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Revised: 26 May 2025 image of energy companies in the Sultanate of Oman. Its objective is to delineate the principal
challenges associated with CSR within the Omani energy sector while investigating the
determinants that facilitate its adoption. Through a thorough review of extant scientific literature
and empirical studies, the research underscores pivotal issues related to the implementation of
advanced CSR practices within the industry. The investigation utilizes a range of methodologies,
including situational and comparative analyses, in conjunction with the scrutiny of pertinent
documents and statistical data. By elucidating the dynamics of CSR within this particular
context, the paper aspires to yield insights into how efficacious CSR initiatives can constructively
affect corporate image and public perception. The anticipated findings are poised to enrich the
ongoing discourse surrounding sustainable business practices in the energy sector, accentuating
the significance of CSR as a strategic mechanism for enhancing corporate reputation and
cultivating stakeholder trust in Oman. Ultimately, this research endeavors to enlighten energy
companies regarding the critical importance of embedding social responsibility within their
operational frameworks, thus fostering a more sustainable and socially conscious energy
industry in the region.
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INTRODUCTION

The responsibilities expected of businesses have evolved significantly alongside the growing awareness of consumers.
In light of both national and international developments, Corporate Social Responsibility (CSR) is increasingly
recognized as a vital component of policy agendas at both national and transnational levels. A broader spectrum of
businesses is now integrating CSR strategies into their core business models. The formal discourse surrounding social
responsibility has largely emerged in the twentieth century, particularly over the last Fifty years. In the past 10 years,
Sultanate of Oman has shown a heightened interest in CSR, with substantial evidence indicating that both scholars
and practitioners are seriously engaging with this social issue, often through formal writings, research initiatives,
conferences, and consultancy efforts. Energy companies are increasingly compelled to address the escalating societal
challenges, such as resource scarcity, climate change, pollution, and employment issues. Citizens, along with
environmental and governmental organizations, regard the environmental and social responsibilities of energy
companies as an obligation. Consequently, corporate social responsibility (CSR) has become a necessity for these
companies. It is essential for organizations within the energy sector to comprehend the social, environmental, and
economic repercussions of their operations across all affected regions. The motivations for CSR in the energy sector
stem from a combination of incentives and mandates, which can be classified into three categories: economic, social,
and political drivers. This paper explores the evolution of corporate social responsibility within the energy sector,
identifying and characterizing critical issues, recognizing the driving forces, and discussing the significant challenges
associated with the implementation of advanced corporate social responsibility practices.
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Corporate Social Responsibility in Oman has evolved significantly since the country's renaissance in 1970. The
traditional concept of social responsibility in Oman was deeply rooted in Islamic principles and tribal customs, where
businesses were expected to contribute to community welfare (Al-Lamki, 2016). In the 1990s, formal CSR initiatives
began taking shape with the establishment of large corporations in Oman. Petroleum Development Oman (PDO) was
among the pioneers in implementing structured CSR programs, focusing on community development and
environmental protection (Al-Shagsi & Khan, 2019). The Omani government's Vision 2020, launched in 1995, played
a crucial role in promoting CSR by encouraging private sector participation in social development. This was further
strengthened by Vision 2040, which emphasizes sustainable development and social responsibility (Al-Rashdi & Al-
Azri, 2021). According to Moideenkutty et al. (2018), Omani companies primarily focus their CSR activities on
education, healthcare, environmental sustainability, and SME development. The study found that 76% of listed
companies in Muscat Securities Market engaged in some form of CSR activities. The legal framework for CSR in
Oman was enhanced in 2016 when the Capital Market Authority introduced mandatory CSR reporting for listed
companies. This regulation required companies to disclose their social initiatives and environmental impact (Al-
Bulushi & Ramachandran, 2022). Recent research by Al-Jahwari and Budhwar (2023) indicates that Omani
corporations are increasingly aligning their CSR strategies with international standards while maintaining local
cultural sensitivity. The study highlights how local companies are balancing global CSR practices with Omani values
and traditions.

