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Abstract 

Corporate social responsibility has evolved into a crucial demand for businesses to sustain continuous organizational performance 

in order to acquire an exclusive position in the market as societal and ecological consciousness among the general public is 

expanding. The purpose of the study was to investigate the role that corporate social responsibility plays in building a company's 

corporate image in Oromia region, Ethiopian. In the meantime, the study used  745-respondents as  sample size , drawn from the 

local community, employees, customers, and government officials.Meanwhile, the Kruskal-Wallis test, which indicates there is 

association between CSR and corporate image (P-value 0.000<0.05). Additionally, data from the local community (Ag. 

Mean=1.56618, Ag. S.D=0.745064), employees (Ag. Mean=2.51693, Ag.S.D=1.131091), customers (Ag. Mean=3.455555, Ag. 

S.D=1.157723), and government officials (Ag. Mean=3.755555, Ag. S.D=1.147723) demonstrates that the local community and 

employees respond negatively, whereas customers and concerned government officials respond positively to corporate image of 

foreign enterprises. 

Key Words: Green Business, Triple-bottom line, Local Community, Environment and Employees 

 

1. Introduction 

As far as globalization is concerned, companies competition have become bottle necked and hence there is 

need for creating preferable image in the minds of. As the result striving towards community service 

through CSR  operation is inevitable.CSR operates its actions for the interests of the public and environment 

both at domestic and global context (Phillips et al., 2019). Since societal and ecological consciousness is 

growing among the broad community, it has become a decisive requirement for companies to ensure 

continous business performance to achieve a exclusive place both in the domestic and global markets 

(Pearson et al., 2019). A company makes long lasting recital when it is ecological and societal aware and 

emphasizes more on profits; it has a keen scrutiny of the impacts of its activities on people as well as 

environmental welfare. 

Now days, CSR has in use on a fastidious importance in the administration of  companies on an 

international conext (Aguinis and Glavas, 2012). This fussy worth has grown in industries  as well as in the 
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field of research (Kolk ,2016). It also involves the present company managers and leaders bearing in mind 

the appraisal of the legal, ethical, moral and social effect of their decisions (Montazeri et al., 2017).  

CSR is a companys’ notion that focus on self-regulation within structured organizations and brings the 

companies publicly accountable towards stakeholders like local community, customers, employees, 

investors and the public. Organizational decisions and their activities have impacts on the public, the 

environment, and its economic situation. These effects may be contributing or adverse, based on the nature 

of decision making and business operations (Barauskaite & Streimikiene , 2021). 

Based on  De Witte and Jonker (2006), enterprises will be accountable not just for the production of goods 

and services, but also for meeting the demands of internal and external interest groups, as well as ensuring 

that their operations do not hurt future generations. According to Bollas Araya and Segu-Mas (2014), this 

reality applies to all sectors because their performance is governed by ideals such as mutual aid and 

community interest. As a result, it operates on the idea that maximizing value stems not just from money but 

also from the simultaneous production of social and economic value. According to , corporate social 

responsibility is widely defined as a display of particular responsible behavior on the part of the public and 

private sectors [that is, government and business] toward society and the environment. CSR entails meeting 

society's legal, ethical, commercial, and other expectations for company, as well as making decisions that 

equitably balance the claims of all essential stakeholders. 

 

CSR prioritizes the welfare of stakeholders when conducting corporate activities, and as a result, these 

actions improve the lives of people (Alemayehu Yismaw Demamu, 2020). Most religious literature include 

the concept of CSR implicitly (Firuza Madrakhimova, 2013). 

According to Senbet and Wodajo (2017), the business-society interaction in Ethiopia is very poor, with 

negligible social benefits to the local population. Evidence suggests that firms engage in none corporate 

social responsibility which includes environmental degradation, pollution, violations of labor norms, and 

other issues (Yonayad et al., 2017). This led in young protests against the dictatorship in 2018 as well as 

backlash on privatised firms and investments with irresponsibilities around the country (Home Office, 

2017), some of which have since been closed. 

