, Clark F.; Moreland, Kurt D. (2003). “United Airlines’ and American Airlines’ online crisis communication following 
the September 11 terrorist attacks”. Public relations review, v. 29, n. 4, pp. 427-441. 
https://doi.org/10.1016/j.pubrev.2003.08.005

Greer, Clark F.; Moreland, Kurt D. (2007). “How Fortune 500 companies used the Web for philanthropic and crisis com-
munication following hurricane Katrina”. Public relations review, v. 33, n. 2, pp. 214-216. 
https://doi.org/10.1016/j.pubrev.2007.02.007

Guidry, Jeanine P. D.; Jin, Yan; Orr, Caroline A.; Messner, Marcus; Meganck, Shana (2017). “Ebola on Instagram and 
Twitter: How health organizations address the health crisis in their social media engagement”. Public relations review, v. 
43, n. 3, pp. 477-486. 
https://doi.org/10.1016/j.pubrev.2017.04.009

Guillory, Jamie E.; Sundar, S. Shyam (2014). “How does web site interactivity affect our perceptions of an organization?”. 
Journal of public relations research, v. 26, n. 1, pp. 44-61. 
https://doi.org/10.1080/1062726X.2013.795866

Ha, Jin-Hong; Riffe, Daniel (2015). “Crisis-related research in communication and business journals: An interdisciplinary 
review from 1992 to 2011”. Public relations review, v. 41, n. 4, pp. 569-578. 
https://doi.org/10.1016/j.pubrev.2015.06.019

Hallahan, Kirk (2001). “Improving public relations web sites through usability research”. Public relations review, v. 27, n. 
2, pp. 223-239. 
https://doi.org/10.1016/S0363‐8111(01)00082‐0

Hallahan, Kirk (2004). “Protecting an organization’s digital public relations assets”. Public relations review, v. 30, n. 3, pp. 
255-268. 
https://doi.org/10.1016/j.pubrev.2004.04.001

Hamilton, James (2016). “Hybrid news practices”. In: Witschge, Tamara; Anderson, Christopher W.; Domingo, David; 
Hermida, Alfred (eds.). The SAGE handbook of digital journalism. London: SAGE, pp. 164-178. ISBN: 978 1 473906532 
http://www.academia.edu/10719230/Hybrid_News_Pracces_nal_ms._to_download_

https://doi.org/10.1016/S0363-8111(01)00082-0


25 years of research in online organizational communication. Review article

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     13

Heath, Robert L. (1998). “New communication technologies: An issues management point of view”. Public relations 
review, v. 24, n. 3, pp. 273-288. 
https://doi.org/10.1016/S0363-8111(99)80140-4

Hedman, Freja; Sivnert, Fabian; Kollanyi, Bence; Narayanan, Vidya; Neudert, Lisa-Maria; Howard, Philip N. (2018). 
News and political information consumption in Sweden: Mapping the 2018 Swedish general election on Twitter. Data 
Memo 2018.3. Oxford, UK: Project on Computational Propaganda. 
https://comprop.oii.ox.ac.uk/research/sweden-election

Hon, Linda (2015). “Digital social advocacy in the justice for Trayvon campaign”. Journal of public relations research, v. 
27, n. 4, pp. 299-321. 
https://doi.org/10.1080/1062726X.2015.1027771

Hopp, Toby; Derville-Gallicano, Tiffany (2016). “Development and test of a multidimensional scale of blog engagement”. 
Journal of public relations research, v. 28, n. 3-4, pp. 127-145. 
https://doi.org/10.1080/1062726X.2016.1204303

Howard, Philip; Kollanyi, Bence (2016). Bots, #strongerln, and #Brexit: computational propaganda during the UK-EU 
referendum. Working Paper 2016. Oxford, UK: Project on Computational Propaganda.
https://comprop.oii.ox.ac.uk/research/working-papers/bots-strongerin-and-brexit-computational-propaganda-during-
the-uk-eu-referendum

Huang, Yi-Hui-Christine; Wu, Fang; Huang, Qing (2017). “Does research on digital public relations indicate a paradigm 
shift? An analysis and critique of recent trends”. Telematics and informatics, v. 34, n. 7, pp. 1364-1376.
https://doi.org/10.1016/j.tele.2016.08.012