The demand for energy is on the rise in both developed and developing nations. Concurrently, there is increasing
pressure regarding climate change, which is closely linked to the efficiency of energy resource utilization. All sectors
of business are affected by escalating societal challenges; however, companies within the energy sector are
particularly urged to address social and environmental concerns that significantly impact public health and ecological
stability. Energy firms are increasingly compelled to align their corporate social responsibility (CSR) strategies with
the demands of their external environments. It is widely acknowledged that energy is vital for social and economic
advancement in both developed and developing regions. Furthermore, energy supply, particularly electricity, must
cater to the needs of a burgeoning population projected to reach 9 billion by 2050, while also facilitating economic
growth and industrial revitalization.

However, Corporate Social Responsibility (CSR) within energy companies in the Sultanate of Oman has evolved
significantly over the years, reflecting a growing awareness of the importance of sustainable practices and community
engagement. The history of CSR in Oman’s energy sector can be traced back to the early 2000s, with companies like
Oman Liquefied Natural Gas Company LLC (Oman LNG) and Oman India Fertilizer Company (OMIFCO) leading
the way in implementing CSR initiatives. The evolution of CSR in Oman’s energy sector reflects a broader global trend
where companies are increasingly held accountable for their social and environmental impacts. This shift is crucial
for fostering sustainable development and ensuring that the benefits of energy production extend beyond profit
generation to include positive societal outcomes. In conclusion, the history of CSR within energy companies in Oman
demonstrates a commitment to responsible business practices, although there is still room for improvement in terms
of strategic implementation and stakeholder engagement.

CONCEPTUAL FRAMEWORK
Corporate Image

All the organizations have unique image, and this image is formed on the basis of perception of its stakeholders,
whether the organization does good jobs for them or not to do but the image of each organization would be “unique”
in nature. To the greatest extent, this image influence stakeholders’ reactions to specific corporate actions, products
or stores. Corporate image are exclusively perceived as the mental image of an organization. Which are constituted
bases on perceiving characteristics of the organization is what we refers to as the “Corporate image”. Corporate image
is an overall perception of the company held by different segments of the public.
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Stakeholders’ Trust

Through this definition, there are two main key phrases that are keenly understandable. The first is “Overall
perception” and second one is “Different segments”. Overall perception is developed through what the organization
is likely to do for its stakeholders in terms of benefits, what the benefits the stakeholders seek in the view of
stockholder, board director, employee, supplier, channel members, customer and community. That contributes to
overall perception of these stakeholders. Second one is the how the organization deals in the different segment of
public where the organization encounters with the stakeholders.

Since a corporate’s image affects stakeholders’ behavior, organizations strive to develop and manage their image for
several reasons, including just like as to excite the sales, establishing company goodwill, creating and developing
employee identity, inspiring investor for investing their money for seeking their benefits, influencing financial
institutions. Whenever fund is required, the fund from a financial institution can be arranged, maintain positive
relation with the community, government, special interest groups and other opinion leaders and caring position
having showed competitive advantage.

1. Three Pillars of Corporate Social Responsibility in the Energy Sector

It can be asserted that Sultanate of Oman exemplifies robust culture of Corporate Social Responsibility (CSR)
globally. This is evidenced by the Oman Government recent efforts to formalize its interpretation of CSR. Access to
high-quality and reliable energy, along with decreasing energy costs and enhanced efficiency, is essential for
sustaining economies and ensuring high living standards. Nevertheless, the energy sector is also a significant
contributor to air and water pollution and ranks among the largest sources of greenhouse gas emissions, which
exacerbate climate change. Indeed, few industrial sectors possess such a dual capacity to drive economic and social
advancement while simultaneously posing substantial risks to both people and the environment, particularly in the
realm of electricity.

Social Issues. In the contemporary business landscape, social responsibility has emerged as the most recent
dimension of Corporate Social Responsibility (CSR), garnering increased attention in recent times. An expanding
number of organizations are actively engaging in the resolution of social issues. Social responsibility encompasses
the obligation to account for the social impacts that a company has on individuals, both directly and indirectly. This
responsibility extends to employees, supply chain partners, the local community, and customers. It signifies the
management's duty to make decisions and undertake actions that enhance the welfare and interests of society
alongside those of the organization itself. Organizations rely on the stability, health, and prosperity of the
communities in which they operate. The reputation of an organization within its locality, its standing as an employer
and producer, as well as its role in the community, significantly affects its competitive edge. Furthermore, being
accountable to customers positively influences the company's profitability. Organizations should provide their
customers with information regarding incentives and guidance aimed at reducing energy consumption and
greenhouse gas emissions.

