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Abstract 

The business world has been revolutionized by the digital age. It has left the traditional 

methods of communication – like memos and face-to-face meetings – in favour of digital 

platforms that make it possible for people to connect through instant messaging or video 

conferencing. This shift is an indication of a monumental change that is taking place among 

organizations in how they carry out their operations, collaborate among themselves and even 

deal with stakeholders – all made possible because technology has found its way into every 

corner of economy, facilitating a quick, efficient, and increasingly complex communication. 

To attain supplementary knowledge concerning the perspective of research over the 

consequences that digital communications exert on organisations, an in-depth analysis of 

specialty literature was conducted. By employing this approach, we can better trace the 

advancements obtained by various researchers when stablishing these suppositions, on one 

hand, while on the other hand we can better understand the procedures in this field, that 

highlight the areas that require further study. The research shows that the emergence of 

digital platforms calls for more robust approaches in cybersecurity and ushers a need for 

organizations to develop a strong capacity of digital literacy among their employees.  

The work enriches the scientific world by combining a large amount of bibliometric data, 

through which it visualizes the changes in various historical periods and predicts future 

trends. It emphasizes that business needs to continuously adapt to changes if they are to 

survive competition in a market where most aspects are dominated by digital technology – 

this paper acts as both scholarly work and practical guide for professionals seeking insight 

into digital business communication landscapes that help them navigate through ease. 
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1. Introduction 

Communication represents a vital component for achieving success in any 

business and professional setting and it has always been an essential part of  

human interaction. In the last decades, the development of technology and the 

expansion of artificial intelligence have extensively changed the way people  

and companies interact and communicate with each other, progressively facilitating 

the way through which the exchange of ideas is carried out and new connections  

are formed, inaugurating, at the same time, an era of transparency and speed  

(Defleur and Ball-Rokeach, 1982). 

Although the entire technological advance was born thirty-three years ago, the 

tools we use today in business communication are dramatically contrasting from 

those of the 2000s. Back then, the activities, policies and organization of a company 

were still distributed on paper. Now, however, outdated communication techniques 

have gone through a strategic change, being replaced, and updated, by modern 

solutions based on cloud computing which are able to cope with the fast pace and 

extremely interconnected society, this being due to the rapid progress of digital 

platforms. Understanding the concept of digital communication and knowing its 

strategic impact is thus a necessity for decision-makers responsible for the success 

of a business (Roggeveen and Sethuraman, 2020). 

The modern business landscape, stemmed from the power of developed 

technologies and the efficiency of AI, reflects the growing evolution of 

administrative tasks, embracing an appreciably more structured work, that chooses 

automation as a vital pillar in business communication, offering a better connection 

between companies, customers and organization, while also increasing the 

involvement of interested parties. The development of business communication in 

the digital age will solidify, through intelligent and personalized interactions, the 

perception that each interested party is valued and understood. Virtual reality (VR), 

augmented reality (AR), Blockchain technology, they will increase the adaptability 

of companies by stimulating transparency but also security, reaching a wider 

audience and promoting more meaningful connections for increased competitive 

advantages. This will affect the economy by: revolutionizing the job application 

process, lowering prices, increasing productivity and restructuring industries 

(Brynjolfsson and Mitchell, 2017). 

Accordingly, besides an easier collaboration between employees and an increased 

flexibility of work, the digital age brings a series of other advantages in the business 

environment such as: increased speed and expanded capacity in terms of access to 

information and services, effortlessly access to the public from all over the world, 

extensive marketing, automation of tasks, and implicitly of businesses, reduced 

infrastructure costs for companies, all these things being possible through the 

development of concepts such as cloud computing, electronic commerce, or VoIP.  

Managing communication in business is crucial for the smooth and successful 

coordination of the company. Therefore, the implementation of the latest 

technologies in business communication is mandatory (Schramm, 1954). 