Riots and protests have simply revealed and highlighted long-standing political and socioeconomic issues 

(Okay Africa, 2015).The continuation of abject poverty and rising unemployment are symptoms of a lack of 

socioeconomic empowerment. According to the Oakland Institute (2011), aside from huge land acquisitions 

by foreign firms, the majority of land has been distributed to local and diaspora investors that lack 

agricultural experience and financial capacity to implement. They are all done without engagement with 

local communities, and there are no procedures in place for local communities to benefit from this 

investment, leaving them to endure only the negative consequences. Commercial investments have merely 

exacerbated local food insecurity (Oakland Institute, 2011; Desalegn, 2013). 

As a result, the purpose of this research is to evaluate the role of present CSR practices in building 

company’s corporate image in Ethiopia specific to Oromia regional state. It identify missing links, and 

propose strategies to boost CSR community development potentials in the markets. It contributes to the 

literature on CSR in developing nations, the extension of ideas behind CSR, and the improvement of CSR to 

contribute to community development by public policymakers, public administrators, and company 

managers. 

2. Review of literatures 

Firms’ community building activities through CSR activities contribute substantially toward creating the 

sense of identity and loyalty among customers (Nik Ramli & Nor Irwani, 2013) Yekini, Adelopo, and 

Adegbite (2012) identified community involvement as an arrangement of corporate social initiative. Firms 

are to adjust their activities with the pressure of the ethical concern of the market in which they operate and 

seek green competitiveness by means of corporate image building. 

Ho1: Corporate social responsibility doesnot play role in building corporate image 

Most often, firms are engaged in philanthropic initiatives for alleviating negative image, gaining corporate 

trust, and ornamental reputation. It is recognized by Koehn and Ueng (2010) that firms can considerably 

engross public deliberation from adverse events by means of philanthropic activities. Philanthropy 

positively influences corporate image because it is directly related to monetary contribution by the firm to 
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the society. Kim, Yin, & Lee (2020) also documented similar findings and claim that Philanthropy can 

substantially contribute to build corporate image and providing green competitive advantage. 

Ho2: There is no relationship between philantropic responsibility and corporate image 

The companies would be those responsible, not only for the supply of goods and services but also for 

satisfying the needs of internal and external interest stakeholders, as well as ensuring that their operations do 

not harm future generations (De Witte and Jonker, 2006). This reality is no different from sector to sector, 

given that its performance is guided by values such as mutual assistance and interest in the community 

(Bollas-Araya and Seguí-Mas, 2014). Accordingly, it works on the premise that the maximisation of value 

does not only come from wealth but also from the concurrent creation of public and financially viable value 

 

Ho3: Corporate social responsibility practices have  no difference among sectors. 

Based on the responses of the study respondents, it is evident that customer well-being is a critical factor to 

building corporate image and eventually it helps attain green competitive advantages. This is because 

retention of customer with satisfaction may be possible if the customers keep in mind that organizational 

endeavors are concentrated around environmental customer well-being (Kim, J, Lee, Boo, & Han, 2016) 

Ho4: Corporate Image has no difference among  stakeholders. 

Meeting labor needs, giving better healthcare, training, and development, and delivering higher 

compensation are typical CSR efforts to strengthen employee relations (Malik, 2015). Employee benefits 

and morale can be boosted by strong CSR performance (Trevino & Nelson, 2016; Valentine & Fleischman, 

2008). Various CSR-related employee provisions, such as meeting labor union demands, providing better 

health care and retirement benefits, and paying above-market wages, may lead to increased employee 

productivity (Malik, 2015) and help firms build reputations as good employers, allowing them to attract 

better talent and more motivated personnel (Edmans, 2011). 
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2.1 Conceptual-Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Source: Own design 

 

3. Methodology 
Descriptive and exploratory research techniques were employed in the study.800 respondents were 

asked to complete surveys with a five-point Likert scale. Based on a stratified random sampling 

technique, 250 members of the local community, 250 customers, 200 employees of foreign firms, and 

100 concerned government officials were addressed. Out of those, 745  (225 from customers, 

238 local community, 192 employees, and 90  government officials) were returned and deemed useful. 

Out of the 22 zones in the Oromia region, the researcher has specifically taken into account 3 of them 

because they constitute 80% of foreign companies( operational and 100% share owned by foreigners) 

concentration. Furthermore, using simple random sampling, 33 international enterprises' employees 

were taken as respondents. 

