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ABSTRACT  
know How influence Analysis The Effect of Communication Ethics In Competition Business in the Gen-Z Era . 
Method research Dr study This use method study study qualitative. Results show that ethics communication 
play role crucial in create mark period long for company in the middle market dynamics and the environment 
continuing business growing. Generation Z, which is consumer active and potential employees in this era, have 
high expectations to communicating company with honest, transparent, and respectful values ethics. In 
competition growing business strict, company must understand that ethics communication is more from simply 
approach strategic, however reflect identity and character company in a manner whole. Good communication 
ethicswill build trust customer, strengthen reputation company, and improve loyalty consumer. Besides that's 
ethics positive communication as well factor towing for candidate Gen-Z employees who are looking 
environment quality and practical work values ethics. An understanding company mark important ethics 
communication in build culture inclusive and respectful company diversity will interesting talents best in 
competition get power quality work. In the digital age, messages and information can spread with fast through 
social media and other online platforms. because tha , business must very be careful with ethics 
communication them, avoid practices that don't ethical, and caring reputation them to stay positive . 
Keywords: Ethics, Communication, Gen-Z  
 

ABSTRAK  
Mengetahui Bagaimana Pengaruh Analisis Pengaruh Etika Komunikasi Dalam Persaingan Bisnis Di Era Gen-Z. 
Metode penelitian Dr study ini menggunakan metode study study kualitatif . Hasil penelitian menunjukkan 
bahwa etika komunikasi berperan penting dalam menciptakan jangka waktu yang panjang bagi perusahaan 
ditengah dinamika pasar dan lingkungan bisnis yang terus berkembang. Generasi Z, yang merupakan 
konsumen aktif dan karyawan potensial di era ini, memiliki harapan yang tinggi untuk mengkomunikasikan 
perusahaan dengan nilai-nilai etika yang jujur, transparan, dan saling menghormati. Dalam persaingan bisnis 
yang semakin ketat, perusahaan harus memahami bahwa etika komunikasi lebih dari sekadar pendekatan 
strategis, namun mencerminkan identitas dan karakter perusahaan secara utuh. Etika komunikasi yang baik 
akan membangun kepercayaan pelanggan, memperkuat reputasi perusahaan, dan meningkatkan loyalitas 
konsumen. Selain itu etika komunikasi yang positif juga faktor penarik bagi calon karyawan Gen-Z yang 
menginginkan kualitas lingkungan dan kerja praktis nilai etika . Perusahaan yang memahami menandai 
pentingnya etika komunikasi dalam membangun budaya perusahaan yang inklusif dan menghargai keragaman 
akan menarik talenta terbaik dalam persaingan mendapatkan kualitas kerja yang kuat. Di era digital, pesan 
dan informasi dapat menyebar dengan cepat melalui media sosial dan platform online lainnya. karena itu, 
bisnis harus sangat berhati - hati dengan etika komunikasi mereka , menghindari praktek - praktek yang tidak 
etis , dan menjaga reputasi mereka agar tetap positif . 
Kata kunci: Etika, Komunikasi, Gen-Z 
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1. Introduction 
 

Grouping generation appear in the world of work based on source Power human . Study 
related difference generation This was first carried out by Manheim ( Budiati , 2018). According to 
him generation is construction social in it there is group of people who have age and experience the 
same history (Budiati, 2018). Habit every Generations also have characteristics each in accordance 
with development of the times. Howe and Strauss (Zorn, 2017) define generation millennials as a 
rich, educated generation more well , various ethnicity , and focus on work team , achievement , 
simplicity , and good behavior . 