Proceedings of the 7th International Conference on Economics and Social Sciences (2024), ISSN 2704-6524, pp. 836-848 

838 

In this context, the main purpose of our research is to exhaustively analyse how 

business communication affects the work environment, in order to acknowledge  

how we can manage the business activity as correctly, safely and efficiently as 

possible, how we can provide an extensive and easily accessible digital literacy 

framework among the employees, as well as what risks, but also opportunities,  

are expected to proliferate in the future through this openness and transparency of 

digital practices. 

However, the objectives of the research are to analyse the changes brought by 

digital communication in traditional methods, to assess the impact of digital 

communication on organisational efficiency and employee collaboration, to identify 

which countries are the most developed in this regard, and to examine the role of 

digital literacy in the effective implementation of digital communication strategies. 

Through a comparative analysis, we are seeking to illustrate how digitisation is 

currently shaping the labour market, together with economic development and 

sustainability, and to find a balance between the judicious use of these technologies 

and the avoidance of information overload. 

2. Problem Statement 

The evolution of business communication in the digital age plays a leading  

role in the modernisation process of all economies, offering new perspectives 

regarding the planning and implementation of public policies, where the speed of 

information dissemination is more important than ever. The increasingly digitised 

communication already represents a faithful barometer of social, economic, and 

demographic changes that underpin strategic decisions in fields such as politics, 

health, education, economy, or infrastructure. When integrating the most recent 

technologies, countries from all around the globe bring their efforts to national 

calibration and the inclusion in continental systems, while allowing their adequate 

depiction within the state block. 

According to Brown (1973), “communication is the transmission and interchange 

of facts, ideas, feelings or course of action”, while Allen (1958) considers that 

“communication is the sum of all the things a person does, when he wants to create 

understanding in the mind of another. It is a bridge of meaning, involving systematic 

process of telling, listening, and understanding”. Which is tremendously correct. 

Communication is the basis of all our social and economic activity; it stimulates the 

company's development processes, and it helps us create strong and productive 

relationships. In “Theories of Mass Communication”, De Fleur & Ball-Rokeach 

(1982) analysed the main stages of the development of human communication, 

considering that "each of them had profound consequences for both individual 

collective social life". 

When it comes to business communication, Barnard (1958) believes that "in the 

exhaustive theory of organisation, communication would occupy a central place 

because the structure, extensiveness and scope of organizations are almost entirely 

determined by communication techniques". Business communication can be 

characterised by the predominant pragmatic character, its concern for efficiency, 
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being the very essence of the social system and affecting change throughout the 

organization (Santhosh, 2018). 

However, consumer behaviour is constantly developing and changing according 

to new innovations, interactions, and shifts in the market environment (Zhang et al., 

2020), which is why communication has thoroughly developed with the entry of new 

technologies into the international landscape. 

New innovations have unfolded new perspectives for understanding and 

anticipating economic-social trends, facilitating a quick and informed reaction of 

governments regarding societal changes. The new communication channels have 

optimised internal processes and they have increased the degree of transparency  

and accessibility of data for the general public, facilitating the process of adopting 

international reporting standards, thus contributing to increasing the reputation of 

countries as proactive and responsible member states within the international 

community, proving enormously beneficial for retailers, manufacturers, and service 

firms (Dekimpe, 2020). 

Communication in the digital age stimulates the dissemination of innovative 

research and facilitates the exchange of knowledge between researchers at a global 

level, playing an essential role in understanding the complexities of a modern society 

with its economical dynamics (Prasad, 2023). Through rigorous analysis and 

interpretation of data, communication in business contributes to the foundation and 

evaluation of the effectiveness of a business activity. In the context of globalisation 

and rapid change, the ability to respond promptly and accurately is crucial (Archen 

& Yuan, 2000). New methods of communication, with the help of the new digital 

technologies, help us navigate effectively through the challenges and opportunities 

of the 21st century, facilitating strategic planning while adapting to people's needs. 