Descriptive data analysis and none parametric statistical tools were used for data analysis and 

hypothesis tests using SPSS version 23 software were utilized. 

 

4. Results 
Table-1Reliability Statistics 

 

 
Cronbach's Alpha N of Items 

.881 29 

Reliability of the items has been measured to be cronbach alpha value 0.901. The  standard criteria  

recommends minimum value to be 0.7. Hence as this case is above the bench mark point, the internal 

consistency of the items are taken for granted. 
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4.1 Factor Analysis 
Table-2,Communalities 

 Initial Extraction 

Appropriate systems for recovery, recycling, and waste disposal 1.000 .881 

Measures to stop soil, water, and air pollution both directly and 

indirectly 
1.000 .797 

Systems and methods for creating items that are ecologically friendly 1.000 .712 

The policy encourages employees to advance their careers and skill 

sets. 
1.000 .859 

Employees are given a safe and healthy working environment 1.000 .799 

Support initiatives to build schools, roads, health centers, and other 

corporate responsibility initiatives. 
1.000 .958 

Assist community through charitable donations, and cultural 

contributions 
1.000 .792 

Policy for social accountability or sustainability 1.000 .807 

Invest to create a better life for future generations 1.000 .884 

Perform research and development efforts to enhance future societal 

well-being. 
1.000 .882 

Effective cost and resource management 1.000 .899 

Effective economic performance( profit sharing and GDP) 1.000 .773 

Adhere to local, state and federal laws 1.000 .811 

I have good impression of the company 1.000 .934 

I have good impression of the company 1.000 .943 

In my opinion the company has a good image in the local community 1.000 .900 

The value provided by the companies for their local communities are 

very high 
1.000 .936 

The employees of the company are very friendly 1.000 .911 

The appearance of the companies are appealing 1.000 .914 

The areas around the company are clean 1.000 .884 

I have good impression of the company 1.000 .883 

In my opinion the company has a good image in the local community 1.000 .882 

The value provided by the companies for their local communities are 

very high 
1.000 .883 

The appearance of the companies are appealing 1.000 .905 

Extraction Method: Principal Component Analysis. 

Source: own computation 

 

Based on factor analysis using principal component method, factor loadings above 0.7 will be accepted as a 

rule of thumb as the factor extracts have sufficient variances . Hence, this case has met the standard. 

 

Table-3 KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .811 

Bartlett's Test of Sphericity Approx. Chi-Square 4623.503 

df 903 

Sig. .000 

   

Source: own computation 

 

The test result for the Bartletts test for hypothesis testing  is 4623.503. The test value for the Kaiser-Meyer-

Olkin (KMO) measure of sampling adequacy is 0.811. The correlation matrix's significant alpha value of 

0.000<0.05 indicates that it is not an identity matrix. As a result, there are relationships between the 

variables, and the items' validity is taken for granted. 
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4.2 Demographic Data 

Table-4 Demographic Data 

  Frequency Percent 

Cumulative 

Percent 

Stakeholders  Customer 225 30.2 30.2 

Government official 90 12.1 42.3 

Local community 238 31.9 74.2 

Employees of the company 192 25.8 100.0 

Total 745 100.0   

Age 25 and below 332 44.6 44.6 

26-35 144 19.3 63.9 

36-45 172 23.1 87.0 

46-50 71 9.5 96.5 

Above 50 26 3.5 100.0 

Total 745 100.0   

Sex Male 418 56.1 56.1 

Female 327 43.9 100.0 

Total 745 100.0   

Education 

Background 

certificate and below 297 39.9 39.9 

Diploma( 10+1, 10+2, 10+3, 10+4 

and 12+2) 141 18.9 58.8 

First Degree 222 29.8 88.6 

Masters Degree 85 11.4 100.0 

Total 745 100.0   

Source: own computation 

 

 

Bar-chart-1, Demographic data 

The local population (31.9%), customers (30.2%), employees of international enterprises (25.8%), and 

concerned government officials(12.1%) have all been included as respondents in the research. The bulk of 

responders, or 63.9%, are under 35 years old, indicating that they are mostly youngsters or young adults. In 

addition, 56.1% of respondents were men. majority of educational background (58.8%) is a diploma or less. 
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Table-5, Monthly Income 

