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Abstract 

This article evaluates the impact of chatbots as an adaptive business communication strategy in the face of 

digital economic disruption. Digital economic disruption requires companies to implement agile 

communication strategies so that services can continue to operate amidst unstable market conditions. 

Chatbots are artificial intelligence-based conversational agents that have efficient interfaces and are always 

available for use. This article analyzes the role of chatbots as an adaptive communication strategy in the 

context of digital economic disruption. Rapid technological developments force the business world to 

innovate in how to interact with customers, especially amid uncertainty and changes in market demand. 

Chatbots—automated systems that can simulate conversations—are increasingly used by companies to 

improve communication efficiency and maintain service sustainability. Through a literature-based 

analysis, this article examines how chatbot adoption can support organizational agility, customer service 

innovation, and communication responsiveness. In addition, this article also highlights the ethical and 

practical challenges in implementing chatbots. The findings suggest that integrating chatbot technology 

into business communication strategies offers a relevant and adaptive solution to the demands of a 

disruptive digital economy. 
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Abstrak 

Artikel ini ini mengevaluasi dampak chatbot sebagai strategi adaptif komunikasi bisnis dalam menghadapi 

disrupsi ekonomi digital. Disrupsi ekonomi digital menuntut perusahaan untuk menerapkan strategi 

komunikasi yang lincah agar layanan tetap dapat beroperasi di tengah kondisi pasar yang tidak stabil. 

Chatbot adalah agen percakapan berbasis kecerdasan buatan yang memiliki antarmuka yang efisien dan 

dapat selalu tersedia untuk digunakan. Artikel ini menganalisis peran chatbot sebagai strategi komunikasi 

adaptif dalam konteks disrupsi ekonomi digital. Perkembangan teknologi yang pesat memaksa dunia 

bisnis untuk berinovasi dalam cara berinteraksi dengan pelanggan, terutama di tengah ketidakpastian dan 

perubahan permintaan pasar. Chatbot—sistem otomatis yang mampu mensimulasikan percakapan—

semakin banyak digunakan oleh perusahaan untuk meningkatkan efisiensi komunikasi dan menjaga 

keberlanjutan layanan. Melalui analisis berbasis studi pustaka, artikel ini mengkaji bagaimana adopsi 

chatbot dapat mendukung kelincahan organisasi, inovasi layanan pelanggan, dan responsivitas 

komunikasi. Selain itu, artikel ini juga menyoroti tantangan etis dan praktis dalam implementasi chatbot. 

Temuan menunjukkan bahwa integrasi teknologi chatbot dalam strategi komunikasi bisnis menawarkan 

solusi yang relevan dan adaptif untuk menghadapi tuntutan ekonomi digital yang penuh disrupsi. 

 

Kata Kunci: Chatbot, Komunikasi Adaptif, Disrupsi Digital, Ketahanan Bisnis, Kecerdasan Buatan. 
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INTRODUCTION 

Rapid advances in digital technology have fundamentally changed the way companies 

operate and communicate. In a digital economy marked by technological disruption—where 

automation, digital platforms, and big data are the norm—traditional business communication 

models, which tend to be captivating, hierarchical, and one-way, are no longer relevant. Digital 

transformation has forced businesses to abandon conventional approaches and adopt strategies 

that are more flexible, responsive, and digitally integrated. Amidst these changes, consumers 

demand real-time interactivity, personalization, and unlimited access to services. Companies that 

want to survive and grow must adopt a more adaptive and responsive approach to changing 

customer expectations and the dynamics of the increasingly competitive global digital market—

and chatbots play a central role in this. Chatbots, or automated conversational agents, are 

software designed to conduct dialogue with users using natural language—via text or voice—

with the support of Natural Language Processing (NLP) and artificial intelligence (AI) 

technologies. They enable automated interactions without the need for direct human 

intervention. Chatbots are not only limited to answering basic questions, but have evolved into 

communication systems that are able to understand context, recognize emotions, and even 

personalize based on the user's interaction history. In line with the era of the “intangible 

economy”, where intangible assets such as data, software, and automation become the center of 

economic value (Haskel & Westlake, 2018), chatbots are present as a strategic component in a 

company's digital communication architecture. 