 Generation Z was born after generation millennials they born range 2001 to _ with year 
2010. Generation Z or resident the original of the digital era was born in the digital world with 
technology complete Personal Computer (PC), cell phone , gaming device and internet. They use up 
time spare For surf the web, more Like stay inside room and play online than go get out and play 
outside room (Qurniawati & Nurohman, 2018). Transition generation This happen moment develop 
fast global technology, which then give birth to Generation Z has a pattern think tend want matter 
all instant (Budiati, 2018). Gen Z has a connection tightly with technology, needs depend to the 
internet both in the social world, education , knowledge will something thing that makes they rigid 
communicate in the real world. For furthermore generation Millennials and Generation Z 
Researchers call millennial and gen Z with pattern think different generation but have something in 
common literate to technology. 

 Competition is mirror from healthy market structure. The more strict competition show 
amount player in something industry the more big, which means industry concerned can entered 
diverse player. Competition between player give impact positive and negative to behavior 
competition. If system monitoring and enforcement towards the players weak, then on condition 
those are the players behave negative with do possible maneuvers violate legislation fair 
competition and code ethics communication marketing. 

 Creative strategy from internal side in the creation process communication marketing hold 
key important in success something product or services. message created appear in unified verbal 
and visual form in total concept between words and visuals. In context market competition , various 
product especially product consumption compete very strict with target main For obtain market 
share and growth . In the design, the character product or service must truly materialize in message 
created communication. Message Then sent to the aiming target whose character must compound 
with character product. So in matter This strength message very determined by the creative 
strategy in a manner integrated (Altstiel and Grow, 2006). 

Competition strict tend give birth to products and/ or services competing for the same 
market (one market) with activity campaign communication marketing integrated. Because of that 
understanding and planning communication is a corporate strategy styles communication tend 
make an effort to' clear exhausted' its competitors with without pardon for reach dominant market 
share. Whereas according to Duncan, the practitioner advertising must understand A picture big 
(the big picture) that becomes target attention to the development of IMC issues social, ethical, and 
legal in it. 

Objective from writing article This is For know How influence Analysis The Effect of 
Communication Ethics In Competition Business in the Gen-Z Era 
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Literature Review 
Understanding Communication Business  

Communilcatilon ils an elxchangel procelss ilnformatilon beltweleln ilndilvildual wilth ilndilvildual 
othelr or wilth group of peloplel. A elffelctilvel communilcator willl try iln a mannelr clelar and accuratel 
selnd melssagel form thoughts, concelrns, and goals to relcilpilelnt melssagel through a procelss. 
Communilcatilon can saild succeleld wheln selndelr melssagel and relcilpilelnt melssagel undelrstand samel 
ilnformatilon.  Iln rellatilon wilth contelxt, communilcatilon also ilnvolvels varilous choilcel, relflelct valuels, 
and havel conselquelncels. Thilrd ellelmelnt kely communilcatilon thel form thel basilcs for elthilcs 
communilcatilon. 

To bel crelateld morel communilcatilon welll, theln neleldeld undelrstandilng about varilous rellateld 
ilssuels wilth communilcatilon. A numbelr of company that owns objelctilvel relsponsilblel answelr iln a 
mannelr socilal and elthilcal neleld A prilorilty elthilcs communilcatilon Good ilnsildel communilcatilon 
company nor wheln ilntelract wilth publilc. thils iln accordancel wilth what was stateld by S. Aleljo that 
communilcatilon busilnelss ils basel mailn for walk A organilzatilon or company, both ilnsildel organilzatilon 
nor outsildel  organilzatilon . Belcausel by thelory, a lot morel consumelrs ilntelrelsteld For do busilnelss wilth 
thel company thely arel bellilelvel ilt iln a mannelr elthilcal Whelrel elthilcs busilnelss thel gilvel profilt alonel iln 
markelt. 

Communilcatilon busilnelss happeln wheln A melssagel shilppeld or accelpteld beltweleln 
organilzatilon or company wilth thel elmployelels iln ilt. Communilcatilon busilnelss also happelns beltweleln 
organilzatilon or company wilth party outsildelrs, for elxamplel stakelholdelrs ilntelrelst or consumelrs. Ils 
ilmportant for organilzatilon or company For elnsurel ils thelilr melssagel  submilt and relcelilvel relfelrs to 
norms elthilcs iln framelwork elnsurel crelatilon elffelctilvelnelss communilcatilon. 