 Alternates Frequency. Percent(%). Cummulative Percent 

Monthly 

Income 

Below 1000 98 13.2 13.2 

1000-3000 235 31.5 44.7 

3001-5000 83 11.1 55.8 

5001-7000 94 12.6 68.5 

7001-10,000 105 14.1 82.6 

10,000-20,000 105 14.1 96.6 

Above 20,000 25 3.4 100.0 

Total 745 100.0   

Source: own computation 

 

Bar-chart-2, Monthly Income 

 

The majority of respondents (55.8%) reported monthly incomes of 5000 birr or less.Due to the monthly 

salaries of government employees, this sum has become the average (5000). Other stakeholders, such as the 

local community, had average monthly incomes that were less than 1000 birr. 

4.3 Objective Related Variable Analysis 

Table-6 Corporate Social Responsibility Practices 

 Corporate social responsibility  Frequency Percent 

Appropriate systems for recovery, recycling, and waste 

disposal 

strongly disagree 46 6.2 

disagree 79 10.6 

neutral 54 7.2 

agree 273 36.6 

strongly agree 293 39.3 

Total 745 100.0 

Process and production planning to minimize the use 

of energy and natural resources during operation 

strongly disagree 19 2.6 

disagree 86 11.5 

neutral 48 6.4 

agree 324 43.5 

strongly agree 268 36.0 
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Total 745 100.0 

Measures to stop soil, water, and air pollution both 

directly and indirectly 

strongly diagree 47 6.3 

disagree 114 15.3 

neutral 94 12.6 

agree 279 37.4 

strongly disagree 211 28.3 

Total 745 100.0 

Systems and methods for creating items that are 

ecologically friendly 

strongly disagree 29 3.9 

disagree 111 14.9 

neutral 93 12.5 

agree 234 31.4 

strongly disagree 278 37.3 

Total 745 100.0 

Source: own computation 

 

The majority of respondents (74.9%) ranged between agreeing and strongly agreeing that foreign enterprises 

should have adequate processes in place for waste disposal, recycling, and recovery. In addition, 79.5% of 

the respondents vary from agree to strongly agree that processes and production should be planned to use 

the least amount of energy and natural resources possible while in operation. Similarly, 65.7% of the 

respondents said they agreed or strongly agreed with the statement that foreign businesses are taking direct 

and indirect measures to reduce soil, water, and air pollution. Additionally, 68.7% of the respondents had 

similar opinions on the processes and procedures used by foreign companies to produce environmentally 

friendly goods. 

Table-7, Corporate Social Responsibility Practices 

 Corporate social responsibility Frequency Percent 

The policy encourages employees to advance their 

careers and skill sets. 

strongly disagree 363 48.7 

disagree 171 23.0 

neutral 60 8.1 

agree 97 13.0 

strongly agree 54 7.2 

Total 745 100.0 

Employees are given a safe and healthy working 

environment 

strongly disagree 330 44.3 

disagree 231 31.0 

neutral 84 11.3 

agree 63 8.5 

strongly agree 37 5.0 

Total 745 100.0 

Effective cost and resource management strongly disagree 70 9.4 

disagree 28 3.8 

neutral 360 48.3 

agree 220 29.5 

strongly agree 67 9.0 

Total 745 100.0 

Effective economic performance( profit sharing and 

GDP) 

strongly disgree 65 8.7 

disagree 52 7.0 

neutral 300 40.3 
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agree 266 35.7 

strongly agree 62 8.3 

Total 745 100.0 

Adhere to local, state and federal laws strongly disagree 36 4.8 

disagree 30 4.0 

neutral 214 28.7 

agree 272 36.5 

strongly agree 193 25.9 

Total 745 100.0 

Source: own computation 

The assumption that the policy enables employees to improve their careers and skill sets is opposed by 

about 71.7% of the respondents, whose views range from strongly disagree to disagree. Additionally, 75.3% 

of respondents either strongly disagree or disagree that employers provide a safe and healthy 

workplace.This suggests that there is a vacuum in the support provided to employees for developing their 

careers as well as for their health and safety at work. 

