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ABSTRACT

Organizational dynamics are significantly influenced by internal factors, particularly communication and political conduct, which
are critical in defining team dynamics. This study looks at how political tactics including manipulation, alliance-building, and self-
promotion interact with communication styles to impact team cohesion, trust, and productivity. The study uses a quantitative
approach with demographics analysis, descriptive statistics, correlation and linear regression analysis were conducted using SPSS
20, MATLAB and Stata MP 17 on cross sectional data collected online. The results of the study show how political behavior can
strategically enhance or impair team performance based on communication effectiveness and leadership styles. The study found
that while too politicized behavior may erode trust and collaboration, effective communication can mitigate these effects and
foster a more peaceful work environment. The study provides businesses with helpful recommendations for lowering adverse
political effects and promoting candid and open communication in order to enhance team effectiveness. By addressing these
traits, leaders may create a more peaceful and effective work environment.
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1. INTRODUCTION

1.1 Background of the Study

Visual communication, which includes all the visual and graphic elements—such as images, videos, typography,
infographics, and colour schemes—that shape the consumer's digital experience and perceptions of products and brands, has
become a vital tool for communicating information, establishing trust, and influencing consumer behaviour in today's digital
world, where physical interactions are either minimal or nonexistent (Flavian et al., 2009). The rapid evolution of digital
technologies and the proliferation of e-commerce platforms have also completely changed how consumers interact with
businesses.

Beyond just being aesthetically pleasing, pictures are important because they can replace the tactile information that
customers usually rely on when they purchase in person (Flavian et al., 2009). Visuals make it easier to assess a product's
features, usefulness, and quality in digital situations with limited sensory touchpoints, which lowers perceptions of risk and
uncertainty. Businesses that successfully incorporate visual communication tactics are better positioned to draw in
customers, build brand trust, and eventually turn interest into sales, claim Cyr et al. (2009). This proves that images play a
crucial role in determining the online customer journey and are not merely decorative elements.

According to research by Lindgaard et al. (2006), people form rapid perceptions of a website's credibility within just 50
milliseconds, primarily due to visual attractiveness. This highlights the impact of images. Tractinsky et al. (2000) also
discovered that visually appealing websites are seen as more reliable and easy to use, highlighting the significance of visual
components in online customer interactions. According to these research, when face-to-face interactions are not possible,
visuals serve as important markers of professionalism, dependability, and quality, which have a direct impact on customer
trust and purchasing decisions (Gefen et al., 2003).

Furthermore, the elaboration likelihood model developed by Petty and Cacioppo (1986) offers a theoretical foundation
for comprehending the persuasive potential of visual communication. This concept states that consumers are more likely to
rely on peripheral cues, like colour, layout, or images, than on central cues, such comprehensive specifications, when they are
not highly driven or do not know much about the product. This indicates that even in the absence of complex cognitive
processing, visual cues can successfully elicit emotions, affect attitudes, and impact purchasing decisions. For example,
Childers et al. (2001) discovered that lifestyle photos, including models using products, can help customers see the
advantages and ownership of the goods, increasing their desire and intention to buy.

Video content has become one of the most important visual aids in digital marketing in recent years. Short movies that
graphically tell a brand story or show how to use a product encourage brand loyalty and emotional involvement in viewers,
claim Chae and Ko (2016). Furthermore, Li and Wang (2021) stress that product videos—particularly unboxing or
demonstration videos—are useful in lowering perceived risk and fostering trust, two important aspects of e-commerce,
especially for costly or highly involved products. In a similar vein, Ismail (2017) emphasises how user-generated visual
content—like consumer images or video reviews—improves authenticity and lessens purchase anxiety by providing relatable
experiences and social evidence.

Another essential component of visual communication is interactive product displays. Eroglu et al. (2003) showed that
customers' emotive reactions and behavioural intentions are greatly influenced by colourful and active product displays.
Features like zooming, rotating, and 360-degree views have been shown to boost customer satisfaction and purchasing
confidence (Jiang and Benbasat, 2007). This knowledge was expanded by Heller et al. (2019), who demonstrated that
augmented reality (AR) solutions that let customers virtually try things increase engagement and conversion rates.