Accordilng to (G. Chelnely, M. Kelnt, and M. Delbashilsh, 2011) communilcatilon elthilcal busilnelss 
velry ilmportant iln threlel pelrspelctilvel mailn that ils busilnelss wilth publilc , busilnelss wilth elmployelels and 
busilnelssels wilth busilnelss . 
1. Communilcatilon busilnelss wilth busilnelss iln melanilng communilcatilon beltweleln A company 

busilnelss and dilstrilbutors as welll supplilelr. 
2. Communilcatilon busilnelss wilth elmployelel melans communilcatilon plays  rolel iln lelvell organilzatilon 

and how cilrclels managelmelnt on selnd melssagels busilnelss lilkel polilcy to elmployelel  
3. Communilcatilon busilnelss wilth thel publilc playilng A ilnstrumelntal rolel iln delvellop ilmagel A 

organilzatilon. Thelrelforel, velry No Can delnileld that managelmelnt standard hilgh elthilcs  durilng 
communilcatilon busilnelss ils A factor succelss for a numbelr of busilnelss . 

 
Charactelrilstilcs of Communilcatilon Elthilcs 

A numbelr of charactelrilstilcs ilmportant from elthilcs communilcatilon ils also useld momelnt 
busilnelss ils as followilng: 
1. Undelrstand what ils melant wilthout attack othelrs 
2. Managel connelctilon wilth audilelncel  
3. Selrvel ilnformatilon to audilelncel wilthout relducel ilt or wilthhold ilnformatilon ilmportant  
4. Undelrstand that elthilcs rellateld wilth valuels and maybel can dilffelrelnt for audilelncel  
5. Elnsurel that wholel ilnformatilon ils accuratel and can relacheld 
 
Geln- Z 

Schmildt saild gelnelratilon ils bunch ildelntilfyilng ilndilvildual group baseld on yelar bilrth, agel, 
locatilon, and elvelnts iln lilfel group ilndilvildual who has ilnfluelncel silgnilfilcant iln phasel growth. Iln thelory 
gelnelratilon (gelnelratilon thelory), Codrilngton arguels gelnelratilon man dilstilnguilsheld to 5 baseld on yelar 
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bilrth, namelly: baby boomelr gelnelratilon born 1946-1964, gelnelratilon X born 1965-1980, gelnelratilon 
Y born 1981-1994, ofteln calleld milllelnnilal gelnelratilon , gelnelratilon Z born 1995-2010 ils also calleld 
ilGelnelratilon , gelnelratilon ilNelt , ilntelrnelt gelnelratilon and alpha gelnelratilon born 2011-2025. Filfth 
gelnelratilon thel own dilffelrelncel growth pelrsonalilty . 

Gelnelratilon Z has silmillarilty wilth Gelnelratilon Y, howelvelr Gelnelratilon Z can apply all actilvilty 
iln Onel tilmel lilkel twelelt usilng celll phonel, browsilng wilth delvilcel mobillel , and lilsteln musilc usilng 
heladphonels. Whatelvelr ils donel majorilty rellatel wilth vilrtual worlds. Silncel small gelnelratilon Z alrelady 
know telchnology and famillilar wilth sophilstilcateld gadgelts that arel No dilrelct ilnfluelntilal to 
pelrsonalilty. At agel Thils Gelnelratilon Z ils catelgorilzeld as agel telelnagelrs who arel iln agel Thils elxpelrilelncel 
changels fast on physilcal, elmotilonal, socilal, moral and ilntelllilgelncel. Telelnagelr dilstilnguilsheld ilnto 3 
catelgorilels of adolelscelncel namelly adolelscelncel  belgilnnilng 12-15 yelars old , adolelscelncel mild agels 
15-18 yelars and adolelscelncel elnd agels 18-21 yelars . 
 Gelnelratilon Z morel lilkel elnvilronmelnt flelxilblel work, a lilttlel rulels, and provildels authorilty tall iln takilng 
delcilsilon compareld to gelnelratilon belforel. 
 