 

The majority of respondents (77.5%) whose view between agree and neutral with the idea that effective cost 

and resource management of foreign enterprises.Regarding the topic of effective economic performance 

(profit sharing and GDP), 76% of the respondents gave a response that ranged from neutral to in agreement. 

However, 62.4% of their responses fell between agree and strongly agree that it is important for foreign 

companies to abide by local, state, and federal regulations.  

Table-8, Philantropic Responsibility 

 Philanthropic responsibility  Frequency Percent 

Support initiatives to build schools, roads, health 

centers, and other corporate responsibility initiatives. 

strongly diagree 165 22.1 

disgaree 363 48.7 

neutral 174 23.4 

agree 36 4.8 

strongly agree 7 .9 

Total 745 100.0 

Assist community through charitable donations, and 

cultural contributions 

strongly disagree 139 18.7 

disagree 373 50.1 

neutral 195 26.2 

agree 26 3.5 

strongly agree 12 1.6 

Total 745 100.0 

Policy for social accountability or sustainability strongly disagree 146 19.6 

disagree 241 32.3 

neutral 259 34.8 

agree 64 8.6 

strongly agree 35 4.7 

Total 745 100.0 

Invest to create a better life for future generations strongly disgree 154 20.7 

disagree 224 30.1 

neutral 184 24.7 

agree 140 18.8 

strongly agree 43 5.8 
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Total 745 100.0 

Perform research and development efforts to enhance 

future societal well-being. 

strongly disagree 106 14.2 

disagree 274 36.8 

neutral 204 27.4 

agree 143 19.2 

strongly  agree 18 2.4 

Total 745 100.0 

Source: own computation 

The majority of respondents (70.8%) rated foreign companies' support for projects to construct roads, 

schools, health facilities, and other corporate responsibility activities as disagreeing or strongly 

disagreeing.Likewise, 68.8% of the respondents said they either strongly disagreed with or disagreed that 

international businesses support local communities through philanthropic contributions and cultural 

contributions. In addition, 51.9% of respondents were between disagree and strongly disagree with foreign 

companies' social accountability or sustainability policies.In the meantime, 50.8% says that they ranges 

between strongly disagree and disagree that foreign companies should invest in order to improve lives for 

future generations. Additionally, 51% of the respondents disagree and strongly disagree with the idea of 

conducting research and development to improve future social well-being, respectively. To sum up there is 

loop hole in practicing philanthropic activities. 
 

Table-9, Corporate Image 

 Corporate Image Items Frequency Percent 

Cumulative 

Percent 

The appearance of  the companies 

are appealing 

strongly disagree 
413 55.4 55.4 

disagree 208 27.9 83.4 

neutral 100 13.4 96.8 

agree 9 1.2 98.0 

strongly agree 
15 2.0 100.0 

Total 745 100.0   

I have good impression of the 

company 

strongly disagree 
420 56.4 56.4 

disgaree 225 30.2 86.6 

neutral 87 11.7 98.3 

agree 5 .7 98.9 

strongly agree 
8 1.1 100.0 

Total 745 100.0   

In my opinion the company has a 

good image in the local community 

strongly disagree 
408 54.8 54.8 

disagree 194 26.0 80.8 

neutral 125 16.8 97.6 

agree 5 .7 98.3 

strongly agree 
13 1.7 100.0 

Total 745 100.0   

The value provided by the 

companies for their local 

communities are very high 

strongly disagree 
419 56.2 56.2 

disagree 215 28.9 85.1 

neutral 91 12.2 97.3 
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agree 7 .9 98.3 

strongly agree 
13 1.7 100.0 

Total 745 100.0   

Source: own computation 

The great majority of respondents (83.4%) either strongly disagree or disagree that the companies' 

appearances are appealing. In addition, 86.6% of respondents disagreed or strongly disagreed with the 

statement "I have a positive impression of the company." Furthermore, 80.8% of respondents strongly 

disagree to disagree with the statement that foreign companies have a positive reputation in the community. 

