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COMMUNICATION AS THE TOOL OF CORPORATE CULTURE
IN THE INNOVATION-DRIVEN WORLD

This study explores the evolving role of communication as a key architect of
corporate culture in the innovation-driven world, moving beyond the conventional
view of culture as a static entity. It postulates that culture is a dynamic, malleable
construct continuously shaped and reshaped by communication. The research
investigates the communicative turn in corporate culture, emphasising how
strategic communication practices can cultivate environments that foster
creativity, collaboration, and ethical growth. By reviewing existing research, the
paper identifies key themes such as the impact of corporate culture and internal
communication on millennial employee engagement, the tension between public
relations and human resources in shaping corporate culture, and the relationship
between organisational culture and innovation. The primary purpose of this study
was to explore and describe specific ways in which communication shapes
corporate culture in innovation-driven environments. It focuses on identifying and
analysing communicative practices, patterns and processes that contribute to
cultural formation. The main methods of this study include the analysis of
theoretical sources, content analysis and philosophical analysis. It is substantiated
that communication is a key tool for building, maintaining and transforming
organisational culture. It is proven that corporate culture is a multi-layered,
socially constructed phenomenon. The main features of a culture of innovation are
identified and analysed. The study emphasises the importance of multiculturalism
and dialogue in modern corporate culture, highlighting that cultural diversity
fosters creativity and innovation. It also examines the integration of artificial
intelligence (Al), machine learning (ML) and deep learning (DL) in shaping
corporate culture. ML algorithms enable Al systems to learn from data, analyse
communication patterns, automate content curation, predict employee sentiment,
and personalise learning experiences. DL through natural language processing
(NLP) powers sophisticated chatbots, enhances sentiment analysis, analyses visual
content, improves translation, and enables the creation of new media. The study
concludes that strategic communication supported by philosophical insights and
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technological advancements is the key to creating a dynamically developing
corporate environment. It highlights the importance of humanistic values and
ethical considerations in shaping corporate culture, ensuring that the human
factor remains central in an increasingly digital and interconnected world. The
study also highlights the need for further exploration of Al’s impact on
engagement, ethics, innovation, trust, and corporate identity, emphasising the
importance of responsible Al implementation

Keywords: communication, multiculturalism, culture of innovation, artificial
intelligence, machine learning, deep learning, philosophy of communication

Introduction. In an era defined by rapid technological advancement and
relentless innovation, the traditional understanding of corporate culture is
undergoing a profound transformation. No longer a static entity, culture is
increasingly recognised as a dynamic and malleable construct, shaped and reshaped
by the very fabric of communication. This paper explores the communicative turn in
corporate culture research, arguing that communication serves as the architect of
organisational identity and values in the innovation-driven world. By examining the
interplay between dialogue, technology and human interaction, it aims to illuminate
how organisations can strategically leverage communication to cultivate cultures
that foster creativity, collaboration, and ethical growth.

Literature review. The analysis of theoretical sources proves that
communication is consistently highlighted as a critical tool for building,
maintaining and transforming organisational culture. It is recognised as a key
driver of desired outcomes, whether it is employee engagement, innovation or
professional development. Many studies show that organisational culture can be
analysed on many different levels: from the individual (professional personality)
to the group (millennials, departments) and to the organisation as a whole
(innovation). This shows that organisational culture is a multi-layered concept.
M. R. Prasetya and D. Kartikawangi (2021) explore how corporate culture and
internal communication affect the engagement of millennial employees.
A. Koswara, A. R. Nugraha and T. Damayanti (2023) study the role of public
relations (PR) in shaping corporate culture within Indonesian organisations,
highlighting the tension between PR and human resources (HR). T. Stasiuk and
O. Turchak (2024) investigate the qualities of a professional personality and its
formation in the conditions of professional activity. V. Grecu (2024) looks into the
relationship between organisational culture and innovation, emphasising cultural
attributes that enable or inhibit innovative practices.

The purpose of our study is to explore and describe the specific ways in
which communication shapes corporate culture in innovation-driven environments.
The focus lies on identifying and analysing the communicative practices, patterns
and processes that contribute to cultural formation.