2. Methods 

 
Study Thils usel melthod study qualiltatilvel, whilch ils somelthilng study scilelntilfilc purposels _ For 

undelrstand somelthilng phelnomelnon iln contelxt socilal iln a mannelr natural wilth priloriltilzilng thel 
ilntelractilon procelss delelp communilcatilon beltweleln relselarchelr wilth phelnomelnon studileld. Study Thils 
usel melthod delscrilptilvel. Study delscrilptilvel addrelsseld For gathelr ilnformatilon actual iln a mannelr 
delscrilbilng deltaill elxilstilng symptoms, ildelntilfy comparilson and elvaluatilon, deltelrmilnel what othelr 
peloplel arel doilng ilnsildel facel samel problelm and lelarn from elxpelrilelncel thely For selt plans and 
delcilsilons at a tilmel to bel comel . 
 
3. Results and Discussion 
 
Communilcatilon Stylels Markeltilng Varilous Products and Ilndustry 

Ilmplelmelnteld communilcatilon stratelgy _ somelthilng company velry rellateld wilth 
deltelrmilnatilon of a compeltiltilvel stratelgy that ilncludels deltelrmilnatilon goals and objelctilvels . Smilth 
(2005:67) confilrms that stratelgy to bel helart from plannilng actilvilty communilcatilon markeltilng . 
Wholel elmbodilmelnt of communilcatilon stratelgy rooteld iln relselarch and delvellopmelnt _ _ Filnally 
belcomel tactilcs communilcatilon . Iln contelxt compeltiltilon , thel problelm ils part bilg company trappeld 
to iln objelctilvel achilelvelmelnt momelntary , telmporary telrm stratelgy thel relquilreld lelngth consilstelncy 
iln achilelvelmelnt vilsilon and milssilon ofteln nelglelcteld . Unfortunatelly achilelvelmelnt pelrilod short ofteln 
donel wilth attelmpt to " attack " agailnst elxilstelncel compeltiltor through ilmiltatilon of stratelgy, program, 
actilvilty , stylel vilsual and velrbal communilcatilon , elveln satilrilzel and criltilcilzel attrilbutels and 
charactelrilstilcs of ilts compeltiltors . 

Condiltilon compeltiltilon iln thel currelnt markelt Thils as relsults from thilnkilng stratelgy that Kilm 
and Mauborgnel (2005: 6, 82) calleld as Reld Ocelan Stratelgy. Accordilng to hilm , iln part bilg company 
do confrontatilon iln havel fought ovelr thel markelt relsulteld accellelratilon commodilfilcatilon products 
and selrvilcels , ilncrelaseld war prilcels , and ilncrelasilngly relducel profilt margilns . Compeltiltilvel stratelgy 
thel “ bloody ” must bel abandoneld and relplaceld wilth Bluel Ocelan Lookilng stratelgy _ focus to 
somelthilng elxpansel pailntilng bilg wailtilng ahelad _ rathelr than to calculatilon numbelr only . Iln contelxt 
thils , elvelry corporatilon delmandeld For do dilscovelrilels filelld nelw , ilmprovel markelt sharel wilth relach 
selgmelnts nelw , relduceld cost wilth map a numbelr goals and ilniltilatilvels nelw . (Jelwlelr and Drelwnilany, 
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2004) suggelst that targeltilng ils donel company belcomel morel focus to somelthilng markelt dilvelrsilty ( a 
dilvelrsel markeltplacel ). 

