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The development of digital technology and 

globalization has revolutionized the way 

organizations communicate, lead, and maintain 

their performance. Business communication is no 

longer simply a process of exchanging 

information, but rather a strategic instrument 

that shapes leadership effectiveness, customer 

trust, and organizational sustainability. This 

article synthesizes multidisciplinary literature 

from ten international sources to conceptualize 

an integrative framework for business 

communication effectiveness that links digital 

leadership, customer communication, and 

sustainability practices. The proposed conceptual 

model asserts that business communication 

effectiveness lies at the intersection of 

technological competence, intercultural 

sensitivity, and ethical responsibility. This study 

provides important implications for business 

leaders and researchers in building adaptive and 

sustainable communication systems. 

 
 
 
 
 
 
  
  

https://doi.org/10.55927/eajmr.v4i11.462
https://mtiformosapublisher.org/index.php/eajmr
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Jerry S, Heddy 

5388 
 

INTRODUCTION  
Communication is the lifeblood of all organizational activities. However, 

the emergence of digital technology and the dynamics of globalization have 
fundamentally changed the nature of business communication. Today, 
communication is no longer simply a process of conveying messages, but rather 
a managerial strategy that determines the success of collaboration, public trust, 
and organizational resilience.  

Beyond serving as a coordination tool, communication also serves as a 
strategic bridge connecting leadership vision with operational actions on the 
ground. In the modern context, effective communication can strengthen an 
organization's reputation and expand collaborative networks across sectors and 
countries. Therefore, any organization seeking to survive in global competition 
must make communication central to innovation and adaptive governance. 
According to Szkudlarek et al. (2020), the field of international business 
communication has shifted from a cross - cultural focus to intercultural 
communication , which emphasizes the process of interaction and negotiation of 
meaning among individuals from different cultural backgrounds. This new 
approach demands the integration of digital literacy and cultural sensitivity in 
global organizational communication practices. 

This means that understanding cultural and digital contexts is now a key 
skill for leaders and employees worldwide. Communication no longer relies 
solely on the ability to speak a universal language; it also requires empathy, 
ethics, and the ability to read cross-cultural social symbols. In other words, the 
effectiveness of global business communication is now determined by the ability 
to build shared understanding amidst differences. 

At the same time, the digital era has given birth to a new form of 
leadership: e-leadership . Darics (2017) explains that digital leadership requires 
leaders to utilize linguistic and semiotic cues such as emojis, pauses, and informal 
writing styles to maintain immediacy and clarity of communication in a virtual 
work environment. In addition to technological skills, digital leaders must also 
possess emotional intelligence to manage the dynamics of remote teams. Warm 
and authentic communication through digital media can replace the face-to-face 
interactions lost due to changing work patterns. Thus, digital leadership is an 
important foundation for building trust and collaboration in a virtual workspace 
without geographical boundaries. 

On the other hand, research in Indonesia (Kurniawan et al., 2025) shows 
that customer trust in public institutions such as PDAMs is highly dependent on 
information transparency and consistent communication. Meanwhile, 
Kalogiannidis et al. (2023) emphasize that effective internal and external 
communication plays a crucial role in maintaining organizational sustainability 
during economic crises. 

These findings demonstrate that communication is not simply a means of 
conveying information, but also a managerial tool for building legitimacy and 
public accountability. In both public and private institutions, open 
communication creates a sense of security and increases customer loyalty. 
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Therefore, organizations need to develop communication strategies that are 
adaptive, transparent, and oriented toward sustainable service. 

Based on these findings, this article presents an integrative conceptual 
framework that connects digital leadership, customer trust, and sustainable 
communication as three key pillars of effective business communication in the 
global and digital era. These three aspects complement each other and create a 
communication system that is not only efficient but also humane and ethical. This 
integration is crucial because the success of modern organizations is measured 
not only by financial achievements but also by the ability to build sustainable 
social relationships. Therefore, this conceptual model is expected to serve as a 
theoretical and practical reference in designing competitive and future-oriented 
business communication strategies. 
 
THEORETICAL REVIEW 
Business Communication and Organizational Performance 

Effective communication has been shown to improve coordination, 
motivation, and productivity within organizations. Research by Yanney (2025) 
and Kalogiannidis (2020) shows that upward, downward, and horizontal 
communication significantly impact employee performance and organizational 
effectiveness. A clear flow of information allows every part of the organization 
to understand the same vision and goals, thereby reducing errors and improving 
morale. 

Furthermore, communication serves as a link between management 
strategy and human relations within an organization. Without effective 
communication, organizational performance declines due to miscommunication, 
low motivation, and poor coordination between departments. 
 
