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RATIONALE 
 
During the last decades, we have not only seen the rise of the so-called “new economy”, but also of an 
accompanying phenomenon: Start-ups are young and innovative companies with the potential to change the 
rules of today’s economic competition. They are defined by the following three criteria: They have to be in an 
early stage of development, are highly innovative, and demonstrate scalable growth rates in turnover and 
workforce (Kollmann et al., 2016). These aspects make these companies a relatively fleeting phenomenon. Since 
they are basically not older than ten years and usually stand for a new business model, product, service or 
technology, their constant change places special demands on strategic communication research. This problem is 
aggravated by additional properties attributed to start-ups: They do not only have liabilities of newness 
(Stinchcombe, 1965) and smallness (Aldrich & Auster, 1986), but also are influenced by the personality of their 
founder(s). Furthermore, they depend on growth and investment (Churchill & Lewis, 1983).  
 
The knowledge in the field of strategic communication research related to start-ups can be divided into the areas 
of resource acquisition, external communication, corporate branding, personality communication for founders, 
internal communication and strategic communication about the start-up ecosystem in general (Wiesenberg et. 
al., 2019). Existing research focuses on the roles of external investors and supporters (Gompers & Lerner, 2000), 
venture capitalists (Kollmann & Kuckertz, 2006), or angel investors, incubators, and accelerators (Cohen, 2013). 
Petkova (2012) describes the process by which young companies can create a reputation among relevant 
stakeholder groups. Rode and Vallaster (2005) found that start-ups lack the ability to clearly articulate their main 
business, their values, and their market positioning. Tumasjan et al. (2011) elaborate on the advantages of 
successful employer branding for start-ups. Invernizzi and Romenti (2015) proposed an entrepreneurial 
communication model by combining entrepreneurial organization theory and strategic communication; they 
elaborate on several dimensions of communication relevant to the success of an enterprise. Men et al. (2018) 
explored the role of entrepreneurial leadership communication in shaping start-up culture in China. They 
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revealed effective start-up CEO communication strategies and tactics in engaging internal and external 
stakeholders. 
 
Despite these individual findings, there is a lack of integrated perspectives that focus on the relationship between 
communication strategies of start-ups on the one hand and the value created for those companies and their 
strategic positioning on the other hand. This special issue of the International Journal of Strategic Communication 
will advance the body of knowledge in this field by addressing key questions from different perspectives. To do 
so, we seek in-depth investigations from multiple disciplines and sub-disciplines. 
 
Topics of interest include, but are not limited to: 

(1) conceptual and theoretical approaches for analyzing, integrating and interpreting strategic 
communication of start-ups; 

(2) managing start-up communication campaigns; 
(3) the role and relevance of social media platforms like YouTube, Twitter, Facebook, TikTok, Instagram 

or WeChat in start-up communication; 
(4) strategic aspects of relationships between start-ups and social media influencers, or/and between 

start-ups and journalists; 
(5) using paid, earned, shared and owned media programs for strategic start-up communication; 
(6) aspects of institutionalization in start-up communication; 
(7) the strategic dimension of communicating about founder personalities in start-ups; 
(8) functions and strategies of entrepreneurial leadership communication, for instance the importance of 

CIO/CEO Communication, especially on LinkedIn; 
(9) measurement and evaluation of communication related to strategic goals of start-ups; 
(10) the importance of internal communication for the success of start-ups; 
(11) startup identity and culture creation and start-up communication; 
(12) employer branding and start-up communication; 
(13) the use of crowdfunding platforms like Kickstarter in strategic start-up communication; 
(14) ethics of start-up communication and its strategic impact; 
(15) strategic start-up communication from an international and comparative perspective. 

 
The selection of papers will reflect the scope of the International Journal of Strategic Communication, which aims 
to build an interdisciplinary body of knowledge in strategic communication, defined as “all communication that 
is substantial for the survival and sustained success of an entity. Specifically, strategic communication is the 
purposeful use of communication by an entity to engage in conversations of strategic significance to its goals. 
Entity includes all kind of organizations (e.g., corporations, governments, or non-profits), as well as social 
movements and known individuals in the public sphere. Communication can play a distinctive role for the 
formulation, revision, presentation, execution, implementation, and operationalization of strategies.” (Zerfass et 
al., 2018, p. 487). 
 
Submitted papers should clearly be linked to existing scholarship in strategic communication and reflect the 
understanding mentioned above, but can be based on theoretical and methodological approaches from diverse 
disciplines, including corporate communication, organizational communication, public relations, marketing 
communication, advertising, digital culture, entrepreneurial management, and other areas. Research questions 
and topics addressed should be valuable for a global readership. While international, comparative, and cross-
cultural studies are especially welcome, research with a regional or national focus is suitable if insights or results 
build understanding of strategic communication in other parts of the world.	
 



3 

SUBMISSION AND SELECTION PROCESS 
 
Abstracts with proposals for submissions should be no more than three pages, including references (double-
spaced with 1” margins, Times New Roman 12 pt.). Abstracts should outline the paper, providing research 
questions and/or hypotheses, methods, key messages or results, and contribution to the body of knowledge. 
Please attach a short bio of the author(s). 
 
Abstracts and bios should be submitted by January 8, 2021, to guest editors 
Alexander Godulla (alexander.godulla@uni-leipzig.de) AND Rita Men (rmen@ufl.edu). 
 
The authors of the abstracts most suited to the topic of the Special Issue will be asked to submit full papers of 
not more than 36 pages, including references and tables/figures (maximum 9,000 words), by May 15, 2021. Full 
papers will receive blinded external review, as well as review by the guest editors. The accepted manuscripts will 
be published online in December 2021 and in print in IJSC, Vol. 16(1). Depending on the overall breadth and 
quality of the selected submissions, the articles might also published later on as an edited book by Routledge – 
this was done with some special issues of this journal before and gained more outreach for all authors.	
 