The importance of chatbots is increasingly apparent when viewed as an adaptive element 

in facing digital economic disruption. As a strategic adaptation step, chatbots are able to carry 

out routine tasks automatically, reduce massive operational costs, and maintain service 

continuity in any condition, including when rotating customer volumes, for example, during a 

pandemic or during special campaigns. A study by (Accenture, 2020), shows that the use of 

chatbots can cut customer service costs by up to 30%, while (Company, 2021), notes that 

digitalizing services through chatbots can speed up the service process up to five times compared 

to conventional approaches. Local research by (Guntara, 2022), also revealed that Dialogflow-

based chatbots in the Indonesian MSME environment can replace the role of traditional business 

consultants in assisting the marketing and customer education process. 

In practice, chatbots are able to handle 60% to 80% of customer inquiries without human 

intervention, providing instant and consistent responses. This is very important in the context of 

service competition that emphasizes speed and efficiency. For example, in the Indonesian 

banking sector, Bank Negara Indonesia (BNI) developed the chatbot “Cinta” (Customer 

Interactive Assistant), which operates 24 hours to answer customer questions and shows 

significant results in reducing the burden on conventional call centers. Not only that, e-commerce 

companies such as Tokopedia and Shopee have also integrated chatbots on their platforms to 

answer user questions, process returns, and provide product recommendations based on user 

preferences. 

However, the strategic value of chatbots does not only lie in efficiency. This technology 

also boosts the quality of the user experience through a more personal and interactive approach. 

Chatbots supported by machine learning are able to learn from previous interactions, understand 

question patterns, and adjust communication styles to user profiles.  
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In the education, public service, and health service sectors, chatbots have also begun to be 

adopted to improve accessibility and efficiency of communication. The University of Indonesia, 

for example, has implemented the "Viki" chatbot to automatically answer students' academic and 

administrative questions. In health services, several hospitals have begun to utilize chatbots to 

conduct initial patient screening or provide basic information regarding symptoms and 

preventive measures for certain diseases. This shows that chatbots are not only relevant in the 

commercial sector but are also an important tool in supporting public communication and social 

services. 

Another major advantage of chatbots is their 24/7 availability. Unlike human staff who 

have limited working hours, chatbots can operate around the clock, ensuring that customers can 

still access information and assistance whenever they need it. This is a key factor in the era of 

globalization and cross-time zone trade. Companies no longer have to rely on conventional 

operating hours; chatbots allow them to reach customers in different parts of the world with 

equally fast response times. In the travel and tourism sector, for example, this is an important 

solution considering that requests for information from tourists can arise at any time. However, 

the implementation of chatbots is not without challenges. One of the main obstacles is the 

chatbot's limited ability to understand natural language with high complexity, such as ambiguity, 

irony, or emotional requests. Some users still feel frustrated when interacting with chatbots that 

are unresponsive or provide irrelevant answers. This challenge is recognized in a study by 

(Følstad P. B., 2017), which highlights that user perceptions of chatbot intelligence and empathy 

are still low, especially in the context of complex interactions. On the other hand, data security 

and privacy are also important issues, considering that chatbots often access users' personal data, 

such as transaction history, location, and even communication preferences. Without adequate 

data protection, user trust can be threatened, especially in an era where regulations such as GDPR 

and the Personal Data Protection Law in Indonesia are starting to be enforced. 

To overcome these weaknesses, companies have begun to adopt a hybrid strategy, namely 

combining chatbots with human agents. In this approach, chatbots are tasked with handling 

simple and repetitive requests, while more complex or sensitive interactions are transferred to 

human agents. This strategy has proven to be able to maintain efficiency without sacrificing 

service quality. In addition, improvements in chatbot quality are also carried out through the 

development of advanced NLP, integration with big data, and a user-centered design approach 

that ensures the interaction experience is more natural and satisfying. 

Theoretically, chatbots are not just supporting software, but rather represent a broader 

transformation of business communication. In the framework of organizational communication, 

chatbots reflect a paradigm shift from one-way communication to two-way communication that 

is real-time, responsive, and data-driven. They also represent the convergence of information 

technology, digital marketing, and customer relationship management (CRM). As a tool that can 

scale communications exponentially without directly increasing the burden on human resources, 

chatbots present an opportunity to achieve both communication efficiency and effectiveness at 

once. 

In Indonesia itself, the context of chatbot adoption shows interesting dynamics. In 

addition to the banking and e-commerce sectors, government agencies such as the Ministry of 

Health have also utilized chatbots for public education during the COVID-19 pandemic. This 
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reflects that the use of chatbots is not only a response to technological trends but also a form of 

adaptation to the challenges of crisis communication. In this context, chatbots can also be seen as 

a form of organizational preparedness in dealing with extraordinary situations, while 

maintaining connectivity with the public. 