Digital Transformation and Virtual Leadership 

The digital era has brought a new paradigm to leadership. Darics (2017) 
introduced the concept of e-leadership , a form of leadership implemented through 
digital media. In this context, leaders not only act as task directors but also as 
facilitators of emotional connections in virtual spaces. 

Research by Shahriar & Habibul (2024) shows that the use of digital tools 
such as instant messaging , online collaborative tools, and project management 
applications improves communication efficiency and job satisfaction, although 
they can potentially lead to communication overload if not managed properly. 
Therefore, effective digital leadership must balance technological efficiency with 
empathy and interpersonal communication skills. 
 
Customer Trust and Public Communication 

Customer trust is a crucial foundation for an organization's external 
communications. A study by Kurniawan et al. (2025) found that a lack of 
transparency and public education led to low customer trust in the quality of 
PDAM water in Bandar Lampung. Transparent, community-based 
communication strategies utilizing social media have proven effective in 
restoring public trust. 
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Furthermore, research by Nurjannah et al. (2023) in the MSME sector 
shows that product knowledge and salesperson communication accuracy 
directly impact customer satisfaction. Therefore, business communication is not 
only a promotional tool but also an instrument for building credibility and long-
term relationships with consumers. 
 
Communication and Organizational Sustainability 

Continuous communication emphasizes an organization's ability to 
remain adaptive and resilient in the face of uncertain business changes. In the 
context of globalization and digitalization, companies are required to 
communicate quickly, openly, and consistently with all stakeholders. 
Kalogiannidis et al. (2023) emphasized that internal, horizontal, and external 
communication play a crucial role in building trust and maintaining 
organizational stability during periods of crisis. Internal communication helps 
maintain employee morale and morale, horizontal communication strengthens 
coordination between work units, while external communication ensures the 
organization's image and credibility are maintained in the public eye. For 
example, during the COVID-19 pandemic, many multinational companies such 
as Unilever and Gojek have successfully maintained their performance through 
open and scheduled communication that fosters trust both internally and 
externally. 

Within the framework of stakeholder theory , sustainability communication 
functions not only as a one-way information delivery process but also as a form 
of ethical dialogue between the organization, employees, customers, investors, and 
the community. This theory emphasizes that companies have a social 
responsibility that goes beyond mere profit-oriented orientation, namely to build 
harmonious relationships with all parties affected by their activities (Freeman, 
1984). Therefore, the success of sustainability communication depends on the 
extent to which the organization is able to foster mutual trust, openness, and 
commitment to human values. For example, companies like Danone and 
Pertamina have integrated the principle of open communication in their annual 
sustainability reports, which include community engagement and transparency 
regarding environmental impacts. In this way, communication becomes a means 
to strengthen the organization's social legitimacy. 

Transparency and active involvement of all stakeholders are key elements 
in creating an effective sustainability strategy. Organizations that practice 
continuous two-way communication not only strengthen accountability but also 
create opportunities for cross-sector collaboration. When communities and 
customers are given the opportunity to provide input, organizational decisions 
become more inclusive and contextual. Furthermore, active stakeholder 
engagement also fosters social innovation, where solutions to business 
challenges are developed collaboratively. For example, PLN's Sustainability 
Dialogue Forum initiative opens a direct line of communication between 
management and communities in designing a green energy strategy in Indonesia. 
Thus, sustainable communication is not merely a corporate strategy but a 
manifestation of ethical, participatory, and long-term governance. 
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Intercultural Communication in Global Business 

intercultural communication perspective in global organizations operating 
amidst cultural and value diversity. Intercultural communication involves more 
than just language differences, but also encompasses ways of thinking, value 
systems, and social norms that shape individual behavior in international work 
contexts. Furthermore, nonverbal aspects such as personal distance ( proxemics ), 
eye contact, vocal intonation, and body movements ( kinesics ) have symbolic 
meanings that can differ across cultures (Hall, 1976; Gudykunst & Kim, 2017). 