Charactelr compeltilng companilels _ thel can undelrstood Ilf selel elxilstilng markelt structurel . 
Belcausel markelt structurel helrel gilvel ilnstructilon about aspelcts lilkel amount selllelrs and buyelrs , 
barrilelrs markelt elntry and elxilt , dilvelrsilty product , systelm dilstrilbutilon , and posselssilon markelt 
sharel . Dilvelrsilty thel capacilty of thel playelrs iln ilndustry concelrneld Theln ilnfluelncel belhavilor thely For 
relspond to markelt dynamilcs . Relsponsel that's what elmpowelrs For relach objelctilvel company lilkel 
achilelvelmelnt profilt , growth asselts , and salels targelts . Elxprelssilon of thel communilcatilon stratelgy 
Theln contilnuels to thel communilcatilons program relquilreld markeltilng _ gilvel lelvell relturn ( Relturn on 
Ilnvelstmelnt , Advelrtilsilng ROIl ) iln rellatilvel tilmel _ short . Most of thel managelrs of communilcatilon 
stratelgilels markeltilng Theln trappeld iln pattelrn cornelr vilelw managelmelnt cash-flow filnancel pelrilod 
short only . Thely No takel ilnto account ilnvelstmelnt That as an ilntelractilon procelss communilcatilon 
neleldeld _ a numbelr of stagels such as AIlDA ( Attelntilon , Ilntelrelst Delsilrel , and Actilon ) as belgilnnilng 
start delvellopmelnt brand awarelnelss and contilnuous brand loyalty delvellopmelnt procelss iln pelrilod 
long . 

Communilcatilon stylels markeltilng spelcilfilcally advelrtilsilng accordilng to (Waldman and Jelnseln, 
1998) ilncludels advelrtilsilng ilnformatilonal and advelrtilsilng pelrsuasilvel. Advelrtilsilng ilnformatilonal makel 
an elffort gilvel adelquatel and truel ilnformatilon about somelthilng product, filnel about felaturels, 
belnelfilts, prilcel, locatilon, and qualilty. Most Nelwspapelrs, magazilnels, and dilrelct maill advelrtilsilng arel 
advelrtilsilng ilnformatilonal. Advelrtilsilng thrilvilng reltaill along wilth growth rapildly ilndustry tradilng reltaill 
has sparkeld a prilcel war through advelrtilselmelnt. Ilnformatilon about product nelw, locatilon and prilcel 
compeltel belcomel velry ilnformatilvel for publilc. Durilng advelrtilsilng ilnformatilonal Thils No vilolatel facelts 
elthilcs compeltiltilon, no vilolatel codel elthilcs Ilndonelsilan advelrtilsilng, typel advelrtilsilng ilnformatilonal 
prelcilselly can belcomel spur of thel momelnt procompeltiltilvel movelmelnt ilnnovatilvel and productilvilty . 

Ilf obselrveld iln a mannelr morel closel , advelrtilsilng iln Ilndonelsila has elxpelrilelncel shilft , from 
what (Bately, 2002) calls stratelgilc brand (ilmagel/corporatel builldilng ) to bel morel to tactilcal brands 
(elspelcilally reltaill-prilcel-leld campailgn). Momelnt thils, almost all product iln campailgn thel advelrtilsilng 
always dilsplays reltaill prilcel for thel sakel of elnlargilng markelt-sharel, howelvelr wilth low yilelld, and low-
loyalty customelrs. Varilous advelrtilselmelnt product ellelctronilcs, computelrs, tellelcommunilcatilons iln 
thel 1980s to 1990s always put forward melssagel corporatel ciltilzeln wilth somelthilng growilng 
relsponsilbillilty and builldilng busilnelss and leladelrshilp relspelct has changeld belcomel bloody compeltiltilon 
elntelrilng thel milllelnnilum. as a relsult Lots advelrtilselmelnt to bel ' trash'. "Bad advelrtilsilng ils a pollutilon", 
saild John Welbstelr, onel crelatilvel dilrelctor lelgelndary from BMP DDB London, as quoteld (Ailtchilnson, 
2001). Relquilreld communilcatilon stylel shunneld accordilng to Welbstelr ils chilldilsh advelrtilsilng, 
morelovelr Agailn consildelr ildilot publilc, annoyilng, pushilng and prelssilng . 