Materials and methods. The main methods of this study include the analysis
of theoretical sources, content analysis and philosophical analysis.
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Results and discussion. The issue under research is deeply relevant in the
philosophical plane for several interconnected reasons, touching upon key areas of
philosophical inquiry:

1. Ontology and the nature of reality (social construction):

Traditionally, communication might be seen as a tool for conveying pre-
existing ideas. However, this study posits communication as fundamentally
constitutive of corporate culture. This aligns with social constructionist philosophy,
which argues that reality, including social structures like corporate culture, is
actively created through communicative practices.

Challenging essentialism questions the idea that corporate culture is a fixed,
inherent entity. Instead, it emphasises the fluid, dynamic and constantly negotiated
nature of culture through communication. This resonates with poststructuralist and
postmodern critiques of essentialism.

2. Epistemology and knowledge creation:

In an innovation-driven world, knowledge is not simply discovered, but
actively created through dialogue and collaboration. This topic highlights the
epistemological significance of communication in shaping what counts as
knowledge within an organisation. It can connect to the philosophical concept of
distributed cognition, where knowledge and intelligence are seen as spread across
individuals and their interactions, rather than residing solely in individual minds.

Philosophically, the idea that communication builds culture means that the
interpretation of the communications is key. This brings up questions about the
nature of truth, and how shared understanding can be created.

3. Ethics and values:

The way communication is used within an organisation has profound ethical
implications. This topic invites philosophical reflection on ethical responsibilities of
leaders and employees in shaping a culture that promotes innovation, collaboration
and respect. Corporate values are not abstract principles, but are enacted and
reinforced through communication. This raises questions about the role of
communication in shaping ethical behaviour and promoting a sense of social
responsibility.

The topic prompts examination of how power dynamics are embedded in
communicative practices and how these practices can perpetuate or challenge
inequalities within the organisation. This aligns with critical theory and its focus on
power and ideology.

4. Philosophy of technology and the digital age:

In an innovation-driven world, digital technologies play a crucial role in
communication. This topic invites philosophical reflection on ethical and social
implications of these technologies for corporate culture. It explores how technology
mediates human connection and shapes the experience of work in the digital age.
This connects to broader philosophical discussions about the nature of technology
and its impact on human existence. New technologies create new ways of
communicating and therefore new languages and new meanings. This is a very
philosophical area of study.
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5. Philosophy of language and meaning:

It moves beyond the traditional view of language as simply conveying
information to a view of language as action. Corporate culture is built through the
performative power of language. It acknowledges the importance of metaphor,
narrative and other forms of symbolic communication in shaping corporate culture.
This aligns with philosophical approaches that emphasise the role of language in
constructing meaning.

The problem of shared understanding: Language is never perfect, and the
potential for miscommunication is high. The idea that communication creates
culture therefore brings up the problem of how any shared culture can ever be
created.

The suggested approach moves beyond a purely managerial or organisational
perspective, and delves into fundamental philosophical questions about the nature of
reality, knowledge, ethics, technology and language.

This means that the focus is on the human being as the central subject of
study. It shifts away from purely organisational or economic perspectives to
consider the lived experiences and fundamental needs of individuals within the
corporate environment.

The philosophy of dialogue developed in the 20th century generally leads to
radical epistemological changes: its implementation in modern thought undermines
the foundations of fundamentalism, while keeping culture as identity in the
foreground.

Cultural mosaicism, a free combination of various thought standards and
modes of communicative activity in the postmodern era, does not mean the
disappearance of the distinctiveness of individual cultural forms. On the contrary,
under the influence of this trend, there is a sharp surge of interest in acquiring a
new version of self-identity. Although the phenomena of “world civilisation” and
“corporate culture” are emerging in the modern world as types of cultural
products, one cannot speak of “world culture” as a single, holistic concept. Instead
of this hypothetical phenomenon, the communicative dialogue of cultural forms
remains.

The authors consider that this stems from the very essence of culture, which
is inextricably linked to the creative activity of the subject, both external and
internal, aimed at spiritual and moral improvement. In a broad sense, nations remain
the subjects of the cultural and historical process. The idea of their merging into a
single subject - a global community - can only be discussed in a political context,
and even then with reservations. That is why it is concluded that modern corporate
culture emerges as a dialogue and interaction of cultural forms - as a situation of
multiculturalism, not their unification (according to mass culture templates). At the
same time, the possibility of the emergence of the phenomenon of the global human
community as a single subject of the cultural and historical process is not excluded
in the future.