In a digital context, cross-cultural communication challenges become 
increasingly complex because interactions often occur through online platforms 
such as Zoom, Slack, or Microsoft Teams, significantly removing the physical 
context (Tenzer, Terjesen, & Harzing, 2017). Differences in interpretation of 
language style, emojis, or word choice in online communication can lead to 
misunderstandings between team members from different cultures (Hinds, Liu, 

& Lyon, 2011). For example, the use of the emoji “ 👍 ”—considered a sign of 
support in Western cultures—can be interpreted as sarcastic in Middle Eastern 
cultures. Therefore, understanding digital cultural symbolism is crucial for 
building effective communication in multinational organizations (Neeley, 2021). 
Global leaders need cultural sensitivity and cross-cultural communication skills 
to avoid stereotypes and strengthen synergy in multinational teams (Ting-
Toomey, 2015). These skills include understanding employees' social 
backgrounds, appreciating differences in communication styles, and creating an 
inclusive dialogue space for all team members. Leaders with cultural intelligence 
have been shown to be more effective in building cross-border collaboration and 
mediating value differences that arise in global teams (Earley & Ang, 2003; 
Rockstuhl et al., 2011).  

For example, multinational companies such as Unilever, IBM, and Toyota 
have implemented cross-cultural communication and cultural agility training to 
increase cross-cultural awareness among their managers and staff (Hurn & 
Tomalin, 2013). This training teaches the differences between direct and indirect 
communication styles, as well as how to read the social context in cross-cultural 
professional interactions. With this approach, organizations not only avoid cross-
cultural misunderstandings but also build collaborative and innovative work 
cultures globally. 
 
METHODOLOGY   

This study uses a Systematic Integrative Literature Review (SILR) 
approach by analyzing ten scientific articles published between 2017 and 2025. 
This approach was chosen because it allows researchers to combine conceptual 
and empirical findings from various disciplines in a systematic and structured 
manner. SILR is considered appropriate for understanding complex business 
communication phenomena, especially amidst rapid changes due to 
digitalization and globalization. 

The research sources come from reputable international journals such as 
the Journal of World Business , International Journal of Business Communication , 
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Interaction Communication Studies Journal , IJARBM , EJBMR , AJARR , and BIRCI 
Journal . The selection of these journals was done purposively by considering 
academic credibility and the relevance of the topic to the research focus. Each 
article was reviewed to identify variables, methods, and research contexts that 
contribute to the understanding of business communication effectiveness. 

The analysis method used the thematic synthesis technique to group 
various findings into three main themes, namely: (1) digital leadership and 
communication transformation; (2) customer communication and public trust; 
and (3) sustainable communication and organizational resilience. This approach 
allows researchers to find patterns, similarities, and differences between 
previous research results, thus producing a complete and complementary 
conceptual framework. For example, findings from the e-leadership study by 
Darics (2017) are linked to the PDAM study by Kurniawan et al. (2025) to 
understand how digital leadership and public communication interact in 
building trust. Meanwhile, literature discussing organizational sustainability by 
Kalogiannidis et al. (2023) is used to strengthen the social and ethical dimensions 
of business communication. The results of the synthesis of all these studies are 
then used to build an integrative conceptual model of global business 
communication effectiveness that can be applied in both academic and practical 
contexts. 

 
RESULTS AND DISCUSSION 
Digital Leadership and Communication Efficiency 

Digital transformation accelerates communication flows, but also 
demands adaptations in leadership behavior. Digital leaders need to maintain a 
balance between efficiency and empathy. Darics (2017) found that leaders who 
use humor, emoticons, and a relaxed communication style are more likely to 
build team rapport in virtual spaces. For example, many global companies like 
Google and Microsoft have adopted a more flexible digital communication style 
through platforms like Slack and Microsoft Teams. Project leaders often use short 
messages accompanied by emojis to show appreciation for team members' 

performance, such as 👍 or 🎉 as informal symbols of recognition that boost 
motivation. This approach has proven effective in creating a friendly work 
environment and reducing the emotional distance between leaders and 
subordinates in cross-border teams. 

Shahriar & Habibul (2024) added that digital collaboration increases 
productivity, but excessive use can lead to communication fatigue. For example, 
technology start-ups that rely on online communication often face burnout due to 
excessive virtual meetings. Therefore, effective digital leadership must combine 
technology management with emotional skills such as active listening, providing 
communication breaks, and recognizing signs of digital fatigue among team 
members. 
 
Communication Strategy in Building Customer Trust 

A study by PDAMs (Regional Water Company) shows that public 
perception of public services is significantly influenced by communication 
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strategies. Data transparency, rapid response to complaints, and public 
education can improve image and customer trust (Kurniawan et al., 2025). In the 
context of a public service institution like PDAM Bandar Lampung, effective 
communication serves not only to convey information but also as an instrument 
for building social legitimacy in the eyes of the public. 

For example, PDAM (Regional Water Company) has begun utilizing 
official social media platforms to directly address customer complaints and 
display daily water quality reports. These efforts create a positive perception that 
the company operates with principles of transparency and public accountability. 
This two-way communication practice has been shown to reduce the number of 
complaints and increase customer satisfaction with the service provided. 

