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ABSTRACT

This paper examines the relationship between digital communication and the globalisation of small
and medium-sized enterprises (SMEs), with a particular focus on the role of technology as a mediator.
Globalisation has created numerous new opportunities and challenges for SMEs, and effective
communication has become a critical factor for their success. With the increasing availability and
adoption of digital technologies, SMEs now have new means to overcome communication barriers
and expand their reach to global markets. However, technology adoption alone may not be sufficient,
and effective communication strategies are required to fully leverage its potential. This paper explores
the ways in which technology can mediate the relationship between communication and globalisation
of SMEs, with a particular focus on the role of digital communication. The study utilises survey
data collected from a sample of SMEs operating in various regions of Pakistan. Overall, the paper
highlights the importance of effective communication in the globalisation of SMEs and the critical
role that technology can play as a mediator in this process. The findings of the study have practical
implications for SMEs and policymakers regarding the adoption and use of digital communication
tools to enhance their globalisation efforts.

Keywords: Communication, advanced technology, globalisation

* Corresponding author



Exploring the global landscape: How digital communication and advanced technology empower SMEs

INTRODUCTION

Small-medium enterprises (SMEs) lack technological, financial & human resources which
has become a constraint its globalisation process using technology. SMEs can create
industry linkages for the development of a broad-based industry. In developing countries,
it is not possible to sustain employee ability and sustainability without SMEs. The growth
of new export markets could be considered a strong strategic mechanism to promote
globalisation among SMEs. Clustering and networking also play a vital role in generating
the competitiveness of SMEs in the global market. SMEs can boost their globalisation
process through their relationships and networks (Foghani et al., 2017).

Small and medium enterprises (SMEs) play a vital role in economic growth, and
help to create employment opportunities (Halim et al., 2019). All governments actively
encourage their SMEs to look at the global market for potential company growth by
taking advantage of export opportunities. However, this has never been a simple process.
To compete with other industry players globally, SMEs have to possess a competitive
advantage (Kanibir et al., 2014). Due to the complexity of the international business
environment, researchers frequently concentrate on examining capability-performance
relationships, which likely involves a step-by-step analysis of whether divergent capability-
performance results are attributed by organisational capabilities that fail to develop
competitive advantages (Cieslik & Kaciak, 2009).

Globalisation is the process by which a business or organisation develops
international influence to start operating on an international scale. It is the speedup of
business activity to support the exchange of goods, products, services, or practices all over
the world (Beck, 2018). Some globalisation indicators include cross-border movement
of ideas, people, technology, portfolio capital, and “effective institutional practices’.
Globalisation plays a vital role in the growth of every business. Although social media is
a platform by which entities can get in touch on the global level, cultural diversification
remains a challenge (Chaloupkova et al., 2020). For instance, the autonomous industry
of Europe has been damaged heavily triggering a big crisis. The autonomous industry has
a complex system of interconnected entities which requires mutual interaction through
effective communication (Hojdik, 2021).

The exchange of information through verbal or non-verbal tools is called
communication. In the same way, the exchange of information, knowledge, and messages
in the global context is called global or international communication. The paradigm of
communication has shifted from face-to-face communication to social communication in
different platforms. Today, social communication is preferred in the new and modern global
market (Lebedko, 2014). Additionally, digital innovation is an effective way to transform
data and information to innovate new ways and practices (Foroudi et al., 2017). Digital
innovation offers an opportunity to expand business operations on a global level and
support the globalisation process (Contractor, 2021). Technological advancements can help
facilitate global coordination with the relevant stakeholders. Technological advancements
also reduce the cost of transportation, enhance communication among nations, and help
the global sourcing of raw materials. Technology contributes to globalisation by helping
firms find foreign opportunities. Thus, effective communication aligned with advanced
technology has become the core of the new world economy (Mikail & Aytekin, 2016).

Since globalisation and communication are two different concepts and considering
that most past studies have examined internationalisation in regard to the role of product
innovation and pricing, the need for further research on communication and globalisation
1s recognised (Falahat et al., 2020; Westerlund, 2020). Further, the world is always changing
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due to unexpected crises. In addition, many parts of the global world has embraced the
virtual work world which has changed work patterns and workplace practices. These
changes also present SMEs opportunities to work on a global level using technological
platforms. Recognising this, the present study sets out to measure the role of communication
in globalisation with the mediation effect of technology.