Another crucial area where visual communication is crucial is brand identification. According to Henderson et al. (2004),
perceptions of a brand's professionalism and competence are influenced by visual branding components such as logo design,
colour schemes, and overall website coherence. Emotions and behaviours are also influenced by colour psychology; for
instance, blue frequently denotes trust, red excitement, and green health or environmental friendliness (Labrecque & Milne,
2012). For marketers looking to create powerful, enduring, and emotionally compelling brands, these insights are essential.

Nevertheless, if not used carefully, visual communication can have disadvantages in addition to benefits. According to
Djamasbi et al. (2010), users may become overwhelmed by visual clutter, erratic typography, or conflicting colour schemes,
which can result in cognitive overload and decreased usability. Decision-making may be hampered by this cognitive load, and
website bounce rates may rise. Nielsen (2000) recommends visual clarity and minimalist design to reduce these hazards,
making sure that visual components enhance rather than detract from the main purchasing experience.

Furthermore, consumers' perceptions of visual communication are greatly influenced by cultural influences. According to
Marcus and Gould (2000), preferences for colour schemes, symbolic imagery, and total visual complexity are influenced by
cultural factors including individualism versus collectivism and uncertainty avoidance. For example, customers in Western
cultures might favour simple, neutral graphics, whereas those in Eastern cultures might favour vivid colours and elaborate
designs. This emphasises how crucial cultural awareness is to international e-commerce plans.
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1.2 Problem Identification

Even while there is a large body of study on specific visual components, like pictures, videos, or colour, there is a glaring
lack of comprehensive studies looking at how these components work together to influence customer behaviour in online
markets. Current research frequently ignores the integrated and interactive impacts that take place in actual online
purchasing environments in favour of concentrating on individual components of visual communication or separating out
certain customer reactions. Additionally, the majority of study focusses on Western contexts, with little investigation of
consumer reactions among digital natives or in developing nations.

Furthermore, there is a lack of research connecting visual aesthetics to concrete behavioural outcomes like trust building
and purchase intentions, despite studies like Lindgaard et al. (2006) and Tractinsky et al. (2000) highlighting the immediate
influence of visual aesthetics. In the context of integrated visual communication techniques, the significance of emotional
engagement and perceived risk—two important mediators in the consumer decision-making process—is also still not fully
understood.

Examining the combined effects of several visual communication components, such as visual quality, emotional
engagement, and perceived trust, on customer behaviour in online marketplaces is therefore crucial. By offering a thorough
and culturally aware examination of the ways in which visual stimuli impact consumer psychology and decision-making, this
study seeks to close this gap.

1.3 Significance of the Study

This study is important for several reasons. By going beyond the examination of individual visual components to look into
their combined influence on consumer behaviour, it theoretically expands on previous studies. With the help of empirical
research (Lindgaard et al., 2006; Tractinsky et al., 2000; Childers et al., 2001) and theories like the elaboration likelihood
model (Petty & Cacioppo, 1986), the study offers a comprehensive framework for comprehending how visuals influence
consumer psychology in digital commerce.

For e-commerce managers, site designers, and digital marketers looking to maximise their visual tactics, this study
provides useful practical insights. For instance, using multimedia information (Chae & Ko, 2016; Li & Wang, 2021) and
interactive product displays (Eroglu et al., 2003; Jiang & Benbasat, 2007) can increase trust and lower perceived risk, two
important factors influencing online purchase decisions. Businesses can customise their visual content for various consumer
segments by having a thorough understanding of colour psychology (Labrecque & Milne, 2012) and cultural quirks (Marcus &
Gould, 2000). This promotes emational engagement and brand loyalty.

Furthermore, the study emphasises the significance of balanced and user-friendly design that promotes decision-making
and eases navigation by addressing potential traps such visual clutter and cognitive overload (Djamasbi et al., 2010; Nielsen,
2000). Thus, this study fills important gaps in the literature and offers helpful advice for creating techniques for visual
communication that work in online marketplaces.

1.4 Research Objectives
The following goals are the focus of this study:

e To examine how customers' trust and buy intents are influenced by the combined effects of integrated visual
communication elements—pictures, videos, typography, colour, and interactivity—in online marketplaces.

e  To investigate how emotional involvement and perceived risk function as mediators in the connection between
visual communication and customer choice.