Hwang, Sungwook (2013). “The effect of Twitter use on politicians’ credibility and attitudes toward politicians”. Journal 
of public relations research, v. 25, n. 3, pp. 246-258. 
https://doi.org/10.1080/1062726X.2013.788445

Ji, Yi-Grace; Chen, Zifei-Fay; Tao, Weiting; Li, Zongchao-Cathy (2018). “Functional and emotional traits of corporate 
social media message strategies: Behavioral insights from S&P 500 Facebook data”. Public relations review, v. 45, n. 1, 
pp. 88-103. 
https://doi.org/10.1016/j.pubrev.2018.12.001

Jiang, Hua; Luo, Yi; Kulemeka, Owen (2016). “Social media engagement as an evaluation barometer: Insights from com-
munication executives”. Public relations review, v. 42, n. 4, pp. 679-691. 
https://doi.org/10.1016/j.pubrev.2015.12.004

Johns, Raechel (2014). “Community change: Water management through the use of social media, the case of Australia’s 
Murray-Darling Basin”. Public relations review, v. 40, n. 5, pp. 865-867. 
https://doi.org/10.1016/j.pubrev.2014.09.002

Kang, Seok; Norton, Hanna E. (2004). “Nonprofit organizations’ use of the World Wide Web: Are they sufficiently fulfi-
lling organizational goals?”. Public relations review, v. 30, n. 3, pp. 279-284. 
https://doi.org/10.1016/j.pubrev.2004.04.002

Kang, Seok; Norton, Hanna E. (2006). “Colleges and universities’ use of the World Wide Web: A public relations tool for 
the digital age”. Public relations review, v. 32, n. 4, pp. 426-428. 
https://doi.org/10.1016/j.pubrev.2006.08.003

Kelleher, Tom; Miller, Barbara M. (2006). “Organizational blogs and the human voice: Relational strategies and relational 
outcomes”. Journal of computer-mediated communication, v. 11, n. 2, pp. 395-414. 
https://doi.org/10.1111/j.1083-6101.2006.00019.x

Kent, Michael L.; Taylor, Maureen (1998). “Building dialogic relationships through the World Wide Web”. Public relations 
review, v. 24, n. 3, pp. 321-334. 
https://doi.org/10.1016/S0363-8111(99)80143-X

Kim, Kyongseok; Hayes, Jameson L.; Avant, J. Adam; Reid, Leonard N. (2014). “Trends in advertising research: A longi-
tudinal analysis of leading advertising, marketing, and communication journals 1980 to 2010”. Journal of advertising, v. 
43, n. 3, pp. 296-316. 
https://doi.org/10.1080/00913367.2013.857620

Kirat, Mohamed (2007). “Promoting online media relations: Public relations departments’ use of internet in the UAE”. 
Public relations review, v. 33, n. 2, pp. 166-174. 
https://doi.org/10.1016/j.pubrev.2007.02.003

https://doi.org/10.1016/S0363-8111(99)80140-4
https://comprop.oii.ox.ac.uk/research/working-papers/bots-strongerin-and-brexit-computational-propaganda-during-the-uk-eu-referendum
https://comprop.oii.ox.ac.uk/research/working-papers/bots-strongerin-and-brexit-computational-propaganda-during-the-uk-eu-referendum
https://doi.org/10.1016/S0363-8111(99)80143-X


Berta García-Orosa

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     14

Kitchen, Philip J.; Panopoulos, Anastasios (2010). “Online public relations: The adoption process and innovation cha-
llenge, a Greek example”. Public relations review, v. 36, n. 3, pp. 222-229. 
https://doi.org/10.1016/j.pubrev.2010.05.002

Kleinnijenhuis, Jan; Schultz, Friederike; Utz, Sonja; Oegema, Dirk (2015). “The mediating role of the news in the BP oil 
spill crisis 2010: How US news is influenced by public relations and in turn influences public awareness, foreign news, 
and the share price”. Communication research, v. 42, n. 3, pp. 408-428. 
https://doi.org/10.1177/0093650213510940

Kosenko, Kami; Luurs, Geoffrey; Binder, Andrew R. (2017). “Sexting and sexual behavior, 2011-2015: A critical review 
and meta-analysis of a growing literature”. Journal of computer-mediated communication, v. 22, n. 3, pp. 141-160. 
https://doi.org/10.1111/jcc4.12187