Moreover, to the best of our knowledge, there is currently a limited understanding of
the following research questions: Does communication play a vital role in the globalisation
process of SMEs? Is technology considered a mediator between communication and
the globalisation of SMEs? In this paper, we aim to shed light on these research gaps
by investigating the role of communication in globalisation with mediating role of
technology. Policymakers, owners of small enterprises, and young entrepreneurs can focus
their expertise on the development of strategies strongly associated with the globalisation
of SMEs (Naradda Gamage et al., 2020).

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

After World War I, the growth of capitalism slowed down as both globalisation and
capitalism suffered from the far-reaching consequences of the war. Next, World War II
caused fundamental changes in global development because a new hierarchy of states
took form in regional and global institutions, international laws were established, and
many foreign territories underwent decolonisation. The current process of globalisation
involves the transfer of information technology and financial markets (Ruzana, 2015). The
Actor-Network theory, introduced in 1984, posits that all human and non-human factors
have equal influence on technological innovations. This theory looks at how networks are
formed and how they contribute to success.

Digital communication and globalisation

Communication is an important tool for the exchange of information and knowledge and
brings the human nature into new scenarios (de Bem Machado et al., 2019). Globalisation
is the process by which a business or organisation develops international influence to start
operating on an international scale. It is the speedup of business movement to facilitate
exchange of goods, products, services, or practices all over the world (Beck, 2018). Digital
communication in globalised world involves innovative ways of disseminating information
(Falahat et al., 2020).

Today, digital communication has significantly expanded the reach of SMEs beyond
their local markets. Through websites, e-commerce platforms, and online marketplaces,
SMEs can now access a global customer base, breaking down geographical barriers and
enabling them to sell their products or services to customers worldwide, thus enhancing
their opportunities for growth and profitability (Musungu, 2021). It also facilitates SMEs’
integration into global supply chains. Through online sourcing platforms and digital
marketplaces, SMEs can connect with suppliers and manufacturers from around the
world, allowing them to access a wider range of raw materials, components, and resources
at competitive prices which enables SMEs to optimise their production processes, reduce
costs, and improve overall efficiency (Attaran, 2020). Digital communication tools also
enable SMEs to collaborate and network with international partners, industry experts,
and potential investors. Virtual communication platforms, webinars, and online forums
provide opportunities for knowledge-sharing, partnership formation, and accessing
mentorship and guidance from experienced professionals, regardless of geographical
distances (Foghani et al., 2017).
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SMEs create industry linkages for the development of broad-based industries. In
developing countries, it is not possible to sustain employee ability and sustainability without
SMEs. As such, the growth of new export markets or customer bases is considered a strong
strategic mechanism to promote globalisation among SMEs. To overcome the constraints of
credit and investment costs, clustering plays a vital role (Giordani et al., 2020). It provides
trade credits among companies. Clustering and networking also play a vital role in building
up the competitiveness of SMEs in the global market. SMEs can develop their globalisation
process using their relationships and networks because relationships and networks influence
market decisions and help SMEs to enter the global market (Foghani et al., 2017). Based on
this discussion we propose the first hypothesis as follows:

H1: Communication significantly and positively contributes to the globalisation
of SMEs.

Digital communication and technological advancements

Transformations in international communication have given rise to the concept of
interconnectedness of entities. New media technologies have helped connect countries
for exchange of resources, knowledge, skills, and experiences. Further, computerised
technology reduces the cost of communication by enabling virtual communication instead
of face-to-face communication. Thus, media agencies today invest aggressively in the latest
and most effective communication strategies (Drezner, 2019).

Key global organisational capabilities come from a combination of efficient human
resources, teamwork, coordination among employees and entities as well as knowledge and
skills (Katsou et al., 2020). Change management is an important feature of management
today. In addition to adapting to new ideas and changing business landscapes, it also very
important to know how to manage diversity (Siebert et al., 2015). Managing diversity
means maximising the benefits from a diverse workforce while minimising problems that
can affect human resources. Diversity management is a big challenge in the 21st century for
managers as they must delicately manage diversity-related issues and foster the inclusion
of all employees irrespective of background (Barak, 2022).