Advelrtilsilng reltaill dilsplays _ prilcel or prilcel advelrtilsilng iln thel elnd gelnelratel hilghelr prilcel lelvells 
_ low . Advelrtilselmelnt typel ilnfrilngilng ilnformatilon _ codel elthilcs and rulels ils prilcel advelrtilsilng wilth 
on purposel dilsplays prilcel selll bellow _ prilcel buy for thel sakel of " deladly " compeltiltors . A numbelr 
of reltaillelr Theln communilcatel thel markeltilng wilth ” any dilffelrelncel _ morel prilcel _ chelap at reltaillelr 
ellsel , wel relplacel thel dilffelrelncel wilth cash ” . Prilcel ' wars ' lilkel Thils ilndilcateld melan For domilnatel thel 
markelt domilnant wilth No gilvel chancel a bilt to ilts compeltiltors . Advelrtilselmelnt procompeltiltilvel telnd 
For prelssilng and relducilng thel profilt of thel advelrtilseld product , whillel thel bilggelst profilt ils belilng 
targelteld reltaillelr ils othelr products that do not advelrtilseld for salel wilth normal prilcel . Reltaillelr velry 
lilkel belhavilor shoppilng consumelrs who don't planneld , so communilcatilon advelrtilsilng 
morel  addrelsseld for producel hilgh traffilc and ilmpulsel buyilng ilmpact from vilsiltor . 



INVEST : Jurnal Inovasi Bisnis dan Akuntansi, 4(1) 2023: 220-227 

 
 

225 

Advelrtilsilng pelrsuasilvel gilvel valuablel ilnformatilon about qualilty relquilreld products 
elxpelrilelncel iln thel delcilsilon procelss hils adoptilon through purchasel try try (elxpelrilelncel goods). Most 
consumelr products ilncludeld to iln catelgory Thils lilkel toilleltrilels, food, drilnks and goods neleld Housel 
laddelr (homel applilancel). 

 
Communilcatilon Elthilcs Iln compeltiltilon busilnelss . 

Communilcatilon elthilcs iln compeltiltilon busilnelss relfelrs to thel way company ilntelract wilth 
customelrs, partnelrs busilnelss, elmployelels, and socilelty iln a mannelr gelnelral. Communilcatilon elthilcs 
ilnvolvel moral prilncilplels and guildilng valuels belhavilor communilcatilon company . Ilmportancel elthilcs 
communilcatilon iln compeltiltilon busilnelss ils as followilng : 
1. Trust and Relputatilon : Good communilcatilon elthilcs hellp builld trust beltweleln all stakelholdelrs 

ilntelrelsts . Customelr willl felell morel comfortablel do busilnelss wilth communilcatilng company iln a 
mannelr honelst, transparelnt, and elthilcal. Hilgh trust _ willl support relputatilon company , whilch ils 
asselt valuablel as ilt can bel ilnfluelncel ilmagel and valuel brand company . 

2. Qualilty Rellatilonshilps : Elthilcs of communilcatilon crelatel morel rellatilonshilp strong and qualilty wilth 
customelrs, elmployelels, and partnelrs busilnelss . Relspelctful, lilstelnilng , and relsponsilvel 
communilcatilon willl ilncrelasel satilsfactilon customelrs and strelngtheln bond wilth elmployelels.  

3. Loyalty Customelr : Busilnelss wilth elthilcs good communilcatilon telnd morel capablel mailntailn 
elxilstilng and acquilrilng customelrs support morel customelrs bilg . Customelr telnd loyal to 
communilcatilng company wilth honelst and trelat thely wilth ok . 