Environmental concerns have been a significant subject of discourse in the business sector for the last four
decades. The understanding and challenges associated with this area have evolved alongside shifting business
dynamics. The production and distribution of energy can have numerous effects on the environment. Typically,
environmental impact pertains to the adverse consequences that arise in the surrounding natural ecosystem as a
result of business activities. Such consequences may encompass the excessive exploitation of natural, non-renewable
resources, climate change, waste generation, pollution, loss of biodiversity, and deforestation, among others.

To fully embrace its environmental responsibilities, a company must transition from its conventional operational
methods to a more environmentally focused approach. This environmentally responsible perspective may encompass
aspects such as cleaner production processes, enhanced resource productivity, and proactive engagement with the
company’s stakeholders, among others. Numerous businesses have discovered that implementing an environmental
management system serves as an effective foundation for achieving strong environmental performance. Additionally,
quality, health, and safety considerations can be seamlessly incorporated into the same management framework.
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The processes involved in the production, transmission, distribution, and consumption of energy exert considerable
pressure on environments and ecosystems at various levels, including households, workplaces, communities, cities,
and the broader natural environment on national, regional, and global scales. Consequently, it is essential for energy
companies to actively work towards reducing their environmental footprint throughout the entire life cycle of their
products, encompassing inputs such as fuels, water, and materials, as well as outputs like emissions and effluents.

The electric power sector ranks among the largest consumers of fuels globally, thereby being one of the foremost
contributors to carbon dioxide emissions, which renders the management of fuel usage and fuel composition a matter
of significant importance. The generation of energy, particularly electricity, can lead to severe adverse environmental
consequences, including climate change, degradation of air, soil, and water quality, the generation of radioactive
waste, loss of biodiversity—especially pronounced in developing nations—and the occurrence of acid rain. In
developing countries, where many individuals face environmental challenges, the effects of climate change and
pollution are more pronounced, impacting a larger segment of the population in a more immediate and severe
manner.

Energy companies are expected by citizens, environmental groups, and governmental organizations to uphold their
environmental responsibilities. This entails addressing the environmental impacts associated with their operations,
products, and facilities; optimizing the efficiency and productivity of their resources; reducing waste and emissions;
and limiting practices that could negatively impact the ability of future generations to enjoy the nation’s resources.
Stakeholders, including business partners, citizens, environmental advocates, governmental bodies, and consumers,
seek insight into the inner workings of these companies. Consequently, transparency in business practices has
become a fundamental requirement for energy companies in terms of corporate social responsibility.

Economic concerns have frequently been neglected in discussions surrounding Corporate Social Responsibility
(CSR). For an extended period, this aspect has been presumed to be effectively managed. Nevertheless, it remains
the least comprehended by numerous individuals influencing corporate and public policy, and it is inadequately
represented in the corporate responsibility framework. This oversight arises from the common misconception that
CSR is equivalent to financial matters, leading to the belief that it is simpler to implement compared to the other two
dimensions of CSR. In practice, numerous companies have discovered that CSR initiatives often yield positive effects
on corporate profitability. The International Financial Corporation, Sustainability, and Ethose Institute (2002)
concluded, based on the experiences of over 170 companies, that many organizations have realized cost reductions,
revenue increases, and various other advantages.

Economic challenges significantly influence the advancement and sustainability of economic development. It is
evident that energy companies require profitability to sustain their operations; however, the economic dimensions
of their activities and effects are increasingly scrutinized from a corporate social responsibility (CSR) standpoint.
These companies are anticipated to play a vital role in fostering sustainable economic development within their host
nations by investing in and enhancing electricity infrastructure, engaging in research and development of sustainable
technologies for future use, ensuring a dependable electricity supply for local households and businesses both in the
short and long term, managing demand effectively, fulfilling tax obligations fairly, and conducting their operations
with efficiency, integrity, and transparency. To optimize their contribution to local economic development, energy
companies should initially evaluate local requirements and ascertain whether the establishment of new generation
capacity is genuinely necessary or if demand can be satisfied through efficiency improvements and other demand-
side strategies instead of increasing supply. The reliability of supply pertains to the energy system's capacity to deliver
a sufficient, secure, and uninterrupted energy supply at all times. Efficiency involves minimizing the impact on
natural resources during the production of goods and services (Kerckhoffs, Wilde-Ramsing, 2010). Additional
economic indicators of a sustainable energy supply encompass taxation, competition, corruption, due diligence,
regulation, and research and development.