Past studies have shown that the Internet helps to integrate the structure of human lifeona
global level. Through Internet, various new tools of coordination that contribute to the efficiency
of the workplace have been developed and adopted. These tools reduce common barriers in
business like lack of space, disruptions to economic activity, etc. However, the whole process
requires proper discipline, rules, and policies. The growth of Internet along with globalisation
has helped business structures to grow into multinational corporations (MNCs) (Haseeb et al.,
2019). Another study revealed that communication aligned with technology has become the
core of the new world economy. Digital communication now provides faster communication
which contributes to exponential growth and higher productivity (Drezner, 2019). It empowers
organisations and firms as well as affects the practices of international relations. One can even say
that the balance of power in international relations is dependent on the revolution of technology
(Mikail & Aytekin, 2016). The second hypothesis posited is as follows.

H2: Communication significantly and positively contributes to technological
advancements.

Technological advancements and globalisation

Literature shows that technology is one of the critical success factors of SMEs (Lecerf
& Omrani, 2020). When adopting a strategy plan and strengthening an organisation’s
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core strengths, technology has been identified as an essential element for competitiveness
(Oh & Pinsonneault, 2007). Thus, business owners and management have significantly
increased their investment in technology over the years. Technically, distinct interfaces
are frequently linked to lower costs in the transmission of services or goods (Donbesuur
et al., 2020). Earlier studies, however, tend to focus on technology adoption as a global
process. Based on industry reports, technology has cross-cutting benefits with a wide range
of implications for SMEs. It also contributes to creating a favourable climate for SMEs to
engage in international trade (Lecerf & Omrani, 2020).

According Bagheri et al. (2019), technology is significantly correlated with the
internationalisation of SMEs. Their study also demonstrated the positive impact of
technology on the inclination, resource, information, and network aspects of export
activities. Technology simplifies the interaction of a business with a variety of different
agents (Mashaly, 2021). Additionally, exporters need a higher degree of coordination
between and within firms. This explains why a business that is able to utilise optimally its
resources, skills, and expertise through effective communication within its functional units
1s much more competitive abroad (Chen et al., 2020). Through information technology (IT)
processes and systems like relationship management, data warehouses, and data mining
systems, technology offers a variety of support for market research to minimise foreign
market uncertainty (Berdik et al., 2021). Based on this literature, we predict the following:

H3: Technological advancement significantly and positively contributes to
the globalisation of SMEs.

Mediating role of technological advancements

Technology provides the opportunity for social networking that allows individuals or
businesses to assemble virtually and share their concerns, knowledge, and experience. It
also allows businesses to find their suppliers or customers and maintain relationships with
them (Appel et al., 2020). Technology creates a virtual space that can be utilised anytime
(Lane & Coleman, 2012). Social networks are vital as instruments to acquire business
partners and build partnerships. In this regard, digital communication helps support and
maintain the connection with partners/parties living abroad (Chen et al., 2020).

The advantages of innovation for SMEs cannot be understated. Accessibility to
quality information such as market intelligence is critical for business performance and
development. In this respect, digital innovation is vital for innovating new processes and
practices. Thus, technological advancements present vast opportunities for SMEs to achieve
growth and innovation which leads higher profits and sustainability. Digital innovation is
also widely recognised as the core competence of competitive advantage (Foroudi et al.,
2017). Accordingly, we propose the fourth hypothesis as follows:

H4: Technological advancements significantly and positively mediates the
relationship between communication and globalisation.

H4
Technology
V’ N‘
Communication > Globalisation
HA1

Figure 1. Research framework
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RESEARCH METHODOLOGY

Data and measurement

With the aim of gathering data on SMEs’ advanced technology and communication in
Pakistan, a sample of SME enterprises was randomly chosen from various parts of country.
From this sample, a total of 300 CEOs or business owners were selected to participate in
the study. Data were collected in two stages through interviews and questionnaires. For
the pilot study, the questionnaire was first administered to three business owners chosen at
random. Based on the pilot study results and subsequent interviews, minor changes were
made to the questionnaire before the actual data collection took place (Presser et al., 2004).
In total, a final dataset of 121 valid responses was obtained.

A thorough literature review served as the foundation for the development of the
measurement items. A 5-point Likert scale with responses ranging from strongly disagree (1)
to strongly agree (5) was used to operationalise and assess the variables. The questionnaire
comprised three sections. The first part consisted of questions related to communication,
the second part related to advanced technology, and the third part related to globalisation.
The scale to measure communication was adopted from Gabbiadini et al. (2020) while for
technology, a six-item scale was adopted from Reyna and Meier (2018), and globalisation,
a five-item scale from Wach et al. (2018).