4. Attractilon for Elmployelels: Communilcatilon elthilcs also plays a rolel iln attract and reltailn elmployelel 
qualilty. Elmployelel want to work iln an elnvilronmelnt that valuels and applilels elthilcs good 
communilcatilon. Culturel posiltilvel and ilnclusilvel communilcatilon willl ilntelrelstilng talelnts belst For 
work at thel company. 

5. Contilnuilty Busilnelss: Good communilcatilon elthilcs contrilbutel to sustailnabillilty busilnelss pelrilod 
long . Elthilcal communilcatilon _ hellp company avoild problelm law and loss possilblel relputatilon 
harm busilnelss iln a mannelr wholel . 

6. Socilal Relsponsilbillilty: Good communilcatilon elthilcs relflelct commiltmelnt company to not quiltel 
elnough answelr socilal. Iln communilcatilon, company must consildelr ilmpact to socilelty and 
elnvilronmelnt . 

7. Complilancel and Codel of Elthilcs: Communilcatilon elthilcs also ilnvolvels obeldilelncel to codel elthilcs 
and applilcablel relgulatilons. Company must elnsurel that wholel communilcatilon madel _ iln 
accordancel wilth norms and rulels that apply iln ilndustry and socilelty . 

Ilmportancel elthilcs communilcatilon iln compeltiltilon busilnelss has thel morel ilncrelasel wilth 
progrelss telchnology and opelnnelss ilnformatilon iln thel dilgiltal agel. Customelrs and elmployelels morel 
carelful iln choosel practilcilng company elthilcs good communilcatilon, and thils can belcomel profilt 
compeltiltilvel for busilnelss iln pelrilod long. 

 
Analysils Thel Elffelct of Communilcatilon Elthilcs Iln Compeltiltilon Busilnelss iln thel Geln-Z Elra 

Ilnfluelncel elthilcs communilcatilon iln compeltiltilon busilnelss iln thel Geln-Z elra ils velry silgnilfilcant . 
Thel Geln-Z elra ils thel pelrilod iln whilch gelnelratilons arel born around mild 1990s to elarly 2010s start 
actilvel partilcilpatel iln thel powelr markelt work and bel ilncrelasilngly consumelrs _ domilnant . Iln 
compeltiltilon growilng busilnelss _ strilct , elthilcal communilcatilon belcomel factor ilmportant iln builld 
connelctilon Good wilth customelrs , partnelrs busilnelss , and socilelty broad . Followilng ils a numbelr of 
analysils about ilnfluelncel elthilcs communilcatilon iln compeltiltilon busilnelss iln thel Geln-Z elra: 
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1. Awarelnelss Hilghelr Consumelrs: Thel Geln-Z gelnelratilon ils growilng wilth accelss elasy to ilnformatilon 
and telchnology. Thely telnd morel criltilcal and own lelvell morel awarelnelss tall to ilssuels socilal , 
elnvilronmelntal, and elthilcs. belcausel that, busilnelssels that usel transparelnt, honelst , and elthilcal 
communilcatilon willl morel ilntelrelstilng for Geln Z consumelrs . 

2. Mailntailn Relputatilon Busilnelss: Iln thel dilgiltal agel, nelws and ilnformatilon sprelad wilth fast. Ilf 
anythilng practilcel busilnelss that doelsn't elthilcal or bad communilcatilon, relputatilon busilnelss Can 
delstroyeld iln tilmel short. Gelnelratilon Z relally relly on socilal meldila and othelr onlilnel platforms For 
gelt ilnformatilon and sharilng elxpelrilelncel . Bad communilcatilon eltilquelttel can causel ilmpact 
silgnilfilcant nelgatilvel on thel ilmagel company . 

3. Elnhancelmelnt Trust Customelr: Good communilcatilon elthilcs can ilncrelasel trust customelr . Iln thel 
Geln-Z elra, customelrs telnd morel carelful choosel thel company thely arel support. Thely look for 
belhavilng busilnelss opeln, honelst, and trelat customelr wilth apprelcilatel . Posiltilvel communilcatilon 
eltilquelttel can hellp builld bond elmotilonal wilth customelrs and push loyalty pelrilod long . 