All pillars must maintain equilibrium and be founded on accountability, ensuring the overall reliability and
transparency of operations.
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2. The Factors Influencing Corporate Social Responsibility in the Energy Sector

The commitment of a firm to social and environmental issues can be understood through a complex interplay of
internal, sector-specific, and external factors. Numerous studies have explored the motivations behind a firm's
Corporate Social Responsibility (CSR) initiatives, both within individual sectors and across various industries. Lynes
and Andrachuk (2008) conducted a comprehensive literature review and developed a model that illustrates how
firms process and interpret motivations stemming from external and sector-specific influences. This model consists
of four components. The first part identifies four overarching systems of influence—market, political, social, and
scientific—that shape a firm's operations. The second part outlines potential motivations for CSR, derived from the
interactions of these four systems. The third part discusses how these motivations are activated within a firm through
various catalysts, including internal leadership and the organization's financial health. Finally, the fourth part
illustrates the level of commitment to CSR that a firm exhibits, based on its understanding of the first three
components of the model. Collectively, these four elements offer a structured framework for analyzing CSR
motivations at the firm level (Lynes, Andrachuk, 2008).

The factors influencing Corporate Social Responsibility (CSR) within the energy sector comprise a combination of
incentives and risks aimed at encouraging companies to enhance their standards. These factors are primarily market-
driven, often emerging when a company foresees or reacts to risks related to social, labor, or environmental
consequences. Additionally, they are requirement-driven, typically contingent upon sustainability initiatives
implemented in various countries and regions. These factors can be classified into three categories: economic, social,
and political drivers. Numerous organizations and initiatives exist that can be recognized and appreciated by
companies to enhance their social responsibility practices and actions. These efforts not only contribute to the
competitiveness of the organization but also foster the development of more equitable societies.

3. Implementation of Enhanced Corporate Social Responsibility

The initial step involves clearly identifying and establishing the company's objectives concerning Corporate Social
Responsibility (CSR). During this definitional phase, emerging trends and new influencing factors may become
apparent. In relation to the establishment of CSR objectives, innovative processes are emerging. Traditionally,
companies focused on defining economic goals first, subsequently determining how these could align with socio-
environmental requirements and manage associated risks. However, there is a growing emphasis on the integration
of socio-environmental objectives alongside economic goals within the strategies of for-profit organizations. Various
scholars highlight the necessity of a more cohesive approach that combines socio-environmental aims with economic
objectives in corporate strategies (Varga, 2015).

The idea of the Triple Bottom Line, traditionally associated with assessing a company's social, environmental, and
economic outcomes, is transitioning towards a new framework known as shared value. Shared value is characterized
by policies and operational practices that not only improve a company's competitiveness but also promote economic
and social well-being in the communities where it functions (Porter, Kramer, 2011). This approach emphasizes the
integration of societal and economic advancement to foster beneficial economic outcomes for the company while
simultaneously generating positive effects for society.

In discussions regarding advanced Corporate Social Responsibility (CSR), it is essential to adopt a long-term
perspective that encompasses local, regional, and global dimensions for effective implementation within companies.
This approach typically necessitates comprehensive planning. There are instances where multiple companies
collaborate on such strategies to foster a socially innovative ecosystem, thereby establishing more favorable
conditions for sustainable business returns over time.

A corporation formulating its strategies must consider not only the effects on its end customers but also the
implications for all areas that are directly or indirectly influenced by its operations. In an intricate and interconnected
global landscape, it is imperative for corporations to grasp both global and local contexts (Mapelli et al., 2016; Porter,
Kramer, 2011). This is particularly pertinent for firms in the energy sector, especially in regions reliant on fuels. The
potential to generate new profit avenues by aligning core business operations with social and environmental
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imperatives is applicable to both advanced and developing economies, although the latter often present more
immediate opportunities (Porter, Kramer, 2011).