Measurement model

The study’s structural model was measured, validated, and tested using structural equation
modelling (SEM). When including latent variables and testing complicated models, SEM
is especially helpful. More precisely, we used the Smart PLS 4.0 software to apply the
Partial Least Squares (PLS) SME technique (Ringle et al., 2015). Using the Cronbach
alpha (Alpha), composite reliability (CR) index, and average variance extracted (AVE)
index, the reliability of the measurements was tested. All the tests produced results that
met the evaluation criteria, that is between 0 and 1 for the alpha value, greater than 0.7 for
the CR index, and 0.5 for the AVE index. All values fell under the suggested threshold, as
presented in Table 1, establishing internal consistency reliability and convergent validity
(Hair Jr et al., 2016). Moreover, the values for outer loadings were also greater than 0.70 as
shown in Table 1 and Figure 2 (Hair Jr et al., 2014; Henseler et al., 2015).

Table 1. Results for convergent validity

Variables Items Loadings Alpha CR AVE
Digital communication C1 0.839 0.944 0.957 0.819
C2 0.953
C3 0.942
C4 0.927
Cs5 0.856
Globalisation Gl 0.844 0.871 0.907 0.662
G2 0.884
G3 0.817
G4 0.741
G5 0.773
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Table 1. (con’t)

Variables Items Loadings Alpha CR AVE
Advanced technology Tl 0.895 0.904 0.928 0.687

T2 0.883

T3 0.921

T4 0.882

T5 0.750

T6 0.597

T1 T6

'\n\ N /TS/'

0895 0.883 0.921 0.882 4750 0597

2
\ Technology

c3 0.953

-

0.942

Cc4 40927 — 0.403

‘,0.856
C5 0.839 Communication
C1

Figure 2. Convergent validity

To test discriminant validity, Heterotrait-Monotrait Ratio (HTMT) was employed
(Henseler et al., 2015). If the HTMT value is more than 0.85, discriminant validity is an
issue. As all the HTMT values derived were < 0.85, as reported in Table 2, the study’s
discriminant validity is established.

Table 2. Heterotrait-Monotrait (HTMT) ratio

Communication Globalisation Technology
Communication
Globalisation 0.354
Technology 0.826 0.715
RESULTS

Generally, correlation analysis is conducted to validate the association between the
variables of a study. This analysis shows the extent to which the variables under study are
associated with each other (Senthilnathan, 2019). The value of correlation lies between
—1.0 and +1.0, where a value of 1 depicts a perfect correlation between the variables. The
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analysis results in Table 3 indicate a highly significant positive correlation between the
variables under study. The correlation matrix shows that all the variables of the study are
strongly correlated with one another.

Table 3. Correlation analysis results

Variable Communication Globalisation Technology
Communication 1

Globalisation 156%* 1

Technology 326%* .648%* 1

** Correlation is significant at the 0.01 level (1-tailed).

To test the hypotheses, PLS-SEM was employed. We used a complete bootstrapping
configuration of 500 subsamples, a mean replacement for missing values, and a one-tailed
test for hypothesis testing, to be more precise. The globalisation of SMEs is favourably
correlated with communication, as indicated in Table 4, confirming hypothesis HI.
Technology and communication are positively correlated, supporting hypothesis H2. The
globalisation of SMEs is favourably correlated with technology, supporting hypothesis H3.
The mediating effects were examined using the bootstrapping approach. In the context of
PLS-SEM, this method is the one most frequently recommended (Hair Jr et al., 2016).
Table 4 displays the relationships and the findings of the hypothesis testing. According to
the statistical analysis, technology demonstrates a useful mediating role in the relationship
between SMEs’ globalisation and communication, supporting hypothesis H4.

Table 4. Results of hypothesis testing

Hypothesis Relationship B SD t value pvalue Decision
H1 Communication — Globalisation -0.403 0.111  3.618 0.000 Supported
H2 Communication — Technology 0.775 0.052 14.766 0.000 Supported
H3 Technology — Globalisation 0.934 0.107 8.697 0.000 Supported
H4 Communication — Technology — 0.724  0.129  5.615 0.000 Supported
Globalisation
DISCUSSION

The results reveal that communication is an essential capability that can support the
globalisation of Pakistan’s SMEs. In other words, the globalisation of SMEs in Pakistan
can be supported by the companies’ ability to respond to foreign market trends and
innovate their products or services using technology to exploit market opportunities. In
the interviews, the respondents emphasised that modern technologies have transformed
the way businesses operate and have significantly reduced barriers to international
expansion. They mentioned that digital communication channels such as email, video
conferencing, and instant messaging have facilitated seamless communication with
international clients, reducing time and costs associated with traditional methods. Further,
advanced manufacturing technologies have improved production processes, satisfied the
requirements of international markets while maintaining quality standards. Another
respondent recommended that SMEs develop a clear strategy and understanding of the
target market when leveraging digital communication and advanced technologies for
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globalisation purposes. Investing in talent, providing the right training, and collaborating
with technology partners or consultants were also recommended. Additionally, SMEs are
also advised to prioritise data security and privacy by implementing robust cybersecurity
measures and complying with relevant regulations.