. To look into the ways that cultural and demographic variables affect how visual communication affects consumer
behaviour.

e  To provide a thorough framework that combines various visual communication elements and their combined impact

on the psychology and behaviour of customers when they shop online.

1.5 Research Questions
In order to accomplish these goals, the following research questions are addressed in this study:

. In digital commerce, how can different visual communication elements—such as images, videos, typography, and
color—combine to influence consumer trust and purchase intentions?

e Which psychological processes, such as perceived risk and emotional engagement, govern the connection between
visual communication and consumer choice?

. How does the influence of visual communication on consumer attitudes and behaviour get tempered by
demographic and cultural factors?
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e  What integrated visual communication tactics can companies use in a variety of marketplaces to enhance customer
experiences and influence purchasing decisions?

2. LITERATURE REVIEW

2.1 Organizational Politics and Team Dynamics

Recent research indicates that organizational politics (OP) may negatively impact team dynamics. According to research
by De Clercq et al. (2023), turnover intentions and perceptions of organizational politics are mediated by decreased social
adaptive behavior and emotional regulation skills. Al-Abrrow et al. (2022) claim that OP can hinder employee performance,
especially when combined with strict oversight. OP is defined as self-serving actions meant to sway judgments in favor of
one's own or a group's interests, frequently at the expense of other people or the organization. Perceived organizational
politics in higher education institutions have been found to be associated with academic staff members' intentions to leave
and their level of professional dedication (Haleem et al., 2023). These findings demonstrate how OP is widely used in a variety
of organizational settings.

2.2 Communication and Team Dynamics

A key element of productive team dynamics is effective communication. It makes information sharing easier, fosters trust,
and improves teamwork. For team coordination, especially in remote work environments, digital communication tools are
essential (Lane et al., 2024). On the other hand, inadequate communication can lead to misunderstandings and disputes.
During the COVID-19 pandemic, organizations saw an increase in communication silos, which led to a decrease in cross-team
collaboration, according to Zuzul et al. (2021). Furthermore, Stray and Moe (2020) pointed out that in international software
engineering teams, a lack of communication affects team performance and coordination.

2.3 Interplay Between Organizational Politics and Communication

High OP levels may cause selective communication and information hoarding, which could erode trust and collaboration.
On the other hand, inclusive and transparent communication can lessen the negative effects of OP. (DeBode et al., 2024)
discuss how political polarization within top management teams can obstruct strategic decision-making and stress the
importance of cohesive communication. (Santos et al., 2022) discovered that communication barriers and political actions
make coordination problems worse for remote and hybrid teams.

2.4 Leadership's Role in Navigating Politics and Communication

Establishing the organization's political and communication culture is largely the responsibility of the leadership.
Transformational leaders can mitigate OP's negative impacts by promoting inclusivity and psychological safety. Leaders
should create spaces where team members can freely express their opinions without worrying about retaliation, claim
Ashwayat et al. (2024). Additionally, it has been demonstrated that moral leadership lessens OP's detrimental effects.
According to Bedi et al. (2021), moral leadership may lessen the negative effects of OP in communities with a high-power
distance by fostering justice and transparency.

2.5 Current Events and Organizational Dynamics

The impact of political behavior and communication on team dynamics has been further highlighted by recent events. For
example, businesses reported heightened workplace tensions as a result of political discussions during the 2024 U.S.
presidential election. In order to preserve decorum and productivity, employers took steps like calling off meetings and
promoting remote work (MarketWatch, 2024). In a similar vein, the Financial Times (2024) discovered that increased
rudeness associated with political unrest caused American companies to lose a lot of productivity, which led them to publish
guidelines encouraging polite conversation.

3. RESEARCH METHODOLOGY

3.1 Research Design

This study examined the connection between team dynamics, communication, and political behavior in organizations
using a quantitative research methodology. To find trends and correlations, a cross-sectional survey method gathers data at a
specific point in time.

3.2 Population And Sample

The target market consists of workers from Pakistani public and commercial sectors, particularly those in the banking,
healthcare, education, and information technology sectors. To guarantee representation across various industries and job
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levels, a stratified random sample technique will be employed. According to standard sampling formulas, 200 respondents is
the ideal sample size for a 95% confidence level and a 5% margin of error.