A more profound engagement of stakeholders is essential. This approach enables the consideration of social and
environmental concerns that stakeholders identify as significant. Historically, stakeholder involvement was primarily
formal, focusing on the organization of sustainability reports or the modification of strategies to manage socio-
environmental risks effectively. However, there is a growing trend towards ongoing stakeholder engagement. In fact,
the contribution of stakeholders is crucial; their diverse participation offers Corporate Social Responsibility (CSR)
the necessary varied viewpoints to address sustainability challenges effectively.

An additional factor essential for achieving a more effective balance between socio-environmental goals and
economic objectives is the commitment of companies to actively respond to the evolving needs of the communities
they engage with. This indicates that the company is not solely concerned with adhering to mandated standards,
which characterizes a reactive approach; rather, it seeks to address the challenges faced by the communities and
environments in which it operates (Mapelli et al., 2016).

CONCLUSION

The current study is concluded with the finding of the current study. The results of the current study support the
results of the relationship which were established. Corporate image is mental picture which are perceived by the
customer in the context of the organization. Therefore, it has been considered basis of previous research that there
should be the relationship between Corporate Social Responsibility and corporate image. The results of the current
was found to be appropriate according to previous finding regarding the relationship between Corporate Social
Responsibilities and corporate image. The results in the current study were found to be in line that Corporate Social
Responsibility initiatives effect significantly on corporate image. People first see or measure corporate image. If the
corporate image is good in view of customer certainly, customer trust can be won by the brand easily. Now, the
question is sprung up that how a good corporate image can be established. For those in the current study, the measure
which was used to corporate image in the current study include all the dimensions which enhance the image of the
corporation such as talented employee, support to local communities, financially sound, bringing a new version of
the product for the customer, error free product, strong marketing capabilities.

REFERENCES

[1] Al-Bulushi, A., & Ramachandran, S. (2022). Regulatory Framework for CSR in Oman. Corporate Governance
Journal, 17(3), 234-249.

[2] Al-Jahwari, M., & Budhwar, P. (2023). Modern CSR Practices in Oman. International Business Review, 32(1),
45-60.

[3] Al-Lamki, S. (2016). The Evolution of Corporate Social Responsibility in Oman. Journal of Business Ethics
Studies, 12(3), 45-62.

[4] Al-Rashdi, M., & Al-Azri, K. (2021). Vision 2040 and Corporate Responsibility. Oman Economic Review, 15(4),
78-93.

[5] Al-Shagsi, H., & Khan, F. (2019). Corporate Social Responsibility in the Gulf: The Case of Oman. International
Journal of Management, 24(2), 156-171.

[6] Kerckhoffs, T., & Wilde-Ramsing, J. (2010). European works councils and corporate social responsibility in the
European energy sector. Stichting Onderzoek Multinationale Ondernemingen/Centre for Research on
Multinational Corporations mit der Unterstiitzung von Social Development Agency und European Federation of
Public Service Unions, Abvakabo FNV, UNISON.

[7] Kramer, M. R., & Porter, M. (2011). Creating shared value (Vol. 17). Boston, MA, USA: FSG.

[8] Lynmes,J. K., & Andrachuk, M. (2008). Motivations for corporate social and environmental responsibility: A case
study of Scandinavian Airlines. Journal of International management, 14(4), 377-390.

[0] Mapelli, M. (2016). Massive black hole binaries from runaway collisions: the impact of metallicity. Monthly
Notices of The Royal Astronomical Society, 459(4), 3432-3446.

1064
Copyright © 2024 by Author/s and Licensed by JISEM. This is an open access article distributed under the Creative Commons Attribution
License which permitsunrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.



Journal of Information Systems Engineering and Management

2025, 10(555)
e-ISSN: 2468-4376
https://www.jisem-journal.com/ Research Article

[10] Moideenkutty, U., Al-Lamki, A., & Murthy, Y. (2018). CSR Practices in Oman. Journal of Business Ethics, 89(2),
189-201.

[11] Villanova, L., Zinkhan, G.M. and Hyman, M.R.(1990) ‘On Defining and Measuring Store Image’, in B.J. Dunlap
(ed.) Proceedings of the Thirteenth Annual Conference of the Academy of Marketing Science, April, pp. 466—70.
New Orleans, LA: Academy of Marketing Science.

1065

Copyright © 2024 by Author/s and Licensed by JISEM. This is an open access article distributed under the Creative Commons Attribution
License which permitsunrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.