Currently, in the context of the advance of artificial intelligence, new methods of 

communication are vital to evaluate the readiness and compatibility of enterprises 

increasing profit and expanding the enterprise (Grewal et al., 2022). Through its 

constructive and dynamic nature, business communication represents an essential 

criterion for the qualitative measurement of economic and social evolution, and its 

role in any modern state transcends the simple collection of data, becoming a crucial 

tool for interconnection, efficiency, and development. 

Therefore, by continually improving methods and by adopting the latest 

standards, business communication in the digital age facilitates an informed  

dialogue between interested parties, stimulating the success of the business.  

At the same time, by embracing correct and ethical principles, the strengthening of 

inter-institutional ties is supported, contributing to a robust statistical system, 

organised on solid principles that ensure quality and promptness in responding to 

society's informational needs. This process of continuous evolution reflects the 

commitment of economic operators for excellence and precision in business, and in 

the context of globalisation and the emergence of the information society, new 

methods of communication become essential for identifying and addressing major 

phenomena, such as sustainable development and the millennium goals, by 

approaching real-time updates and exchanges (Roggeveen & Sethuraman, 2020). 
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As we look to the future, it is clear that continued investment in technology will 

play a critical role in shaping the evolution of business communication strategies. 

Becoming accustomed to these modifications will constitute a key point for the 

organisations that wish to meet success in the long run within a persistently linked 

environment. In light of this matter, we wish to draw attention, in the most 

comprehensive way, to the advantages and the threats imposed by digital 

communication, to foster the inclusion of these points on the greatest scale.     

A current gap exists regarding the understanding of the particular processes 

permitting digital communication to change standardized communication means in 

business, to influence teamwork and efficiency in an organization, and the influence 

posed by digital literacy in this process, despite the notable literature which 

approaches the progress of business communication in the digital era. 

A noteworthy element that is missing from literature is the integrated assessment 

of the advantages and the drawbacks digital communication in the business context 

and the effects it can trigger on strategic planning and policy application in a 

worldwide interlinked realm. 

3. Aims of the Research 

The objective of this research is to close the knowledge gap through an inclusive 

bibliometric analysis of the manner in which business communication evolved in the 

digital era. More exactly, the paper studies how traditional business communication 

means were altered by digital communication, pinpoints the primary advantages and 

drawbacks posed by digital communication in business settings, and ultimately 

determine the influence it has on organisational efficiency and the cooperation 

between employees. The research also focuses on the part played by digital literacy 

in the application of digital communication strategies, thus displaying an integrative 

image of the advantages and disadvantages that characterise digital communication 

in the current business environment. 

The goal of the research is the familiarisation with the changing influence  

of digital communication on business procedures. The aim is to analyse how  

the emergence of digital platforms shaped the communication strategies of 

organisations, which affected the efficiency of their operations, the involvement of 

interest groups and the general competitiveness of the market. The research focusses 

on identifying both the benefits and challenges of digital communication, thus 

providing a comprehensive understanding of its effects on today's business 

environments (Archer et. al., 2000). 

To achieve the main objectives of the research, the following key questions will 

be investigated: How has digital communication changed traditional methods  

of business communication? What are the main advantages and disadvantages of  

digital communication in business environments? How does digital communication 

affect organisational effectiveness and employee collaboration? Which are the major 

players in the evolution of digital transformation and business communication?  

What role does digital literacy play in the effective implementation of digital 

communication strategies? 
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The purpose of these questions is to identify specific ways in which digital tools 

and platforms have replaced or enhanced traditional forms of communication such 

as notes, face-to-face meetings, and phone calls, to evaluate the benefits, such as 

increased speed, flexibility, and accessibility, and the challenges, such as cyber 

security threats, digital literacy gaps, and information overload, while exploring the 

role of digital communication in streamlining workflows, improving productivity, 

and improving collaboration between employees. 