By considering all these aspects—from potential efficiency, improving service quality, and 

personalization, to ethical and technical challenges—it can be concluded that chatbots are no 

longer just additional tools, but have become a key element in a company's adaptive 

communication strategy. In the midst of rapid and unpredictable digital economic disruption, 

organizations that are able to strategically integrate chatbots into their digital ecosystems will 

have a significant competitive advantage. Therefore, it is important to examine more deeply how 

the role of chatbots can be formulated as an adaptive business communication strategy, especially 

in the context of Indonesia, which has unique and diverse digital market characteristics. 

This article aims to discuss in depth the role of chatbots in shaping adaptive 

communication strategies in the era of digital disruption. Through a literature-based approach 

and empirical studies, this paper explores how chatbots can support business continuity, 

strengthen customer engagement, and encourage relevant and sustainable service innovation. 

Thus, this study is expected to provide theoretical and practical contributions for business actors, 

academics, and policymakers in designing resilient and responsive communication strategies 

amidst the ever-changing digital economic landscape. 

 

METHODOLOGY 

The research method used in this article is qualitative research with a descriptive-

analytical approach to explore the role of chatbots as an adaptive communication strategy in 

facing digital economic disruption. This study uses secondary data obtained from various 

literature sources such as academic journals, scientific articles, industry reports, and publications 

from relevant institutions in the fields of management, business communication, and information 

technology. Data collection techniques are carried out through library research by reviewing 

relevant literature to understand the characteristics, implementation, and challenges of using 

chatbots in the business world. Data analysis is carried out using the content analysis method, 

namely by comparing and evaluating various conceptual and empirical findings from sources 

that have been studied to identify strategic patterns and their impact on organizational 

communication. To increase the validity and reliability of the analysis results, source 

triangulation techniques are used by comparing academic literature and practical reports from 

the industrial world to obtain a comprehensive and contextual understanding. This study does 

not involve subjects or informants directly but focuses on document review and secondary data 

as the basis for conceptual analysis. With this approach, it is hoped that the research can provide 

a systematic and comprehensive contribution regarding how chatbot integration can be used as 

an adaptive communication strategy by organizations in responding to the challenges of digital 

disruption in a sustainable manner. 

 

 

 

 



Copyright © 2025 The Authors. Published by Gunung Djati Conference Series This is open access 

article distributed under the CC BY 4.0 license - https://creativecommons.org/licenses/by/4.0 

 
 

 

1261 

 

Gunung Djati Conference Series, Volume 56 (2025) 

Seminar Nasional Ekonomi dan Bisnis Islam Tahun 2025 

ISSN: 2774-6585 

Gunung Djati Conference Series, Volume 56 (2025) 

Seminar Nasional Ekonomi dan Bisnis Islam Tahun 2025 

ISSN: 2774-6585 

RESULT AND DISCUSSION 

The Role of Chatbots in Modern Business Communication 

 Chatbots are a form of artificial intelligence (AI)-based technological innovation that can 

simulate human interaction through text-based or voice-based conversations. In the context of 

business communication, chatbots play an important role as a two-way communication medium 

between companies and customers. One of the main advantages of chatbots is their ability to 

provide fast, accurate, and consistent responses without direct human involvement. This makes 

them a strategic solution for increasing customer service efficiency, especially in situations with 

high interaction volumes. 

According to (Jain et al., 2024) chatbots have successfully automated more than 70% of repetitive 

customer interactions in various sectors, including banking, e-commerce, and public services. In 

Indonesia, various digital platforms such as Tokopedia, Gojek, and Shopee have integrated 

chatbots to provide real-time services to millions of their users. With this technology, companies 

are not only able to reduce operational costs but also build a responsive and adaptive brand 

reputation. 

The advantages of chatbots in modern business communication can also be seen in their ability 

to directly analyze consumer behavior. Through natural language processing (NLP), chatbots can 

recognize customer question patterns, product preferences, and basic user emotions. This feature 

provides important data for companies in developing more personalized and relevant marketing 

strategies. As explained by (Mctear, 2020) chatbots with advanced NLP capabilities enable 

businesses to create a more natural customer experience based on the actual needs of users.  

In addition, according to research by (Huang & Rust, 2018) the implementation of chatbots also 

contributes to increasing customer satisfaction because they are able to provide 24/7 service with 

relatively stable quality. They emphasize that chatbots are not just a communication tool, but also 

a strategic tool in building customer loyalty in the digital era. In the long term, chatbot integration 

also strengthens the company's position in the face of technological disruption and changes in 

customer expectations that increasingly demand speed and accuracy of service. 

 

Adaptive Strategy to Face Digital Economic Disruption 

 Digital economic disruption has significantly changed the global business landscape. 

