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RESEARCH AIM

Analyze the evolution of business 

communication in Portugal, assessing the impact 

of COVID 19.
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Literature Review



1.
Business communication is a continuous 

process which comprises sending and 

receiving of a messages (…) in which is 

transference and receptivity of ideas and 

concepts, followed by desired action.

 (Kaul, 2025)

The technological revolution that has changed 

from analog to digital creates new challenges 

and opportunities, particularly when 

referring to the communication perspective
(Rahmawati & Sujono, 2021)

2.



The guidance by uncertainty, flexibility and

fragmentation is a characteristic of current

societies, which have distanced from the

logic of unity, linearity and standardization, 

that determined the existence of a certain

order and predictability. 
(Sousa et al., 2020).

3.

4.

The pandemic brought new challenges at all

levels which ranged from social, economical, 

political and environmental challenges.
(Lopes & Santos, 2025)



In Portugal, public and social interactions

decresead a lot during the pandemic, leading

to a huge incentive to communicate digitally.
(Lopes & Santos, 2025)

5.

6.
COVID-related lockdowns are associated

with: (1) an increase in the total volume of

meeting and email activity; (2) a decrease in 

the average length of meetings; and (3) an

increase in the span of the workday. 

 (DeFilippis at al,. 2022)



This crisis has consolidated the use of digital 

platforms, which fostered a media system

where new and old media have coexisted, as 

well as presenting new forms of business 

communication challenges.
(Gomes, 2021).

7.



METHODOLOGY
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We used 

several 

national data 

bases and 

business 

studies to 

develop our 

research.
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The portuguese context shows constant weaknesses 

in the face of the informational development of 

most European countries, with traditionally low 

rates of access and use of the internet in households

(Cádima, 2019; Lapa & Vieira, 2019).



Thus, between 2020 and 2021, 

the overall pandemic effect 

was +33% in fixed data 

traffic, +23% in fixed voice 

traffic and +11% in mobile 

voice traffic.

E-commerce suffered the 

biggest increase in the last 

decade, reaching 52% in 2021

(ANACOM, 2021).

2019 2020 2021

80,9% 84,5% 87,3%



Despite digitization is one of 

the characteristics of 

contemporary society, the 

pandemic outbreak 

reinforced its importance 

and accelerated its 

implementation in 2/3 years 

(Ribeiro, 2020): COVID-19 

accelerated the use of 

internet for families and 

brands (ANACOM, 2021).



Organizational digital communications are more regular, transparent, 

empathetic and effective.



Despite the greater 

democratization of 

access to 

information and 

communication 

technologies, 

Portugal presents, 

in the European 

context, 

values ​​that are too 

'analogical', 

compared to the 

global market. 



A large majority of

companies and individuals

adopted digital business 

communication because of

its speed, impact and

low cost compared to 

other solutions.



More
used

Online business communication had a significantly 

increasing, particularly through various digital platforms 

such as blogs, Instagram and YouTube channels, both to 

communicate with customers and employees.



Companies are 

using this new 

form of access 

to adapt their 

websites for 

mobile or to 

develop new 

apps.



The digital business 

communicarion spread to 

companies and sectors that

were less technology-intensive

to begin with.



In Portugal, the COVID-19 pandemic had a negative 

impact in companies that were not able to adapt

 their business to an online setting.



The predominance of digital platforms would 

be expected, since information and 

communication technologies emerge, as an 

alternative to economic crisis scenarios.



Covid-19 pandemic has consolidated the use of digital 

platforms, which fostered a media system where new

and old media have coexisted.

Companies have become increasingly focused on

customers, supported by digital tools that allow them to 

monitor their reactions at any given moment.
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