LaMarre, Heather H.; Suzuki-Lambrecht, Yoshikazu (2013). “Tweeting democracy? Examining Twitter as an online public 
relations strategy for congressional campaigns’”. Public relations review, v. 39, n. 4, pp. 360-368. 
https://doi.org/10.1016/j.pubrev.2013.07.009

Lee, Hyunmin; Park, Hyojung (2013). “Testing the impact of message interactivity on relationship management and 
organizational reputation”. Journal of public relations research, v. 25, n. 2, pp. 188-206. 
https://doi.org/10.1080/1062726X.2013.739103

Lee, Seow-Ting (2012). “Beautifully imperfect: Using Facebook to change a population’s attitudes toward marriage”. 
Public relations review, v. 38, n. 3, pp. 515-517. 
https://doi.org/10.1016/j.pubrev.2012.02.001

Linke, Anne; Oliveira, Evandro (2015). “Quantity or quality? The professionalization of social media communication in 
Portugal and Germany: A comparison”. Public relations review, v. 41, n. 2, pp. 305-307.
https://doi.org/10.1016/j.pubrev.2014.11.018

Liu, Wenlin; Lai, Chih-Hui; Xu, Weiai-Wayne (2018). “Tweeting about emergency: A semantic network analysis of gover-
nment organizations’ social media messaging during hurricane Harvey”. Public relations review, v. 44, n. 5, pp. 807-819. 
https://doi.org/10.1016/j.pubrev.2018.10.009

Locker, Kitty O. (1994). “The challenge of interdisciplinary research”. International journal of business communication, 
v. 31, n. 2, pp. 137-151.
https://doi.org/10.1177/002194369403100204

Lovari, Alessandro; Parisi, Lorenza (2015). “Listening to digital publics. Investigating citizens’ voices and engagement 
within Italian municipalities’ Facebook pages”. Public relations review, v. 41, n. 2, pp. 205-213. 
https://doi.org/10.1016/j.pubrev.2014.11.013

Lovejoy, Kristen; Waters, Richard D.; Saxton, Gregory D. (2012). “Engaging stakeholders through Twitter: How nonprofit 
organizations are getting more out of 140 characters or less”. Public relations review, v. 38, n. 2, pp. 313-318. 
https://doi.org/10.1016/j.pubrev.2012.01.005

Madden, Stephanie; Janoske, Melissa; Briones, Rowena L. (2016). “The double-edged crisis: Invisible children’s social 
media response to the Kony 2012 campaign”. Public relations review, v. 42, n. 1, pp. 38-48. 
https://doi.org/10.1016/j.pubrev.2015.10.002

Madichie, Nnamdi O.; Hinson, Robert (2014). “A critical analysis of the ‘dialogic communications’ potential of sub-Saha-
ran African police service websites”. Public relations review, v. 40, n. 2, pp. 338-350. 
https://doi.org/10.1016/j.pubrev.2013.10.009

Maiorescu, Roxana (2017). “Using online platforms to engage employees in unionism. The case of IBM”. Public relations 
review, v. 43, n. 5, pp. 963-968. 
https://doi.org/10.1016/j.pubrev.2017.07.002

Matilla, Kathy; Cuenca-Fontbona, Joan; Compte-Pujol, Marc (2017). “An analysis of the university curricula of Spanish 
‘dircoms’ from a public relations approach”. Public relations review, v. 43, n. 3, pp. 624-634. 
https://doi.org/10.1016/j.pubrev.2017.04.003

McAllister, Sheila M.; Taylor, Maureen (2007). “Community college web sites as tools for fostering dialogue”. Public 
relations review, v. 33, n. 2, pp. 230-232. 
https://doi.org/10.1016/j.pubrev.2007.02.017

McCorkindale, Tina; Morgoch, Meredith (2013). “An analysis of the mobile readiness and dialogic principles on Fortune 
500 mobile websites”. Public relations review, v. 39, n. 3, pp. 193-197. 
https://doi.org/10.1016/j.pubrev.2013.03.008



25 years of research in online organizational communication. Review article

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     15

Men, Linjuan-Rita; Tsai, Wan-Hsiu-Sunny (2014). “Perceptual, attitudinal, and behavioral outcomes of organization–pu-
blic engagement on corporate social networking sites”. Journal of public relations research, v. 26, n. 5, pp. 417-435.
https://doi.org/10.1080/1062726X.2014.951047