Obviously, the multiculturalism of modernity carries a constructive, not
destructive, potential, which gives grounds for hope for a change in the value
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paradigm inherent in modern corporate society, which suffers from a well-known
mundanity of value orientations and features of anti-humanism.

Recognising the high humanistic potential of multiculturalism as one of the
most important features of the contemporary cultural situation, the authors
believe that it forms one of the foundations for an optimistic scenario of cultural
development as a whole, including the development of corporate culture as its
form.

Thus, a transformation of meaning formation occurs, a derealisation of the
human communicative space, which is transferred into the hyper reality of
simulation: the visible world and the imaginary world become indistinguishable.
The transformation of signs into simulacra, observed in the evolution of postmodern
corporate culture, affects the depths of human worldview, the system of value
orientation. This phenomenon is caused by the influence of the worldview settings
of the New Age, the core of which was rationalism, as well as philosophical views
of pragmatism, positivism, naturalism and hedonism. The dynamism of information
exchange processes, the dialogue of cultural traditions, the coexistence of cultural
forms that have formed into a single mosaic picture of the world contribute to the
emergence of multiculturalism.

Multiculturalism presupposes a dialogue of cultures, a free combination of
various intellectual standards and artistic style settings in the postmodern era, which
does not mean the disappearance of the uniqueness of individual cultures. This
means that multiculturalism carries a constructive potential. Theories of modernity
and postmodernity capture different aspects of a single cultural space and explain
the content of what is happening, its consequences for culture and its significance
for human existence.

The connection between corporate culture and multiculturalism lies in the
fact that these phenomena are the result of globalisation, technological and
information processes. Thanks to communicative forms, corporate culture easily
‘assimilates’ new cultural space and acts simultaneously as a means of
implementing multiculturalism and as a factor in its formation. Despite the
universality of its essential features, corporate culture does not lead to complete
cultural unification.

In the current innovation-driven world, there comes a consideration of a culture
of innovation and agility. Innovation and agility align with the existentialist emphasis
on individual freedom and responsibility. Employees are encouraged to make
choices, take risks and define their own paths within the organisation. The acceptance
of uncertainty and the willingness to embrace change reflect the existentialist view of
life as a constant process of becoming. A culture of innovation and agility empowers
individuals to reach their full potential, reflecting the humanist emphasis on human
growth and development. The emphasis on creativity, collaboration and learning
aligns with humanist values.

The content analysis of the above phenomenon makes it possible to highlight
the key features of a culture of innovation (Table 1).
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Table 1. Key features of a culture of innovation

Feature Description

Psychological safety e Employees feel safe to take risks, express ideas and challenge
the status quo without fear of judgment or reprisal
e Mistakes are seen as learning opportunities, not failures

Experimentation and e Organisations encourage experimentation and tolerate failure
risk-taking e There is a willingness to try new approaches, even if the
outcome is uncertain

o “Fail fast, learn faster” is a guiding principle

Curiosity and e Employees are encouraged to explore new ideas, learn new
continuous learning skills and stay up-to-date with industry trends
¢ Organisations invest in training and development opportunities
e A culture of intellectual curiosity is fostered
Collaboration and e Ideas are shared openly and collaboratively
knowledge sharing e Cross-functional teams are encouraged to work together
o Knowledge is treated as a collective asset
Customer-centricity e Innovation is driven by a deep understanding of customer

needs and desires

e Feedback is actively sought and incorporated into product and
service development

e Empathy for the customer is a core value

Empowerment and e Employees are given the autonomy to make decisions and take
autonomy ownership of their work

e There is a sense of trust and empowerment throughout the
organisation

Mentioning the trends it is important to note that Al is rapidly transforming
communication and, consequently, how corporate cultures are built and maintained.
AT’s influence on corporate culture communication is driven by machine learning
and, more specifically, deep learning. They are conceptual interrelated terms:
artificial intelligence as a technology and a way to simulate human thinking using
machines; machine learning as a direction of Al technology development for
creating flexible algorithms capable of learning and developing based on received
data; deep learning as a branch of machine learning based on artificial neural
networks (Kuklin et al., 2024). Machine learning (ML) and deep learning (DL) are
transforming corporate communication. ML analyses patterns, automates content,
predicts sentiment and personalises learning. DL, through natural language
processing (NLP), powers sophisticated chatbots and sentiment analysis, while also
analysing visual content, improving translation and enabling new media creation.
Essentially, ML provides data-driven insights, and DL enables nuanced, human-like
communication and content analysis, both contributing to more effective and
culturally aware corporate communication.