Therefore, the main objective of this study is to provide a detailed analysis  

of the development of business communication in the digital age and to highlight  

the most important trends, advantages, and challenges, examining the importance  

of digital literacy among employees and how it affects the successful adoption and 

use of digital communication tools. The specific objectives consist in highlighting 

how countries manage to embrace digitisation in a way that gives them great 

competitive advantages, the most important milestones in the transition from 

traditional methods to digital methods are identified, the current state of digital 

communication in businesses, focussing on exploring the role of digital 

communication in improving organisational effectiveness, employee collaboration, 

and stakeholder engagement for providing recommendations for companies to 

address the challenges of digital communication and leverage its benefits to achieve 

a sustainable competitive advantage. 

4. Research Methods 

This study will use bibliometric analysis to find the most productive authors, 

source titles, documents, and organisations regarding the digital transformation and 

business communication. We used a total of 2035 scientific publications collected 

from the Web of Science database that were published between 2015 and 2024 for 

our analysis using the VOS viewer software. Content analysis was employed as a 

method for bibliometric analysis through the VOS viewer software which helped in 

achieving research goals; bibliometric analysis being a quantitative approach that 

evaluates article similarity within a bibliographic database which has been widely 

used over recent years (Almajali et al., 2022). 

In the field of digital transformation and business communication, a sum of 2035 

articles were examined through an integration of analytical evaluation and 

bibliometric technique. This helped us identify the most relevant papers, documents, 

and authors in the studied area. To make the visual representation possible, the 

software employed was VOS viewer, which can highlight bibliometric networks. 

Integrating in eth software several wordings obtained from journals, a detailed image 

of facts regarding the digital revolution in the marketing field were obtained. In the 

first place, the software classifies data by co-citation and co-authoring relationships, 

groups them based on bibliographic linkages. Additionally, it provides map support 

to make sure the most relevant elements are appropriately addressed. 
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5. Findings  

As an innovative process, digitisation operated considerable modifications to the 

contemporary society. It provided a positive flow to day-to-day activities, reshaped 

work processes, and helped organisations increase their productivity. Moreover, it 

was persistently integrated in human life and displayed further innovative aspects. 

Despite the advantages and drawbacks that it implies, organisations are required by 

digitisation to know the latest changes within the digital field. For such a 

transformation to be viable and functional, an organisation must shed old habits, step 

outside its comfort zone, and be receptive to technological progress. The new digital 

media are dialogic, interactive, relational, and global, making them extremely 

suitable for a strategic paradigm of public relations. 

Therefore, in the first phase of our research, we tried to identify the most relevant 

articles according to our problem statements. To select the articles, we accessed the 

Web of Science database and came across 2,035 articles that were considered 

relevant. During our research process, we applied certain filters for precision; 

therefore, we highlighted keywords that had to be present in the titles of the articles: 

“digital transformation”, “business”, and “communication”. 

 
Figure 1. Structure of articles analysed by field of interest 

 
Source: Web of Science database. 

 

Using the tools provided by the Web of Science database, we have classified the 

articles according to the areas of interest. As we can see in the Figure 1, the categories 

that are mentioned also represent the areas that have suffered a colossal impact due 

to the digital transformation. On the other hand, precisely these areas represent both 
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the engines and the bases that lead to the development of communication in business 

due to the phenomenon of digital transformation. 

 
Figure 2. The most important scientific research centres in the field  

of digital transformation and business communication  

 
Source: Web of Science database. 

 

Therefore, as we can see in Figure 2, Germany, the USA, Portugal, Belgium, and 

Italy are identified as a major player in the evolution of digital transformation and 

business communication. The prestige of these countries resides in their persistent 

basis of academic and research activities, which are specific to the countries that own 

famous universities and research entities. These programmes involve both 

technology and business, since they attract eminent scholars in a context that can 

generate valuable research and holds interest from global academics, based on 

considerable financing. 

The contribution of Government and EU funding to these nations is considerable, 

and it is notably high in Germany, Portugal, Belgium, and Italy. The aim of such 

financial infusions is twofold: fostering innovation and creating a supportive 

environment for research activities in the advanced tech and communication sectors. 