Research on MSMEs by Nurjannah et al. (2023) also supports these 
findings: accurate and knowledgeable communication increases customer 
satisfaction and loyalty. In small and medium-sized businesses, the ability of 
business owners to explain product details, benefits, and competitive advantages 
is a determining factor in marketing success. Customers feel valued when the 
information provided is relevant, clear, and tailored to their needs.  
For example, culinary entrepreneurs in Palopo involved in the study successfully 
increased sales after training employees to explain product ingredients and 
hygiene standards to customers. Knowledge-based communication skills create 
a stronger emotional connection between sellers and buyers. Thus, honesty and 
transparency of information are key foundations for building consumer trust and 
sustainably expanding the market. 
 
Communication for Organizational Sustainability and Resilience 

Continuous communication acts as a stabilizing mechanism for 
organizations during times of crisis. In uncertain situations, communication is a 
crucial tool for maintaining direction, focus, and morale among organizational 
members. Kalogiannidis et al. (2023) demonstrated that two-way communication 
between leaders and employees helps maintain morale and strengthens mutual 
trust amidst economic and social pressures.  

For example, when the COVID-19 pandemic struck, many Indonesian 
companies, such as PT Telkom and Bank Mandiri, implemented daily online 
internal communication patterns to ensure employees received clear direction. 
Through virtual town hall meetings and video messages from leaders, the 
organizations successfully reduced employee anxiety about the future of their 
jobs. This practice demonstrates that open and regular communication can serve 
as a buffer against psychological turmoil and strengthen organizational 
solidarity. 

Consistent external communication also plays a crucial role in 
maintaining investor and customer trust during times of uncertainty. When 
companies actively provide transparent information about their adaptation 
strategies, the public tends to perceive them as resilient and trustworthy. 
Conversely, minimal external communication often gives rise to negative 
speculation that can potentially undermine a company's reputation.  
Effective sustainability communication encompasses three key aspects: 



Jerry S, Heddy 

5394 
 

transparency, participation, and continuity. Transparency builds trust, 
participation fosters a sense of ownership among stakeholders, while continuity 
ensures the organization's message remains consistent over the long term. 
Examples include Unilever and PLN, which regularly report the progress of their 
sustainability strategies to the public, both through digital media and annual 
reports. This approach not only maintains credibility but also strengthens the 
company's image as a socially responsible and long-term-oriented organization. 
 
Integrative Model of Business Communication Effectiveness 

The results of the literature synthesis produced the Integrative Model of 
Business Communication Effectiveness (IBCE), which combines various 
theoretical and empirical findings from previous research. This model consists of 
three main dimensions that are the pillars of communication effectiveness in 
modern organizations: Digital Leadership , Transparent and Accurate Communication 
, and Sustainable Communication . These three dimensions are interconnected in 
creating a communication system that is not only efficient but also adaptive to 
changes in the global business environment.  
The first dimension, Digital Leadership , emphasizes the leader's ability to utilize 
communication technology to enhance collaboration and team engagement. 
Digital leaders must be able to balance the use of online communication tools 
with empathy and emotional sensitivity. For example, implementing an 
interactive communication style through platforms such as Microsoft Teams or 
Slack can accelerate project coordination while maintaining intimacy among 
team members across regions. 

The second dimension, Transparent and Accurate Communication , plays 
a crucial role in building customer trust and loyalty. In an era of open 
information, customers assess not only product quality but also how 
organizations communicate and respond to public concerns. Clarity of 
messaging, honesty in conveying information, and prompt responses to 
complaints are key factors in strengthening long-term relationships between 
organizations and consumers. 

For example, Kurniawan et al.'s (2025) research on PDAM (Water 
Company) showed that a communication strategy based on public transparency 
can improve the institution's image and restore public trust in clean water 
services. Meanwhile, Nurjannah et al. (2023) found that MSME salespeople who 
are able to explain products clearly and knowledgeablely create customer 
satisfaction and loyalty. Thus, accurate communication serves as both a 
reputation mechanism and a competitive differentiation strategy. 

The third dimension, Continuous Communication , serves to strengthen 
organizational resilience and sustainability. Consistent and participatory 
communication helps organizations navigate change, crises, and global 
uncertainty. Kalogiannidis et al. (2023) showed that open internal 
communication increases employee trust, while continuous external 
communication maintains stable relationships with stakeholders. 