Molleda, Juan-Carlos; Moreno, Ángeles; Navarro, Cristina (2017). “Professionalization of public relations in Latin Ame-
rica: A longitudinal comparative study”. Public relations review, v. 43, n. 5, pp. 1084-1093. 
https://doi.org/10.1016/j.pubrev.2017.08.003

Morehouse, Jordan; Saffer, Adam-John (2018). “A bibliometric analysis of dialogue and digital dialogic research: Map-
ping the knowledge construction and invisible colleges in public relations research”. Journal of public relations research, 
v. 30, n. 3, pp. 65-82.
https://doi.org/10.1080/1062726X.2018.1498343

Moreno, Ángeles; Navarro, Cristina; Tench, Ralph; Zerfass, Ansgar (2015). “Does social media usage matter? An analysis 
of online practices and digital media perceptions of communication practitioners in Europe”. Public relations review, v. 
41, n. 2, pp. 242-253. 
https://doi.org/10.1016/j.pubrev.2014.12.006

Moreno, Ángeles; Verhoeven, Piet; Tench, Ralph; Zerfass, Ansgar (2010). “European Communication Monitor 2009. 
An institutionalized view of how public relations and communication management professionals face the economic and 
media crises in Europe”. Public relations review, v. 36, n. 2, pp. 97-104. 
https://doi.org/10.1016/j.pubrev.2010.02.004

Moss, Danny; Likely, Fraser; Sriramesh, Krishnamurthy; Ferrari, María-Aparecida (2017). “Structure of the public rela-
tions/communication department: Key findings from a global study”. Public relations review, v. 43, n. 1, pp. 80-90. 
https://doi.org/10.1016/j.pubrev.2016.10.019

Muralidharan, Sidharth; Dillistone, Kristie; Shin, Jae-Hwa (2011). “The Gulf coast oil spill: Extending the theory of image 
restoration discourse to the realm of social media and beyond petroleum”. Public relations review, v. 37, n. 3, pp. 226-
232. 
https://doi.org/10.1080/17512786.2016.1195239

O’Neil, Glenn (2013). “Evaluation of international and non-governmental organizations’ communication activities: A 15 
year systematic review”. Public relations review, v. 39, n. 5, pp. 572-574. 
https://doi.org/10.1016/j.pubrev.2013.07.005

Obermaier, Magdalena; Koch, Thomas; Riesmeyer, Claudia (2018). “Deep impact? How journalists perceive the influen-
ce of public relations on their news coverage and which variables determine this impact”. Communication research, v. 
45, n. 7, pp. 1031-1053. 
https://doi.org/10.1177/0093650215617505

Ott, Larissa; Theunissen, Petra (2015). “Reputations at risk: Engagement during social media crises”. Public relations 
review, v. 41, n. 1, pp. 97-102.
https://doi.org/10.1016/j.pubrev.2014.10.015

Painter, David-Lynn (2015). “Online political public relations and trust: Source and interactivity effects in the 2012 US 
presidential campaign”. Public relations review, v. 41, n. 5, pp. 801-808. 
https://doi.org/10.1016/j.pubrev.2015.06.012

Peng, Tai-Quan; Liu, Mengchen; Wu, Yingcai; Liu, Shixia (2016). “Follower-followee network, communication networks, 
and vote agreement of the US members of congress”. Communication research, v. 43, n. 7, pp. 996-1024. 
https://doi.org/10.1177/0093650214559601

Penney, Joel (2017). “Social media and citizen participation in ‘official’ and ‘unofficial’ electoral promotion: A structural 
analysis of the 2016 Bernie Sanders digital campaign”. Journal of communication, v. 67, n. 3, pp. 402-423. 
https://doi.org/10.1111/jcom.12300

Pfau, Michael; Haigh, Michel M.; Sims, Jeanetta; Wigley, Shelley (2007). “The influence of corporate front-group stealth 
campaigns”. Communication research, v. 34, n. 1, pp. 73-99. 
https://doi.org/10.1177/0093650206296083

Porter, Lance V.; Trammell, Kaye D. Sweetser; Chung, Deborah; Kim, Eunseong (2007). “Blog power: Examining the 
effects of practitioner blog use on power in public relations”. Public relations review, v. 33, n. 1, pp. 92-95. 
https://doi.org/10.1016/j.pubrev.2006.11.018