Additionally, these countries establish international collaborative networks 

involving academia, industry, and governmental officials – where knowledge as well 

as resources are shared reciprocally. The ties between leading technology firms 

(mainly based in the USA and Germany) and academia are symbiotic; leading to 

cutting-edge research findings that drive practical industry applications. 

Countries such as Germany, Portugal, Belgium, and Italy reflect a great degree 

of contribution of governmental and EU financing to such countries of great 

potential. The financial assistance has a double aim, namely to encourage innovation 
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and generate a nurturing context for research actions in the tech and communication 

field, as well as to set global cooperation networks, that include the academia, 

organisations, and government executives. These networks split knowledge and 

resources. There exist reciprocal linkages between top technology companies, 

affiliated primarily in the USA and Germany, and the academic environment, that 

generate innovative findings that can practically assist the industry. 

Another defining component, besides the economic circumstances, is culture.  

An example of a country with a strong entrepreneurial culture which enables 

innovation in business and technology, and that propelled itself on this basis, is the 

United States. 

On the other hand, Italy and Belgium look towards their cultural richness – 

especially in design and communication, for cues on how they can infuse digital 

evolution into these areas. In light of strategic imperatives, efforts aimed at 

enhancing digital competence are given high priority within these nations that seek 

to boost their levels of economic competitiveness and adapt to global market 

dynamics, a directive echoed through national research agendas and allocation 

priorities of funds. 
 

Figure 3. Key directions of digital transformation in business communication 

 
Source: Web of Science database. 

 

As we can see in Figure 3, according to the key-word identified, the major 

direction of evolution for digital transformation and business communication  

are dynamic capabilities, big data, sustainability, e-government and future. These 

elements play an important role as they highlight the wide-reaching and constantly 

evolving effects of digital technologies on business operations and communication. 



Proceedings of the 7th International Conference on Economics and Social Sciences (2024), ISSN 2704-6524, pp. 836-848 

845 

When it comes to dynamic capabilities, it means that the company has the ability  

to a adapt itself to changing environment by integrating both building and 

reconfiguring internal competencies with external competencies. In terms of digital 

transformation, these capabilities allow organisations to easily adapt their strategies 

regarding communication, along with tools – towards technology developments  

and market needs quickly. 

Enhancing performance by way of digital metamorphosis means refining the art 

of business communication; that it be both efficient and effective would lead to 

swifter response time, pinpointed communication, and data-based decision-making 

processes. These concerns intend to improve productivity and to achieve the desired 

goals in an accurate way. 

Organisations can access at the moment great volumes of information and 

unrevealed tendencies due to big data technologies, that allow decision making 

processes based on informed facts. In terms of communication, this matter supposes 

the adjustment of messages, together with streamlining the manner in which they are 

transferred through different channels and the personalisation of stakeholder 

communications to attain improved reach and effect. 

In the realm of e-government, digital transformation is also instrumental in 

supporting this cause. It means that government institutions can use digital tools  

to better serve their stakeholders and reach out to the public easily. As for businesses, 

it implies improved accessibility to government services and information via 

electronic means; reduced redundancy during enforcement through online filing;  

and a faster feedback loop from governmental organisations thanks to electronic 

communication. 

Regarding the advantages, they can be summarised as: smoother and faster 

communication and contact with colleagues, as well as with distant partners, 

improved data transparency and increased accessibility, easier tracking from 

different locations, increased work efficiency and enterprise performance, reduced 

administrative time, quick transaction processing, reduced operating costs, more 

efficient strategy, and simpler navigation. 

However, despite the numerous advantages and opportunities offered by 

digitisation, several cross-cutting challenges persist in the media and content 

industries. In the supply sector, the main challenges lie in the fact that other players 

in the value chain often benefit from the advantages of digitisation rather than those 

investing in digital content, which generates some resistance to fully adopting it. 