These three dimensions of the MIEKB are based on two universal 
foundations: intercultural sensitivity and ethical responsibility . Intercultural 



East Asian Journal of Multidisciplinary Research (EAJMR)  

Vol. 4,  No. 11, 2025: 5387 - 5396                                                                                

                                                                                           

  5395 
 

sensitivity ensures that communication across nations and social values can take 
place without distorting meaning, while ethical responsibility ensures that 
business communications are conducted honestly, humanely, and socially 
oriented. Thus, the MIEKB serves not only as an academic conceptual framework 
but also as a practical guideline for organizations seeking to build inclusive, 
transparent, and sustainable communication in the digital global era. 
 
CONCLUSIONS AND RECOMMENDATIONS 

Business communication in the digital age demands the integration of 
technology, empathy, and ethics. Digital leaders need to develop a responsive, 
participatory, and values-based communication style. Customer trust can be built 
through accurate, open, and educational communication. 

Meanwhile, organizational sustainability relies heavily on communication 
that transparently connects all stakeholders. This article concludes that the 
effectiveness of modern business communications is determined by the synergy 
between digital leadership, customer trust, and continuous communication . 

 
FURTHER STUDY 
 Further research is recommended to test this model empirically through 
the Structural Equation Modeling (SEM) or Partial Least Squares (PLS) approach in 
cross-industry and cross-cultural contexts. 

 
ACKNOWLEDGMENT 

The author gratefully acknowledges the support, guidance, and 
encouragement from all individuals and organizations who contributed to the 
successful completion of this research. 
 
REFERENCES 
Darics, E. (2017). E-Leadership or How to Be Boss in Instant Messaging. International 

Journal of Business Communication. 
Earley, P. C., & Ang, S. (2003). Cultural Intelligence: Individual Interactions Across 

Cultures. Stanford University Press. 
Gudykunst, W.B., & Kim, Y.Y. (2017). Communicating with Strangers: An Approach 

to Intercultural Communication (5th ed.). Routledge. 
Hall, E. T. (1976). Beyond Culture. Anchor Books. 
Hinds, P., Liu, L., & Lyon, J. (2011). Putting the global in global work: An 

intercultural lens on the practice of cross-national collaboration. Academy of 
Management Annals, 5 (1), 135–188. 

Hurn, B., & Tomalin, B. (2013). Cross-Cultural Communication: Theory and Practice. 
Palgrave Macmillan. 

Intan, M., Muttalib, KA, & Samad, IA (2021). The Use of English Conversation 
Journal to Improve Speaking Performance in Business English Communication. 
English Education Journal (EEJ). 

Kalogiannidis, S., Syndoukas, D., Papaevangelou, O., & Chatzitheodoridis, F. 
(2023). Relationship Between Business Communication and Business 
Sustainability. International Journal of Professional Business Review. 



Jerry S, Heddy 

5396 
 

Kurniawan, DN, Waskito, B., & Verawati, N. (2025). Business Communication 
Strategy in Improving Customer Confidence. Interaction Journal. 

Neeley, T. (2021). Remote Work Revolution: Succeeding from Anywhere. Harvard 
Business Review Press. 

Nurjannah, N., Nurimansjah, RA, Yunus, MH, & Erwina, E. (2023). The Knowledge 
and Accuracy Roles in Explaining Business Communication on Customer 
Satisfaction within SMEs. Asian Journal of Advanced Research and Reports 
(AJARR). 

Nurmatriani, E. (2023). Impact of Digitalization and Pricing on Customer Loyalty. 
BIRCI Journal. 

Rockstuhl, T., Seiler, S., Ang, S., Van Dyne, L., & Annen, H. (2011). Beyond 
general intelligence (IQ) and emotional intelligence (EQ): The role of 
cultural intelligence (CQ) on cross-border leadership effectiveness in a 
globalized world. Journal of Social Issues, 67 (4), 825–840. 

Shahriar, H., & Habibul, B.M. (2024). Exploring the Impact of Digital Tools on 
Business Communication. International Journal of Applied Research in Business 
and Management (IJARBM). 

Szkudlarek, B., Osland, J. S., Nardon, L., & Zander, L. (2020). Communication and 
Culture in International Business: Moving the Field Forward. Journal of World 
Business, 55 (6), 101126. 

Tenzer, H., Terjesen, S., & Harzing, A. W. (2017). Language in international 
business: A review and agenda for future research. Management 
International Review, 57 (6), 815–854. 

Ting-Toomey, S. (2015). Understanding Intercultural Communication (2nd ed.). 
Oxford University Press. 

Yanney, J. P. (2025). Effective Business Communication: A Strategic Tool for 
Organizational Success. Journal of Business Communication. 

 