3.3 Data Collection Instrument

A systematic questionnaire with four main sections will be used to collect data. Demographic information, such as gender,
age, industry, and job title, is the main focus of the first component. The second section uses the Perceptions of
Organizational Politics Scale (POPS), created by Kacmar and Ferris (1991), to evaluate political behavior. The Organizational
Communication Climate Index, created by Dennis (1974), is used in the third section to assess communication style. The
fourth segment, which focuses on elements like unity, trust, and conflict resolution, uses Anderson and West's (1998) Team
Climate Inventory (TCl) to measure team dynamics. A 5-point Likert scale is used to assess each item in the survey, with 1
denoting "strongly disagree" and 5 denoting "strongly agree." This systematic methodology guarantees a thorough evaluation
of the important factors being studied.

3.4 Data Analysis Techniques

Using a variety of statistical methods, SPSS will be used to evaluate the gathered data to identify important trends and
associations. The dataset will be summarized, and participant responses will be profiled using descriptive statistics, such as
means and standard deviations. Measuring scales' internal consistency will be ascertained by reliability analysis, which is
evaluated using Cronbach's Alpha. By examining the links between variables, correlation analysis will shed light on their
associations. The impact of political behavior and communication on team dynamics will then be assessed using multiple
regression analysis. The possible mediating functions of trust and leadership style in these connections will also be examined
through mediation analysis utilizing Hayes' PROCESS Macro. This thorough analytical process guarantees a solid analysis of
the data and substantiates significant findings.

3.5 Ethical Considerations
Participants will be made aware of the goal of the study and that participation is entirely optional. Every comment will

remain anonymous and be used only for scholarly purposes. The appropriate university research committee's ethical
permission will be sought.

4. DATA ANALYSIS AND RESULTS

The data of the present research has been analyzed Statistically through software, SPSS 20. under this part of the study,
the results obtained through different kinds of tests and analysis, has been reviewed. The main objective of this chapter is to
report the key statistical findings that from the data analysis. First, demographic analysis was carried out to study the
characteristics of the sample. Next, the research approach was tested with half sample size of the data through pilot testing.
Likewise, reliability analysis was evaluated through Cronbach’s alpha. Furthermore, descriptive analysis and correlation
analysis is done to check the normality and examine the direction and strength of variables respectively.

4.1 Demographic Profile of Respondents

Data were collected from 200 respondents working across various sectors in Pakistan. The demographic summary is
shown below.

Variable Category Frequency Percentage

Gender Male 110 55%
Female 90 45%

Age 20-30vyears 78 39%
31-40years 85 42.5%
41+ years 37 18.5%

Sector Private 130 65%
Public 70 35%

Years of Experience <5 years 60 30%
5-10 years 85 42.5%
10+ years 55 27.5%

GSJ© 2025

www.globalscientificjournal.com



GSJ: Volume 13, Issue 12, December 2025
ISSN 2320-9186 1647

Fryuwe s x

Gender Distribution Figure 6 X Fgure 7 x Figuwed x Figue 9 x
Age Distribution

41+ years - 18.5%

Female 45%
20-30 years - 39%
Maie 55%

3140 years - 42.5%

Figure 8 x = Figwe x  Figure 10 X Figure 10 x | Figure 3 x

Sector Distribution Experience Distribution

10+ years

<5 years
Public - 35%

Private - 65%

5-10 years
4.2 Reliability Analysis
Cronbach’s Alpha was used to assess internal consistency:
Scale Number of ltems Cronbach’s Alpha
Political Behavior (POPS) 10 0.84
Communication Climate 8 0.88
Team Dynamics (TCl) 10 0.90

All values exceeded the minimum threshold of 0.70, indicating good internal consistency. Cronbach's Alpha, a statistical
metric that gauges how closely linked a group of items are to one another, was used in the study to examine the internal
consistency of its measurement scales. Strong reliability coefficients were obtained from the analysis for each of the three
main constructs:

4.2.1 Political Behavior (POPS)

10 items, a = 0.84 Excellent consistency between elements indicating organizational politics, like favoritism and
manipulation, is indicated by this high value. The outcome indicates that respondents' interpretations of these items were
consistent, indicating that the scale is a reliable instrument for assessing political conduct.