This study adds on to the growing body of work on the advantages of communication
and technology for SME globalisation. The findings establish that the globalisation process
of SMEs relies on both communication and advanced technologies. Digital communication
serves as a catalyst for the globalisation of SMEs by expanding market reach. Thus, by
embracing and leveraging digital communication tools and strategies, SMEs can unlock
the benefits of globalisation and thrive in the global marketplace. This finding is consistent
with the work of Falahat et al. (2020), which emphasised the association between digital
communication and SME internationalisation. Additionally, the results reveal that
advanced technologies have a direct significant effect on SMEs’ globalisation as they play
a transformative role in driving globalisation. The ongoing development and adoption of
advanced technologies will continue to shape and accelerate the process of globalisation,
facilitating global interactions and cultural exchange on an unprecedented scale. The finding
is also consistent with Lecerf and Omrani (2020) who contended that technology plays a role
in developing a positive environment for SMEs’ participation in global business.

Moreover, our findings demonstrate a significant relationship between
communication and technology for Pakistani SMEs, which is consistent with the study
of Drezner (2019). In addition, while not all companies may emphasise on digital
communication and technology as compared with other capabilities, technology still
needs to prioritised as it plays a crucial role in the globalisation of SMEs (Lebedko, 2014).
This could be related to the fact that Pakistani SMEs are more than willing to invest in
communication and technology rather than marketing. Advanced technologies acts as
a mediator between digital communication and the globalisation of SMEs by providing
the necessary infrastructure, connectivity, tools, and insights to effectively harness the
benefits of digital communication in the global marketplace. It enables SMEs to overcome
geographical barriers, improve operational efficiency, enhance customer experiences, and
make data-driven decisions, ultimately propelling their globalisation endeavours.

Based on the results of the hypothesis test, regarding the globalisation of SMEs,
we succeeded in learning more about the role of entrepreneurs and policymakers in the
development of a firm’s capacities. The results support the notion that strong technology
and communication skills are critical for a successful performance in global marketplaces.
SMEs must perform better globally in parallel with initiatives to strengthen their market
intelligence and innovative capabilities to boost their growth. Strategies to increase
the probability of entering and competing in a foreign market include continuous
improvement processes, cost and quality control, and the removal of trivial marketing
expenses. Policymakers should plan more capacity-building activities such as seminars,
training, workshops or talk sessions with renowned and expert professionals regarding the
globalisation of SMEs.

Theoretically, this study offers empirical data on globalisation, communication, and
the mediating role of technology in Pakistan’s SMEs. Only valuable capabilities, according
to the resource-based perspective, can provide a source of competitive advantage. Past
literature has demonstrated that communication plays a vital part in developing a
competitive edge by giving a company an opportunity to go global. In support of this
argument, we looked at whether all necessary abilities are “valuable” for the SME’s
competitive advantage. This study thus goes one step further to demonstrate the
interconnectedness between communication, technology, and the globalisation of SMEs.
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LIMITATIONS AND FUTURE DIRECTIONS

As with all studies, the present study too has its own limitations. In considering the basic
factors of communication and technology for globalisation, the impact of other potential
elements that might be relevant to the process of globalisation of SMEs had not been
considered. Second, due to time restrictions, a relatively small sample size of only 121 valid
responses was obtained, which could compromise the generalisability of the findings. Third,
the study only looked at how strongly communication, technology, and globalisation are
related. For future studies, researchers may consider extending the model by studying the
effect of employee’s innovative behaviour which may contribute to process of globalisation
of SMEs. Further, the same model may be adopted for other business sectors as well.
Additionally, future researchers can consider making a comparison between exporters
with low and high intensities.

Open Access: This article is distributed under the terms of the Creative Commons Attribution
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, provided
the original author(s) and the source are credited.
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