Rafaeli, Sheizaf (1988). “Interactivity: From new media to communication”. In: Sage annual review of communication 
research: Advancing communication science, v. 16. R. P. Hawkins, J. M. Wiemann and S. Pingree, (eds.), pp. 110–134. 
Beverly Hills, CA: Sage.
http://gsb.haifa.ac.il/~sheizaf/interactivity/Interactivity_Rafaeli.pdf



Berta García-Orosa

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     16

Rains, Stephen; Young, Anna (2006). “A sign of the times: An analysis of organizational members’ email signatures”. 
Journal of computer-mediated communication, v. 11, n. 4, pp. 1046-1061. 
https://doi.org/10.1111/j.1083-6101.2006.00307.x

Reber, Bryan H.; Kim, Jun-Kyo (2006). “How activist groups use websites in media relations: Evaluating online press 
rooms”. Journal of public relations research, v. 18, n. 4, pp. 313-333. 
https://doi.org/10.1207/s1532754xjprr1804_2

Rodríguez, Nathian-Shae (2016). “Communicating global inequalities: How LGBTI asylum-specific NGOs use social media 
as public relations”. Public relations review, v. 42, n. 2, pp. 322-332. 
https://doi.org/10.1016/j.pubrev.2015.12.002

Ryan, Michael (2003). “Public relations and the web: Organizational problems, gender, and institution type”. Public rela-
tions review, v. 29, n. 3, pp. 335-349. 
https://doi.org/10.1016/S0363-8111(03)00040-7

Rybalko, Svetlana; Seltzer, Trent (2010). “Dialogic communication in 140 characters or less: How Fortune 500 companies 
engage stakeholders using Twitter”. Public relations review, v. 36, n. 4, pp. 336-341. 
https://doi.org/10.1016/j.pubrev.2010.08.004

Sanovich, Sergey (2017). Computational propaganda in Russia: the origins of digital misinformation. Working paper 
2017.3. Oxford, UK: Project on Computational Propaganda. 
https://comprop.oii.ox.ac.uk/wp-content/uploads/sites/89/2017/06/Comprop-Russia.pdf

Searson, Eileen M.; Johnson, Melissa A. (2010). “Transparency laws and interactive public relations: An analysis of Latin 
American government web sites”. Public relations review, v. 36, n. 2, pp. 120-126. 
https://doi.org/10.1016/j.pubrev.2010.03.003

Seltzer, Trent; Mitrook, Michael A. (2007). “The dialogic potential of weblogs in relationship building”. Public relations 
review, v. 33, n. 2, pp. 227-229. 
https://doi.org/10.1016/j.pubrev.2007.02.011

Shumate, Michelle (2012). “The evolution of the HIV/AIDS NGO hyperlink network”. Journal of computer-mediated com-
munication, v. 17, n. 2, pp. 120-134. 
https://doi.org/10.1111/j.1083-6101.2011.01569.x

Sievert, Holger; Scholz, Christina (2017). “Engaging employees in (at least partly) disengaged companies. Results of an 
interview survey within about 500 German corporations on the growing importance of digital engagement via internal 
social media”. Public relations review, v. 43, n. 5, pp. 894-903. 
https://doi.org/10.1016/j.pubrev.2017.06.001

Sisson, Diana C. (2017a). “Control mutuality, social media, and organization-public relationships: A study of local animal 
welfare organizations’ donors”. Public relations review, v. 43, n. 1, pp. 179-189. 
https://doi.org/10.1016/j.pubrev.2016.10.007 

Sisson, Diana C. (2017b). “Inauthentic communication, organization-public relationships, and trust: A content analysis of 
online astroturfing news coverage”. Public relations review, v. 43, n. 4, pp. 788-795. 
https://doi.org/10.1016/j.pubrev.2017.05.003

Sommerfeldt, Erich J. (2013). “Online power resource management: Activist resource mobilization, communication stra-
tegy, and organizational structure”. Journal of public relations research, v. 25, n. 4, pp. 347-367. 
https://doi.org/10.1080/1062726X.2013.806871

Sommerfeldt, Erich J.; Kent, Michael L.; Taylor, Maureen (2012). “Activist practitioner perspectives of website public 
relations: Why aren’t activist websites fulfilling the dialogic promise?”. Public relations review, v. 38, n. 2, pp. 303-312. 
https://doi.org/10.1016/j.pubrev.2012.01.001