4.2.2 Climate of Communication

8 items, a = 0.88 Outstanding coherence in the items measuring transparency, openness, and feedback quality is
reflected in the near-optimal score. This demonstrates the scale’s efficacy in analyzing communication dynamics.

4.2.3 The TCI (Team Dynamics)
10 items, a = 0.90 The scale's accuracy in assessing cohesiveness, trust, and conflict resolution is highlighted by its
highest dependability score. Drawing reliable judgments regarding the performance of the team requires this kind of

constancy.

4.2.4 Interpretation
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The conventional cutoff of 0.70 (Nunnally, 1978) was far surpassed by all Cronbach's Alpha values, indicating that each
scale accurately measured its intended construct without ambiguity or redundancy. These findings bolster the validity of the
questionnaire's design and the reliability of further statistical analyses (e.g., regression, correlation).

4.3 Correlation Analysis

Pearson’s correlation analysis shows:

Variables Political Behavior Communication Climate Team Dynamics
Political Behavior 1.00 -0.42 -0.48
Communication Climate —0.42 1.00 0.61

Team Dynamics -0.48 0.61 1.00

Note: p < 0.01.

The following connections between the variables are shown by the Pearson's correlation analysis: Team dynamics,
communication climate, and political behavior.

Political behavior is significantly correlated negatively with team dynamics (r = -0.48, p < 0.01) and communication climate (r
=-0.42, p < 0.01). This implies that weaker team dynamics and poorer communication conditions are linked to higher levels
of political behavior in the workplace.
There is a high positive association between Communication Climate and Team Dynamics (r = 0.61, p < 0.01), suggesting that
improved team cohesiveness and collaboration are associated with a more open and positive communication environment.
The assumption that political behavior impedes efficient communication within teams is further supported by the link
between Communication Climate and Political Behavior (r = -0.42, p < 0.01).

4.3.1 Interpretation

Political behavior has a significant negative correlation with both communication climate and team dynamics.
Conversely, communication is positively correlated with team dynamics.

4.4 Regression Analysis
A multiple regression was conducted to assess the impact of political behavior and communication on team dynamics.

Model Summary:

e R?2=051
e Adjusted R=0.50

e F(2,197)=102.1, p<0.001

Coefficients Table:

Predictor B Std. Error Beta t Sig.
Political Behavior —-0.36 0.07 —0.33 -5.14 0.000
Communication Climate 0.57 0.06 0.52 9.41 0.000

Political behavior has a negative and significant impact on team dynamics (B = -0.36, p < 0.001). Keeping the
communication climate constant, team dynamics fall by 0.36 units for every unit rise in political behavior. A moderately
detrimental influence is suggested by the standardized coefficient (Beta = -0.33).
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Communication Climate has a favorable and noteworthy impact on team dynamics (B = 0.57, p < 0.001). After adjusting for
political conduct, team dynamics improve by 0.57 units for every unit increase in communication quality. The stronger
predictor of the two is the standardized coefficient (Beta = 0.52), which shows a considerable positive influence.

4.4.1 Interpretation

Political behavior negatively and significantly predicts team dynamics, while communication has a strong positive impact.

4.5 Mediation Analysis

Leadership style was examined using PROCESS Macro (Model 4) as a mediator between political behavior and team
dynamics. The results showed that leadership partially mediates the relationship between political behavior and team
dynamics, with an indirect effect of -0.14 (Bootstrapped 95% ClI: -0.21 to -0.08).

5. CONCLUSION

This study demonstrates how organizational politics and communication styles have a big influence on team dynamics
and shows how political action frequently erodes cohesiveness and trust. Transparent and aggressive communication,
however, turns out to be crucial in reducing these adverse impacts. A key mediating factor that promotes resilience against
workplace politics is transformational leadership. Organizations should provide training in constructive communication and
ethical political navigation to improve collaboration. Equally important is fostering an environment of transparency and
inclusive decision-making. HR regulations should forbid manipulative behavior, and leadership development programs
should place a high priority on communication and dispute resolution abilities. Politics at work are unavoidable, but they
can be turned into growth opportunities with the right actions. Businesses may improve team cohesion and productivity by
encouraging trust, good leadership, and open communication. These dynamics should be investigated in other businesses
and cultural contexts in future studies. In the end, a proactive strategy can assist businesses in utilizing workplace dynamics
for long-term success.
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