In a similar vein, 85.1% of respondents disagreed or strongly disagreed with the statement that the value 

offered by the firms to their local communities is extremely high.As a result, there is a gap in how 

stakeholders, particularly the local community, perceive international enterprises. 

Table-10, Mean difference of Stakeholders 

Source: own computation 

The conclusion of the hypothesis implies that there are variations in corporate image among stakeholders. 

Therefore, based on the table, the local community would have the highest aggregate (Ag) mean of 

corporate image of all stakeholders (Ag. Mean=1.56618, Ag. S.D=0.745064). between strongly disagree and 

 Stakeholder Description 

I have good 

impression of 

the company 

In my opinion 

the company has 

a good image in 

the local 

community 

The value 

provided by 

the companies 

for their local 

communities 

are very high 

The 

appearance 

of the 

companies 

are 

appealing 

Aggre

gate 

Mean 

  

Local Com. 

  

Mean 

1.53782 1.61345 1.54202 1.57143 

1.566
18 

Std. Error of Mean 

0.046346 0.050952 0.04709 0.048792 

0.048
295 

Std. Deviation 

0.714998 0.786052 0.726473 0.752733 

0.745
064 

Employees 

  

  

Mean 

2.54167 2.57813 2.47396 2.47396 

2.516
93 

Std. Error of Mean 

0.078097 0.084658 0.081881 0.081881 

0.081
629 

Std. Deviation 

1.082141 1.173057 1.134582 1.134582 

1.131
091 

Customers 

  

  

Mean 

3.05778 3.54 3.77333 3.45111 

3.455
555 

Std. Error of Mean 

0.077849 0.077439 0.075256 0.078181 

0.077
181 

Std. Deviation 

1.167738 1.161588 1.128843 1.172722 

1.157
723 

Gov. Off. 

  

  

Mean 

3.65778 3.74 3.67333 3.95111 

3.755
555 

Std. Error of Mean 

0.077849 0.077439 0.075256 0.078181 

0.077
181 

Std. Deviation 

1.167738 1.151588 1.118843 1.162722 

1.147
723 
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disagree, the overall mean, Employees (Ag. Mean=2.51693, Ag.S.D=1.131091), which shows that the 

standard deviation is high and the aggregate mean fluctuates between disagree and neutral Concerned 

government officials (Ag. Mean =3.755555, Ag. S.D =1.147723) infer that the aggregate mean varies 

between strongly agree to agree given the standard errors, while customers (Ag. Mean=3.455555, Ag. 

S.D=1.157723) show that the aggregate mean varies between agree and strongly agree with high standard 

deviation. As a result, the local community's and employees' responses are negative, whereas those of the 

customers  and concerned government officials were positive. 

5. Test of Normality 

Table -11,Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Csrmean .120 745 .000 .932 745 .000 

Philamean .100 745 .000 .974 745 .000 

CoImean .232 745 .000 .828 745 .000 

a. Lilliefors Significance Correction 

Source: own computation 

 

Both the Kolmogorov-Smirnov and Shapiro-Wilk test P-values are 0.00<00.05, which indicates 

significance, as we can see from the table above. Thus, there is no normal distribution of the data. 

Hence,selecting a none parametric test would be appropriate. 

6. Hypothesis Test 

 
1. Ho1: There is no association between Corporate social responsibility and corporate image. 

 

 

 
Table-12, Hypothesis-1, result 

 

According to Table 11, the Kruskal Wallis test P-value of 0.000<0.05 denotes significance. As a result, the 

alternate hypothesis is accepted and the null hypothesis is rejected. company social responsibility and 

company image are consequently linked. Corporate social responsibility plays a part in enhancing a 

company's reputation, using this and the descriptive results as a starting point. 
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2. Ho2: There is no relationship between philantropic responsibility and corporate image 

 
Table-13, Hypothesis-2, result 

 
 

Table 12 shows the hypothesis-2 test critical value of 0.003 < 0.05, which denotes  accept the 

alternative hypothesis or reject the null hypothesis. This indicates a connection between business 

image and philanthropic responsibility. 