Al is fundamentally changing how corporate cultures are built through
communication. It enables personalised communication, automated knowledge
management and sentiment analysis within internal platforms. For leaders, Al
provides data-driven insights, communication coaching and even virtual presence.
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Al can reinforce cultural values, promote ethical communication and facilitate
cross-cultural understanding. In innovation, it aids idea management and
collaboration. However, ethical considerations like data privacy, bias and the impact
on human interaction are crucial.

Conclusions. In conclusion, this exploration has underscored the
transformative power of communication as the foundational architect of corporate
culture, particularly within the dynamic landscape of the innovation-driven world.
By shifting from a static to a dynamic understanding of culture, communication's
constitutive role, shaping organisational identity, values and even the very fabric of
reality as perceived within the corporate environment are recognised. By shifting
the focus to the human beings and their existential needs, corporate culture can
become a more ethical and meaningful space. This approach creates a strong ethical
foundation that protects human rights and dignity. It fosters meaningful connections
and promotes open and honest communication. This perspective is particularly
relevant in today's world, where there is a growing recognition of the importance of
work-life balance, employee well-being and ethical leadership.

Grounded in philosophical inquiry, this study highlights how
communication intertwines with ontology, epistemology, ethics, technology and
language revealing culture as a multi-layered, socially constructed phenomenon.
Through the lens of multiculturalism and the integration of Al, machine learning
and deep learning, the potential for fostering inclusive, innovative and agile
cultures that prioritise humanistic values and ethical considerations can be seen.
Ultimately, strategic communication, informed by philosophical insights and
technological advancements, emerges as the key to cultivating corporate
environments that not only adapt to change but actively drive positive evolution,
ensuring that the human element remains central in an increasingly digital and
interconnected world.

Research should explore Al's effect on engagement, ethics, innovation, trust
and corporate identity. Ultimately, Al offers powerful tools to shape corporate
culture, but responsible implementation is essential.
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KOMYHIKANIA AAK IHCTPYMEHT KOPIIOPATUBHOI KYJIbTYPU
B IHHOBALINMHOMY CBITI