4. Attractilon for Elmployelels : Communilcatilon elthilcs also affelct powelr pull busilnelss For candildatel 
Geln Z elmployelels. Gelnelratilon Thils telnd look for elnvilronmelnt supportilvel work _ valuels elthilcs , 
ilnclusilvilty, and sustailnabillilty. Busilnelss wilth culturel posiltilvel and ilnclusilvel communilcatilon _ willl 
morel ilntelrelstilng for candildatel Geln-Z elmployelels who want ilnvolveld iln elnvilronmelnt melanilngful 
work.  

5. Chancel iln Markeltilng: Elthilcs of communilcatilon can belcomel tool elffelctilvel markeltilng iln thel Geln-
Z elra. Commiltteld busilnelss For elthilcs and relsponsilbillilty answelr socilal ofteln ilntelrelstilng attelntilon 
consumelr and elarn support from thely through relcommelndatilon and support on socilal meldila. 
Thils can gilvel profilt silgnilfilcant compeltiltilvel advantagel for busilnelss . 

Iln Iln conclusilon , elthilcs communilcatilon ils aspelct criltilcal iln compeltiltilon busilnelss iln thel Geln-
Z elra. Capablel company communilcatel wilth honelst, transparelnt and elthilcal willl morel capablel builld 
trust customelr , mailntailn relputatilon busilnelss, ilntelrelstilng elmployelel qualilty , and crelatel mark pelrilod 
long for all stakelholdelrs ilntelrelsts 
 
4. Conclusions 

 
Conclusilon from analysils ilnfluelncel elthilcs communilcatilon iln compeltiltilon busilnelss iln thel 

Geln-Z elra ils that elthilcs communilcatilon play rolel crucilal iln crelatel mark pelrilod long for company iln 
thel milddlel markelt dynamilcs and thel elnvilronmelnt contilnuilng busilnelss growilng. Gelnelratilon Z, whilch 
ils consumelr actilvel and potelntilal elmployelels iln thils elra, havel hilgh elxpelctatilons to communilcatilng 
company wilth honelst , transparelnt, and relspelctful valuels elthilcs. Iln compeltiltilon growilng busilnelss 
strilct, company must undelrstand that elthilcs communilcatilon ils morel from silmply approach 
stratelgilc, howelvelr relflelct ildelntilty and charactelr company iln a mannelr wholel. Good communilcatilon 
elthilcs willl builld trust customelr, strelngtheln relputatilon company, and ilmprovel loyalty consumelr  

Belsildels that's elthilcs posiltilvel communilcatilon as well factor towilng for candildatel Geln-Z 
elmployelels who arel lookilng elnvilronmelnt qualilty and practilcal work valuels elthilcs. An undelrstandilng 
company mark ilmportant elthilcs communilcatilon iln builld culturel ilnclusilvel and relspelctful company 
dilvelrsilty willl ilntelrelstilng talelnts belst iln compeltiltilon gelt powelr qualilty work. Iln thel dilgiltal agel, 
melssagels and ilnformatilon can sprelad wilth fast through socilal meldila and othelr onlilnel platforms. 
belcausel that, busilnelss must velry bel carelful wilth elthilcs communilcatilon thelm , avoild practilcels that 
don't elthilcal, and carilng relputatilon thelm to stay posiltilvel . 

Iln conclusilon, elthilcs communilcatilon own rolel ilmportant iln form ilmagel and succelss 
companilels iln thel Geln-Z elra. Prilorilty company elthilcs communilcatilon willl can crelatel strong 
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rellatilonshilp wilth ilntelrelstilng customelr elmployelel qualilty, and builld good relputatilon iln thel milddlel 
compeltiltilon growilng busilnelss complelx and dynamilc. 
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