3. Ho3: Corporate social responsibility practices have  no difference among sectors. 

 
Table-14. Hypothesis-3 result 

 
The test result for Hypothesis 3 indicates that the critical value is 0.052>0.05, which suggests  that there is 

no significance, thus we accept the null hypothesis and reject the alternative hypothesis. Therefore, there is 

no distinction in corporate social responsibility between sectors. No matter the sector, CSR practices are the 

same. 

 

4. Ho4: Corporate Image has no difference among stakeholders 
 

 

Table-15, Hypothesis-4 result 
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The fourth hypothesis indicated on the table above result indicates that critical value is 0.000<0.05 which 

implies significance of the data. Hence reject the null hypothesis and accept the alternate hypothesis. It 

means that corporate image of foreign firms has difference among stakeholders.  
 

7. Discussions 

The majority of respondents (55.8%) reported a monthly income of 5000 birr or less.The study included 

four stakeholders as respondents: the local community (31.9%), customers (30.2%), foreign company 

personnel (25.8%), and concerned government officials (12.1%). The bulk of respondents (63.9%) are aged 

35 and under, indicating that the majority of respondents are in their adolescence or early adulthood. In 

addition, 56.1% of those polled were men. The majority of people (58.8%) have a high school diploma or 

less. 

Approximately 79.5% of respondents agreed or strongly agreed with process and production planning to 

reduce the usage of energy and natural resources during operation. Similarly, 65.7% of respondents agreed 

or strongly agreed on the subject of "foreign companies are taking steps to reduce soil, water, and air 

pollution both directly and indirectly." Furthermore, 68.7% of respondents had similar responses to foreign 

companies' processes and methods for producing environmentally friendly things. This suggests that the 

situation of environmental care, natural resource management, and the production of eco-friendly products 

is favorable.. 

 

Meanwhile, 71.7% of respondents whose views range from strongly disagree to disagree with the premise 

that the policy enables people to progress their professions and skill sets. Similarly, 75.3% of respondents' 

responses range from strongly disagree to disagree that employees are provided with a safe and healthy 

working environment.This implies that there is a gap in employee support for growing their careers as well 

as their safety and health at work. There is no minimum wage legislation, and compensation provided does 

not take into account the country's market conditions. Foreign corporations may pay whatever they want 

because labor is cheap and there is no competition to take over human powers.  

The aggregate (Ag) mean of each stakeholder's corporate image would be local community (Ag. 

Mean=1.56618, Ag. S.D=0.745064). The aggregate mean falls somewhere between strongly disagree and 

disagree. Employees (Ag. Mean=2.51693, Ag.S.D=1.131091), indicating that the aggregate mean ranges 

between agree and neutral with a significant standard deviation Customers (Ag. Mean=3.455555, Ag 

S.D=1.157723) indicate that the aggregate mean varies between agree and strongly agree with a high 

standard deviation, while concerned government officials (Ag. Mean=3.755555, Ag S.D=1.147723) indicate 

that the aggregate mean varies between strongly agree and agree with a high standard deviation. As a result, 

the local community and employees react negatively, whilst customers and concerned government officials 

react positively to international enterprises' corporate image.Literatures have explored the positive impact of 

CSR implementation on employees’ attitudes and behaviors (He et al., 2019; Hu et al., 2020).It is 

foreseeable to satisfy your internal customer so as to satisfay external one and further brings sustainable 

good performance for the firm. In Ethiopia before 2017 and 2018 , there was protest or riots against the 

government and the protesters destroyed foreign companies properties, such as destroying plants, 

equipment, hotels, and other investment resources. Here, youngsters who destroy properties have the 

intention that investments have taken their land and contributed nothing to their living standard( 
Abdurahman, 2020); which confirms the cause for negative corporate image by local community.  

Furthermore, 70.8 percent of respondents disagree or strongly disagree that foreign corporations support 

attempts to create schools, roads, health facilities, and other corporate responsibility projects.Similarly, 

68.8% of respondents said international corporations help communities through charity donations and 

cultural contributions. In addition, 51.9% of respondents dislike or strongly disagree with foreign 

corporations' policies for social accountability or sustainability.Meanwhile, 50.8% agrees that foreign 

enterprises should spend to provide a better living for future generations. Again, there is a vacuum in 

performing charitable responsibilities among these international enterprises in the region, as the scope of 

voluntary activities in the region is limited. According to Koehn and Ueng (2010), corporations are involved 

in charitable activities to improve their image, earn corporate trust, and maintain an attractive reputation. 