V' cmammi Oocnidoceno egonoyito  poai  KOMYHIKayitl SIK OCHOBHO20
apximekmopa KOpnopamueHoi Kyibmypu 6 IHHOBAYIUHO KEepPOBAHOMY CBImi,
BUX00SYU 34 PAMKU MPAOUYITIHO20 NO2TA0Y HA KYAbMYPY K CAMUYH)Y CYMHICMb.
Ilocmynioemvcs, wo Kyremypa — ye OUHAMIYHA, SHYYKA KOHCMPYKYIA, AKa
NOCMIUHO  opMyembcss  ma  3MIHIOEMbCA — KOMYHiKayiero.  Jlocniooceno
KOMYHIKAMUGHULL NOBOPOM Yy KOPNOPAMUGHIU KYJIbMYpi, NIOKPeCcaonyu, K
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cmpameziuti KOMYHIKAYIUHI NPAKMUKY MONXCYMb CMEOPI6amu cepedosuiyd, wo
CHpUslOMs  KpeamueHocmi, cnienpayi ma emuyHomy 3pocmannio. Qansadaiouu
icHYIO4l  QOCNIONCEeHHsl, Cmamms BU3HAYAE KIIOY08I meMU, MAKi 5K 6Nnius
KOpNnopamueHol KyIbmypu ma GHYMPIWHb0I KOMYHIKAYil Ha 3A471Y4eHiCMb
CRIBPOOIMHUKIE  NOKOJNIHHA  MINEHIAN8, HANPYHCEHICMb  MIdC 38'a3Kamu 3
2poMadcbKicmio ma J0OCbKUMU pecypcamu  V  GPopmMy8anHi KOpHOpaAmuHoOi
KYIbmypu, a maKkodc 63AEMO38' 30K MIJC OpP2aAHI3AYiUHOI0 KYIbmypolo ma
innosayiamu. OCHOBHOINO Memol UYb020 OOCHIONCEHHA € BUBYEHHA mMA ONUC
KOHKpEmMHUX CHOCO0I8, AKUMU KOMYHIKayis ¢hopmye KopnopamueHy Kyibmypy 6
IHHOBAYIIHO KepoBaHOMY cepedosuuyi. Bono 30cepedorcene na sussnenni ma ananizi
KOMYHIKAMUBHUX NPAKMUK, Mooelel ma npoyecie, wo Cnpusioms QopmyeaHHO
kynomypu. OCHOBHI Memoou Ybo20o O0CNIONHCEHHS BKIIOYAIOMb AHAI3 MeoPemUYHUX
ooicepell, KOHmMeHm-ananiz ma @inocogpcokuti ananiz. OOIpYyHMOBYEMbCA, WO
KOMYHIKQYIsL € KIOYOBUM THCMPYMEHMOM Ol noOyoosu, niOmpumMKu ma
mpancopmayii - opeanizayitinoi  kKyiemypu. Jloeedeno, w0 KOpnopamuHa
Ky1bmypa — ye bazamouiapose, coyianbHo CKOHCmpYytiogane asuuje. Buznaueno ma
NPOAHANI308AHO  OCHOBHI  pucu  Kyabmypu  iHHogayiu. Y  00CniodceHHi
HA20JIOUWYEMBCS HA BANCIUBOCMI MYTbMUKYIbMYPANIZMY ma 0ianoey 6 Cy4acHill
KOPNOpamusHiu Kyiomypi, NIOKpecaondu, wo KyJIbmypHe DI3HOMAHIMMS CHPUsE
KpeamusHocmi ma iHHoOBayiam. Takodxc po3ensoaemocs iHmezpayis umyyHo2o
inmenekmy (Al), mawunnoco nasuannss (ML) ma enubokoeo nasuanns (DL) y
Gopmyeanns kopnopamugHoi Kyaremypu. Aneopummu ML oozeonsarome cucmemam
WMYYHO20 [HMeNeKmy HABYAMUCs HA OCHOB8I OaHUX, aHalizyeamu Mooei
KOMYHIKayil, aeémomamu3yeamu Kypy8aHHsA KOHMEHmY, NPO2HO3Y6amu HACMpoi
CnispoOimHUKi6 ma nepconanizysamu HaeuyanvHuti oocsio. DL uepez obpodxy
npupoonoi mosu (NLP) 3abesneuye pobomy ckraonux wam-oomis, nokpauiye ananis
HAcCmpois, aHani3ye GIi3yalbHULl KOHMEHM, NOKPAWYE Nepekiao i 00360J€
cmeoprosamu HOBi media. Y 00cniodceHHi pobumscsi BUCHOBOK, WO CMpameiuta
KOMYHIKayis, nioKpinjieHa @inocopcokumu iHcaumamu 1 MexXHON0SIYHUMU
OOCSCHEHHAMU, € KIloYeM 00 CMBOPEHH KOPHOPAMUBHO20 Cepedosulyd, sKe
aKmueHo pozeusacmucsi. [li0Kpecaoemovcs 8aNCIUBICMb 2YMAHICMUYHUX YIHHOCMEl
ma emudyHuUx MIpKy8aHv y ()opmy8anHi KOpNoOpamueHoi Kyabmypu, 3abe3neuyroyu,
wob M00CbKUll hakxmop 3anuulascs YeHmpaibHum y 6ce Oinvud yugposomy ma
83AEMONO0B'A3AHOMY C8ImMi. YV 00cniodNcenHi maKoic niOKpecIioeEmvbcs HeoOXiOHICmb
nOO0ANbUIO20 BUBUEHHS GNIUBY WIMYYHO20 IHMENeKmy Ha 3A1YVYeHICMb, emuKy,
IHHOBaYil, 006IpY Ma KOPNOPAMUEHy 10eHMUYHICMb, NIOKPECIIOYU BANCIUBICIND
8ION0BIOANLHO2O 6NPOBAOINCEHHS WMYUHO2O [HMENeKNm)

Knwuoei cnosa: KomyHikayis, My16muKyibmypaiizm, Kyiemypa IiHHO8ayill,

WMYYHU  IHMeneKkm, MAawuHHe HA8UAHHs, 21ubOKe HasuawHs, Ginocoghia
KOMYHIKayil
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