Changes in consumption patterns, the acceleration of digital technology, and the emergence of 

new business models require companies to be more agile in adapting. Chatbots, in this context, 

become a strategic tool that allows companies to maintain competitiveness and increase 

organizational resilience. 

According to (Sheth, 2020) an adaptive communication strategy is one of the main pillars in facing 

economic uncertainty. Chatbot technology supports this principle by allowing organizations to 

respond to complaints, questions, and requests for information from customers in real-time, 

without having to wait for operating hours. (Widianto, 2022) stated that chatbots can help MSMEs 

in providing information and transaction services, thereby reducing the workload and risk of 

transaction service errors. This is in line with the role of chatbots in increasing operational 

efficiency and supporting the limitations of manpower and infrastructure in MSMEs. 

Not only in service, but chatbots are also part of the company's internal digital transformation. 

For example, companies can use chatbots as virtual assistants for employees to access HR 
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information, schedule meetings, or get company policy updates. This capability creates work 

efficiency while forming a more digital-ready organizational culture. 

 

Challenges of Chatbot Implementation in Business Communication 

 Despite offering many benefits, the implementation of chatbots in business 

communication also faces a number of challenges that cannot be ignored. One of the main 

problems is the limitation in understanding the complex context of conversations, especially 

when customers complain with emotions or ambiguous language. (Bender et al., 2021) stated that 

chatbots still tend to fail to recognize the nuances of emotions and user intentions in their entirety, 

which can lead to miscommunication. 

In addition, the aspect of data security and privacy is a crucial issue in the use of chatbots. Because 

chatbots are often used to collect customers' data, there is a risk of information leakage if the 

system is not equipped with adequate data protection. This is reinforced by (Floridi et al., 2018) 

who emphasize the importance of implementing ethical AI principles and data governance in 

every chatbot technology development process. 

From a technical perspective, integrating chatbots with the company's backend system is often a 

challenge, especially for companies that do not yet have adequate technology infrastructure. Lack 

of training for staff and resistance to change can also hinder the success of comprehensive chatbot 

adoption. 

 

The Relevance of Chatbots in the Perspective of Sharia and Business Ethics 

 In a business environment based on Islamic values, the implementation of technology 

such as chatbots must meet the basic principles of sharia. Communication ethics in Islam 

prioritize the values of honesty (ṣidq), openness (tablīgh), and responsibility (amanah). Chatbots 

developed for business purposes should not mislead customers, hide important information, or 

manipulate data for profit alone. 

According to (Tenti Tri Apriani et al., 2024) digital transformation in the sharia economy must be 

directed to support the achievement of maqashid al-syari'ah, such as protecting property (ḥifẓ al-

māl), protecting reason (ḥifẓ al-ʿaql), and preventing damage (mafsadah). Therefore, companies 

that adopt digital technology, including chatbots, need to ensure that the algorithms and training 

data used are free from bias and do not contain misleading information in order to remain in 

accordance with sharia principles and maintain customer trust. Supervision of algorithm 

transparency and data protection are important aspects in ensuring sharia compliance as well as 

the sustainability of the use of this technology in sharia businesses. 

In practice, chatbots can also be used to support sharia financial education and literacy, provide 

fatwa information, or answer general questions related to halal products. This application opens 

up great opportunities for sharia financial institutions to reach the young generation who are 

digital-native without abandoning the established sharia principles. 

 

CONCLUSION 

The use of chatbots in business communications has evolved from being a customer 

service tool to a strategic element in facing digital economic disruption. With their ability to 

respond in real-time, process large amounts of data, and support service personalization, chatbots 
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make a real contribution to business resilience, operational efficiency, and improved customer 

experience. Companies that integrate chatbots into adaptive communication strategies can 

survive and even thrive amidst uncertainty and rapid changes in consumer behavior. 

However, the adoption of chatbots is not without challenges. Limitations in 

understanding context, data security issues, and ethical implications are major concerns that must 

be carefully managed. In the context of sharia business, the use of chatbots must also be in line 

with Islamic principles such as transparency, honesty, and protection of consumer rights. 

Therefore, organizations need to focus not only on the technological aspects, but also on the 

governance, ethics, and values that underlie their use. 

Going forward, the development of smarter, contextual, and ethical chatbots will be a 

primary need. Key recommendations from this study include increased investment in data 

security systems, internal user training, and cross-disciplinary collaboration between technology 

developers, academics, and sharia experts to ensure chatbot implementations that are 

functionally superior and ethically valuable. 
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