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Dear Readers,

 In 1918, more than a hundred years ago, Henry Wise Wood, the American inventor and pioneer of the 
modern periodical press, penned an interesting remark: “To consider the problems before us we must divide 
our epoch into three periods, that of war, that of transition, that of the new normal, which undoubtedly will 
supersede the old.” The key point of this famous quote is the term “the new normal”. It refers to the situation 
economy and society find themselves in after a crisis. This hitherto-unseen condition is always notably 
different from the situation preceding the crisis.
 The label “new normal” was first coined just after the First World War and later also used in relation to 
several events that affected our society and caused substantial changes. Currently, the term is increasingly 
associated with the ongoing coronavirus pandemic, indicating changes in human behaviour during or after 
the pandemic.
 Many theorists have tried to predict how the current situation will affect our lives and those of future 
generations. Some of them are inclined to believe that life will return to that which we used to know before 
the pandemic. Others say we will have to get used to the changes. The extent, to which these changes will be 
significant and long-term, will be only revealed over time. However, we can already see that the term “the new 
normal” has a specific meaning for us.
 A century ago, Henry Wise Wood posed two key questions related to returning to post-crisis life: How 
do we move from the war to “a new normal” with the least amount of effort in the shortest time possible? In this 
respect, should “the new normal” be shaped to differ from the old? Both questions make us think about how 
to respond to the inconveniences inflicted upon us by the pandemic situation, but they also make us wonder 
whether these changes should be perceived as opportunities or risks.
 The COVID-19 pandemic has posed a number of questions, which have almost immediately been 
reflected upon by science and in research. The true power of social media has been revealed but, sadly, the 
dangers associated with the fake news and conspiracy theories which can be spread through them have also 
been exposed. Many theories discussing media influence, customer behaviour, the effects of advertising or the 
social aspects of communication have been tested and verified. At the same time, we have a rare opportunity to 
observe new forms of human behaviour, media manipulation at its finest or deontological thinking.
 An in-depth analysis of these problems and familiarising ourselves with their causes or contexts can help 
us be better prepared to clarify many currently undiscovered issues. Science and research have proven to be key 
factors in the processes of coping with critical moments and dealing with difficult situations occurring during 
the pandemic. If we wish to talk about “the new normal” that will emerge after this health and socioeconomic 
crisis, I believe that scholarly discourse must be, and will be, a natural part of the discussion.
 It is rather satisfying to know that Communication Today has been an integral part of the international 
academic environment for more than a decade. In this current issue, the journal’s Editorial Team presents  
11 studies, which represent various scholarly approaches applied in the fields of media studies and marketing 
communication, reflecting on highly topical problems.
 I would like to wish all our readers and authors of the above-mentioned studies much strength, 
determination and inspiration to continue in their creative and irreplaceable scholarly ventures, both today 
and in the future.

Peter Krajčovič
Member of Communication Today’s Editorial Team  