Sung, Kang-Hoon; Kim, Sora (2014). “I want to be your friend: The effects of organizations’ interpersonal approaches on 
social networking sites”. Journal of public relations research, v. 26, n. 3, pp. 235-255. 
https://doi.org/10.1080/1062726X.2014.908718

Taiminen, Kimmo; Luoma-aho, Vilma; Tolvanen, Kristiina (2015). “The transparent communicative organization and 
new hybrid forms of content”. Public relations review, v. 41, n. 5, pp. 734-743. 
https://doi.org/10.1016/j.pubrev.2015.06.016

Tan, Kevin-Kok-Yew; Pang, Augustine; Kang, Janelle-Xiaoting (2019). “Breaking bad news with Console: Toward a fra-
mework integrating medical protocols with crisis communication”. Public relations review, v. 45, n. 1, pp. 153-166. 
https://doi.org/10.1016/j.pubrev.2018.10.013

https://doi.org/10.1016/S0363-8111(03)00040-7


25 years of research in online organizational communication. Review article

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     17

Taylor, Maureen; Kent, Michael L. (2010). “Anticipatory socialization in the use of social media in public relations: A 
content analysis of PRSA’s public relations tactics”. Public relations review, v. 36, n. 3, pp. 207-214. 
https://doi.org/10.1016/j.pubrev.2010.04.012

Taylor, Maureen; Kent, Michael L.; White, William J. (2001). “How activist organizations are using the internet to build 
relationships”. Public relations review, v. 27, n. 3, pp. 263-284. 
https://doi.org/10.1016/S0363-8111(01)00086-8

Theunissen, Petra; Noordin, Wan-Norbani-Wan (2012). “Revisiting the concept ‘dialogue’ in public relations”. Public 
relations review, v. 38, n. 1, pp. 5-13. 
https://doi.org/10.1016/j.pubrev.2011.09.006

Thomsen, Steven R. (1995). “Using online databases in corporate issues management”. Public relations review, v. 21, n. 
2, pp. 103-123.
https://doi.org/10.1016/0363-8111(95)90002-0

Tomasello, Tami K. (2001). “The status of Internet-based research in five leading communication journals, 1994-1999”. 
Journalism & mass communication quarterly, v. 78, n. 4, pp. 659-674. 
https://doi.org/10.1177/107769900107800403

Trillo-Domínguez, Magdalena; Alberich-Pascual, Jordi (2017). “Deconstrucción de los géneros periodísticos y nuevos 
medios: de la pirámide invertida al cubo de Rubik”. El profesional de la información, v. 26, n. 6, pp. 1091-1099.
https://doi.org/10.3145/epi.2017.nov.08

Tsai, Wan-Hsiu Sunny; Men, Rita-Linjuan (2018). “Social messengers as the new frontier of organization-public engage-
ment: A WeChat study”. Public relations review, v. 44, n. 3, pp. 419-429. 
https://doi.org/10.1016/j.pubrev.2018.04.004

Utz, Sonja; Schultz, Friederike; Glocka, Sandra (2013). “Crisis communication online: How medium, crisis type and emo-
tions affected public reactions in the Fukushima Daiichi nuclear disaster”. Public relations review, v. 39, n. 1, pp. 40-46. 
https://doi.org/10.1016/j.pubrev.2012.09.010

Van-Zoonen, Ward; Van-der-Meer, Toni (2015). “The importance of source and credibility perception in times of crisis: 
Crisis communication in a socially mediated era”. Journal of public relations research, v. 27, n. 5, pp. 371-388. 
https://doi.org/10.1080/1062726X.2015.1062382

Vesnic-Alujevic, Lucia (2012). “Political participation and web 2.0 in Europe: A case study of Facebook”. Public relations 
review, v. 38, n. 3, pp. 466-470. 
https://doi.org/10.1016/j.pubrev.2012.01.010

Vorvoreanu, Mihaela (2006). “Online organization–public relationships: An experience-centered approach”. Public rela-
tions review, v. 32, n. 4, pp. 395-401. 
https://doi.org/10.1016/j.pubrev.2006.09.007

Waters, Richard D.; Burnett, Emily; Lamm, Anna; Lucas, Jessica (2009). “Engaging stakeholders through social networ-
king: How nonprofit organizations are using Facebook”. Public relations review, v. 35, n. 2, pp. 102-106. 
https://doi.org/10.1016/j.pubrev.2011.12.010