TIMELINE 
 
▪ Deadline for abstract submission:   January 8, 2021 
▪ Requests for full papers provided:   February 15, 2021 
▪ Deadline for full article submissions:   May 15, 2021 
▪ Reviews of full papers provided:    July 15, 2021 
▪ Deadline for revised submissions:   August 31, 2021 
▪ Additional revisions (if necessary)   subsequently 
▪ Final versions due:     October 15, 2021 
▪ Papers and editorial transferred to production: November 10, 2021 
▪ Proofs sent to editors and authors:    subsequently 
▪ Special Issue published online:   December 24, 2021 
▪ Special Issue published in print:   January 2022 
 
ABOUT THE GUEST EDITORS 
 
Dr. Alexander Godulla is a full professor for empirical communication and media research at the Institute for 
Communication and Media Studies at Leipzig University, Germany. He serves as the head of the international 
double degree program “Global Mass Communication”. His research interests include entrepreneurial 
communication, the disruption and reorganization of public communication, diffusion of innovations, media 
change, cross- and transmedia storytelling, and visual communication. 
 
Rita Men, Ph.D., APR, is an associate professor of public relations at the University of Florida, Gainesville, FL, USA.  
Her research interests include corporate communication, employee communication, leadership communication, 
measurement and evaluation, relationship/reputation management, emerging technologies, and entrepre-
neurial communication. 
 
ABOUT THE JOURNAL 
 
The International Journal of Strategic Communication (IJSC) is one of the top journals published by Routledge 
(Taylor & Francis) with a record 120,000 downloads of articles in 2020. Its readership is truly international with 
article downloads spread over Asia (20%), North America (20%), Europe (39%), Africa (9%), and Australasia (11%). 
The journal is part of a multi-national effort to integrate various communication disciplines into a coherent body 
of knowledge and facilitate the development of strategic communication as a domain of study. IJSC seeks to 
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define the field of strategic communication, address the application of theory to this emerging field, provide a 
forum for multidisciplinary approaches and diverse research traditions, and espouse a truly international 
perspective that gives voice to cross-cultural research and scholars in all regions of the world. The IJSC provides 
a foundation for the study of strategic communication from diverse disciplines. To view an online sample, visit 
www.tandfonline.com/HSTC. The journal is edited by Dr. Ansgar Zerfass, Institute of Communication and Media 
Studies, Leipzig University, Germany, and Department of Communication and Culture, BI Norwegian Business 
School, Oslo, Norway, and Kelly Page Werder, Ph.D., Zimmerman School of Advertising and Mass Communi-
cations, University of South Florida, Tampa, FL, USA.  
 
REFERENCES 
 
Aldrich, H. E., & Auster, E. R. (1986). Even dwarfs started small: liabilities of age and size and their strategic implications. Research in Organizational 

Behavior, 8, 165-198. 
Churchill, N. C., & Lewis, V. L. (1983). The five stages of small business growth. Harvard Business Review, 83(3), 3-12. 
Cohen, S. (2013). What do accelerators do? Insights from incubators and angels. Innovations: Technology, Governance, Globalization, 8(3-4), 19-25. 
Gompers, P. A., & Lerner, J. (2000). The venture capital cycle. Cambridge, MA: MIT Press. 
Invernizzi, E. & Romenti, S. (2015). Adopting an entrepreneurial perspective in the study of strategic communication. In D. Holtzhausen & A. Zerfass 

(Eds.), The Routledge handbook of strategic communication (pp. 214-228). New York, NY: Routledge. 
Kollmann, T., & Kuckertz, A. (2006). Investor relations for start-ups: an analysis of venture capital investors’ communicative needs. International Journal 

of Technology Management, 34(1/2), 47-62. 
Kollmann, T., Stoeckmann, C., Hensellek, S., & Kensbock, J. (2016). European startup monitor 2016. Available at: https://europeanstartupmonitor.com/ 

fileadmin/esm_2016/report/ESM_2016.pdf 
Men, L. R., Chen, Z. F., & Ji, Y. G. (2018). Walking the talk: An exploratory examination of executive leadership communication at start-up companies in 

China. Journal of Public Relations Research, 30(1-2), 33–56. 
Petkova, A. P. (2012). From the ground up: building young firms’ reputations. In M.L. Barnett & T.G. Pollock (Eds.), The Oxford handbook of corporate 

reputation (pp. 383-401). Oxford: Oxford University Press. 
Rode, V. & Vallaster, C. (2005). Corporate branding for start-ups: the crucial role of entrepreneurs. Corporate Reputation Review, 8(2), 121-135. 
Stinchcombe, A. L. (1965). Social structure and organizations. In J. G. March (Ed.), Handbook of Organizations (pp. 142-193). Chicago: Rand McNally & Co. 
Tumasjan, A., Strobel, M., & Welpe, I. M. (2011). Employer brand building for start-ups: which job attributes do employees value most? Zeitschrift für 

Betriebswirtschaft, 81(6), 111-136. 
Wiesenberg, M., Godulla, A., Tengler, K., Noelle, I.-M., Kloss, J., Klein, N., Eeckhout, D. (2020). Key challenges in strategic start-up communication: 

A systematic literature review and an explorative study. Journal of Communication Management, 24(1), 49-64. 
Zerfass, A., Verčič, D., Nothhaft, H., & Werder, K. P. (2018). Strategic communication: Defining the field and its contribution to research and practice. 

International Journal of Strategic Communication, 12(4), 487-505. 