Additionally, digitised goods are threatened by copyright infringement. Specifically, 

the main political and regulatory challenge for media and content in the EU should 

be a simple and effective framework for multiterritorial licensing, accompanied by 

an intellectual property regime capable of promoting innovation and creation and 

addressing society's new perspectives on media and content. Alongside funding, 

European policies should also be aimed at enhancing coordination and creating 

economies of scale in the use of technical infrastructures. 

The final set of recommendations is oriented towards increasing user awareness 

and educating highly qualified professionals; by raising user awareness regarding 
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European heritage or creating public sector positions that require a certain level of 

digital knowledge. 

Looking forward to future communication requirements demands anticipation  

of the future technological trends as well as readiness to adapt new technologies  

into business processes and operations. Remaining informed concerning AI,   

machine learning, and other technologies integrating innovation represents a central 

element in this structure, that further shapes both the internal and the external 

communication conducted by organisations. 

Businesses must place emphasis on these fields to alter their communication 

through digital transformation, which can further increase the urgency of strategic 

growth. By conducting such efforts, organisations become able to stay competitive 

in a continuously changing digital framework.   

6. Conclusions 

The development of the digital age is perceived as a notable evolutionary process 

in business communication, standing as the main element which brings its 

contribution to the social and economic progress of the modern-world economies. In 

addition, the manner in which business departments conduct communication was 

changed by the evolutionary rhythm of digital technologies. At its turn, this process 

determined consistent alleviations in the operational efficiency that created 

ramifications and allowed organisations to materialise socioeconomic goals. 

To truly begin the journey toward digital transformation, companies need to 

review their business processes. The main obstacle to digitisation for companies is 

not related to money or time but to operational processes, such as the processes  

for negotiating and approve contracts or managing payment processes to suppliers. 

These enterprises should find partners who can help them in the journey toward 

digital transformation, which always starts with the review of internal and external 

processes and then the adaptation of digital resources such as automation.  

These processes are absolutely necessary to provide a complete picture of any 

company's activities. 

Important steps that should be followed for improvement in the digital area 

include: creating economies of scale in both technical infrastructures and 

management units for the production and distribution of media and digital content, 

researching and reducing transaction costs in the supply of media and digital  

content, combating insufficient media and digital content delivery caused by trade 

barriers, adopting a harmonised framework and a package of measures – promoting 

legal offers, raising user awareness, collaborating among players involved in content 

and media transactions, and specific legal measures – with the aim of combating 

online copyright infringements. 

Major observations from top industry players stress on the criticality of 

communication as an institution’s backbone alongside economic activity; this  

means effective utilization of digital innovations should be injected into developing 

organizational capabilities that will facilitate easy adaptability due to changing 

market dynamics along with strategic requirements. 
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Germany, the USA, Portugal, Belgium, and Italy are the leading nations in this 

wave of digital metamorphosis. They have led the way not simply by governmental 

or EU funding but because of their academically and research-oriented environments 

that are highly fortified. Innovation is promoted through these nations' supportive 

research climates while they also take advantage of their cultural uniqueness in the 

way they adopt digital advancements – contributing to their global competitiveness 

in unexampled ways. 

From this point of view, the digital era has ushered in new paradigms such as  

e-government, big data and sustainability – these will define future communication 

strategies. The adaptability of governments and businesses to these advancements 

ensures transparency and stakeholder needs are met, thus driving organisations 

towards more data-driven decision-making processes that address both immediate 

and long-term objectives. As a result of this technological shift – from business 

functions towards government operations – being driven by data, digital 

technologies need to be continuously invested in. Also, flexible communication 

strategies should be adopted so that growth competitiveness can be sustained in 

today's highly interconnected world. The digital revolution provides not only better 

insight into responding economic changes, but also allows pre-dots on forthcoming 

technological waves: An industry-leading impact is what this holistic adoption 

approach for digital communication strategies will definitely have globally on 

industries and economies worldwide. 
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