Waters, Richard D.; Jamal, Jia Y. (2011). “Tweet, tweet, tweet: A content analysis of nonprofit organizations’ Twitter 
updates”. Public relations review, v. 37, n. 3, pp. 321-324. 
https://doi.org/10.1016/j.pubrev.2011.03.002

Watkins, Brandi A. (2017). “Experimenting with dialogue on Twitter: An examination of the influence of the dialogic 
principles on engagement, interaction, and attitude”. Public relations review, v. 43, n. 1, pp. 163-171. 
https://doi.org/10.1016/j.pubrev.2016.07.002

Wiencierz, Christian; Röttger, Ulrike (2017). “The use of big data in corporate communication”. Corporate com-
munications: An international journal, v. 22, n. 3, pp. 258-272.
https://doi.org/10.1108/CCIJ-02-2016-0015

Wirtz, John G.; Zimbres, Thais M. (2018). “A systematic analysis of research applying ‘principles of dialogic communica-
tion’ to organizational websites, blogs, and social media: Implications for theory and practice”. Journal of public relations 
research, v. 30, n. 1-2, pp. 5-34. 
https://doi.org/10.1080/1062726X.2018.1455146

Woo, Chang-Wan; An, Seon-Kyoung; Cho, Seung-Ho (2008). “Sports PR in message boards on major league baseball 
websites”. Public relations review, v. 34, n. 2, pp. 169-175. 
https://doi.org/10.1016/j.pubrev.2008.03.009

https://doi.org/10.1016/0363-8111(95)90002-0


Berta García-Orosa

e280517 El profesional de la información, 2019, v. 28, n. 5. eISSN: 1699-2407     18

Woods, Chelsea L. (2019). “From an ‘outside group’ to a catalyst for corporate change: Examining activists’ legitimation 
strategies”. Public relations review, v. 45, n. 2, pp. 332-347.
https://doi.org/10.1016/j.pubrev.2019.02.001

Xifra, Jordi; Huertas, Assumpció (2008). “Blogging PR: An exploratory analysis of public relations weblogs”. Public rela-
tions review, v. 34, n. 3, pp. 269-275. 
https://doi.org/10.1016/j.pubrev.2008.03.022

Xiong, Ying; Cho, Moonhee; Boatwright, Brandon (2019). “Hashtag activism and message frames among social move-
ment organizations: Semantic network analysis and thematic analysis of Twitter during the# MeToo movement”. Public 
relations review, v. 45, n. 1, pp. 10-23. 
https://doi.org/10.1016/j.pubrev.2018.10.014

Yang, Sung-Un; Kang, Minjeong; Johnson, Philip (2010). “Effects of narratives, openness to dialogic communication, and 
credibility on engagement in crisis communication through organizational blogs”. Communication research, v. 37, n. 4, 
pp. 473-497. 
https://doi.org/10.1177/0093650210362682

Yang, Sung-Un; Lim, Joon-Soo (2009). “The effects of blog-mediated public relations (BMPR) on relational trust”. Journal 
of public relations research, v. 21, n. 3, pp. 341-359. 
https://doi.org/10.1080/10627260802640773

Ye, Lan; Ki, Eyun-Jung (2012). “The status of online public relations research: An analysis of published articles in 1992-
2009”. Journal of public relations research, v. 24, n. 5, pp. 409-434.
https://doi.org/10.1080/1062726X.2012.723277

Zerfass, Ansgar; Schramm, Dana-Melanie (2014). “Social media newsrooms in public relations: A conceptual framework 
and corporate practices in three countries”. Public relations review, v. 40, n. 1, pp. 79-91. 
https://doi.org/10.1016/j.pubrev.2013.12.003

¿Datos abiertos? Sí, pero de forma sostenible

El profesional de la información, 2011, mayo-junio, v. 20, n. 3     303

– Especificar las condiciones de uso; en la medida de lo po-
sible es recomendable que sea CC-BY (o similar), es decir, 
que no ponga ningún límite a la reutilización de los da-
tos.
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– Un servicio de datos abiertos no sirve de nada si no se 
mantiene constantemente actualizado, ampliando conti-
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abierta más potencia tendrán las consecuencias (positi-
vas) del servicio.
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