Firms that can significantly engross public deliberation recognize it. 
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On the question of whether they have a positive image of the company, the majority of respondents (86.6%) 

chose between strongly disagree and disagree. Furthermore, foreign enterprises have a positive image in the 

local community, according to 80.8 percent of respondents whose responses range from strongly disagree to 

disagree. Similarly, 85.1 percent of respondents disagreed or strongly disagreed that the value supplied by 

businesses to their local communities is very high.As a result, there is a gap in the perception of foreign 

enterprises among stakeholders such as the local population, consumers, employees, and concerned 

government officials. 

Furthermore, the P-values for the Kolmogorov-Smirnov and Shapiro-Wilk tests are both 0.000<0.05, 

indicating significance. As a result, the data distribution is not typical. As a result, selecting a non-

parametric test would be suitable. 

The Kruskal Wallis (KW) test on Hypothesis-1 yielded a P-value of 0.000<0.05, indicating significance. As 

a result, the null hypothesis is rejected and the alternate hypothesis is accepted. As a result, there is a link 

between corporate social responsibility and business image. Confirming this fact, CSR-enabled businesses 

tend to obtain a positive corporate image and good will (Lau et al., 2021; Mart'nez et al., 2014), which 

builds a positive image in the minds of stakeholders. Given Hypothesis-2 of the KW test, the critical value 

(P-value 0.003<0.05) suggests that the null hypothesis should be rejected or an alternate hypothesis 

accepted. This implies that there is a connection between philanthropic responsibility and company image. 

Philanthropy has a favorable impact on business image because it is directly tied to the firm's contribution to 

society. Kim, Yin, and Lee (2020) documented comparable findings and claim that philanthropy can 

significantly contribute to the development of company image. 

Aside from hypothesis 3, the KW test result provides a critical value (0.052)>0.05, indicating none 

significance and so accepting the null hypothesis. As a result, there is no distinction across sectors in terms 

of corporate social responsibility. CSR procedures are consistent across industries and sectors.  This reality 

is consistent across sectors, since their performance is led by ideals such as mutual aid and community 

interest (Bollas-Araya and Segu-Mas, 2014).  Finally, the fourth hypothesis reveals that the critical value for 

the KW test is (0.000<0.05), implying significance. As a result, reject the null hypothesis and embrace the 

alternate hypothesis. In other words, the corporate image of international enterprises varies among 

stakeholders. 

8. Conclusions 

Although there is no globally acknowledged definition of CSR, most experts agree on something for global 

understanding. Basic measurement tools are difficult to come by all across the world.CSR can be 

understood in different settings depending on whether the country is developing or developed; this is due to 

the policy priority given in that country, and the constructs will change accordingly. This study focuses on 

the Ethiopian context, particularly the Oromia regional State Foreign Enterprises. Even though various 

foreign firms' experiences in other countries were investigated, the study was contextualized in the 

Ethiopian industry structure peculiar to the Oromia area. 

This study sought to examine the function of CSR in the development of corporate image, with a focus on 

stakeholders such as the local community, employees, customers, and concerned government authorities. 

This might easily lead to multidimensional judgments on CSR practices as well as the image of international 

enterprises from the perspective of these stakeholders. 

As a result, the study produced several consequences, indicating that there were gaps in philanthropic efforts 

and image-building in the eyes of stakeholders. As we can see from the study's findings, there are gaps in 

how foreign companies handle their personnel by ensuring their benefits and safety. As a result, the 2018 

riots against the government and investors could be an accumulation of these   underlying issues. Similarly 

to that, there are limitations for those companies in doing charitable endeavors. Therefore, international 

businesses should put a lot of effort into creating an atmosphere that is favorable for their employees as well 

as assisting the local community through financial and non-financial voluntary aid in order to maintain a 

positive corporate image. 

Furthermore, the study has limitations in that it does not address a variety of additional probable 

characteristics that could generate a gap in corporate image in the region. As a result, other researchers can 

delve deeper into the problem.  
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