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Abstract  

This research is conducted with the aim of understanding how corporate communication shape 

organizational identity particularly in digital era beyond branding. The main focus of this study 

was how the innovative technologies such as social media, web platforms and digital marketing 

has significantly transformed the ways in which corporations develop their strategies and enhance 

effectiveness. The research is quantitative in which researcher aimed to understand how different 

digital communication strategies such as digital storytelling, digital crisis communication and 

others can help the corporations to maintain a company’s identity and brand reputation through 

stakeholders’ engagement. The researcher collected data from businesses based in Oman and 

selected through random sampling method. The total sample size for this research is 380 who are 

contacted through email. Various statistical techniques are employed for analysing the data 

collected such as descriptive statistics and inferential statistics. The findings revealed that there is 

a significant positive impact of corporate communication strategies on organizational identity and 

other variables.  

Keywords: Digital Communication, Digital Storytelling, Stakeholder Engagement, 

Communication Crisis, Business Reputation, Branding Strategies 

Introduction  

The digital age has changed how businesses communicate with their target audiences (Juska, 

2021). New technologies include social media, digital marketing, and web platforms have changed 

corporate communication. For these technologies, changes have been done always since their first 

release. In terms of shaping an organization's identity, messages, and connections with various 
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stakeholders, communication is more potent today than it has ever been. Beyond logos and slogans, 

this research investigates the part that corporate communication plays in shaping an organization's 

digital identity. It goes beyond ideas like logos and slogans to involve more deeply with both 

internal and outside audiences. 

When it comes to managing a company's image and identity, effective corporate communication 

has always been vital (Heath, 2020). Corporate communication for the company mostly consisted 

of news releases, commercials, and annual reports throughout the period of public access. Since 

the dawn of the digital age, communication has evolved into more erratic, scattered, immediate 

form. As fast development of digital communication technologies—which include blogs, social 

media platforms, and real-time news cycles—allows—companies find less ability to control the 

messages they transmit. Customers, staff members, and other stakeholders help to form the 

discourse in part. In addition to giving the general public a more democratic voice, these platforms 

allow corporations to communicate their messages in a more transparent way (Pierson, 2021). 

When it comes to managing internal and external communication, a firm needs to use discretion. 

Businesses may improve their relationship with stakeholders and create their own identity in ways 

that were previously unthinkable by utilising these digital platforms, which allow them to engage 

in real-time direct communication with audiences (Xiong, 2024). The possibility that these 

platforms will facilitate communication with audiences makes this viable. 

A company's identity is how it wishes to be perceived and seen by others (Iglesias et al., 2020). 

Goals, values, and needs define the organisation as well as its character. Corporate communication 

can help to improve the relationship between an organization's internal objectives and its public 

image. By implementing a strategic communication strategy, organisations can create a story that 

is particular to their mission, values, culture, and vision. To communicate an organization's identity 

in the context of branding, logos, colour schemes, and taglines have traditionally been employed 

(Wu & Cheong, 2024). Branding includes the symbols, emotions, and values a company promotes 

through communication when evaluated in the context of the digital age. Corporate communication 

plays a critical function in shaping and enhancing an organization's identity. Content creation, 

storytelling, customer interaction, crisis management, and reputation management are a few 
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examples of corporate communication methods (Kemp et al., 2021). These actions determine both 

the audience and the presentation that an organisation is perceived to have. 

Research Problem 

The role of corporate communication has altered in the context of the digital era, particularly in 

terms of how it creates and preserves the organization's identity (Mtange, 2022). Organisations 

must engage in communication with their stakeholders in both directions as the diversity of digital 

platforms continues to grow. Conventionally speaking, corporate communication strategies have 

always focused mostly on information distribution and mission statements. Businesses in Muscat, 

Oman are using digital brand communication platforms like social media, websites, and online 

advertising more and more to grow their brands (Chanitphattana et al., 2023). This serves to 

motivate brand growth. This action is carried out only for the purpose of marketing their brands. 

To create a consistent and authentic identity, many organisations still find it difficult to manage 

and harness these technologies. Therefore, businesses face the challenge of keeping a consistent 

brand image while also managing their reputations, addressing online communication, and 

involving stakeholders. 

It is difficult for organisations in Muscat to create a unique identity through digital communication. 

Among the fresh hazards and challenges digital platforms have introduced are the fast 

dissemination of false information, the difficulty of controlling brand messages, and the 

complexity of managing stakeholder expectations (Lovari & Bowen, 2020). There are certain new 

hazards and challenges as well as more old ones. By using digital platforms, consumers may both 

challenge and engage. Many organisations in Muscat are just beginning to use digital technologies, 

and many lack the strategic frameworks needed to integrate digital technology into their corporate 

communication strategies. A mismatched brand message, unequal audience engagement, and a 

lack of knowledge of the organization's fundamental values and mission could all emerge from 

this gap between opportunity and implementation. The reputation and ability of the organisation 

to sustain success over the long term could be negatively impacted by all of these factors. 
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Businesses face a more challenging challenge than they have ever faced due to the digital 

revolution in terms of satisfying consumers' constantly evolving expectations (Bisht & Varma, 

2024). Even while traditional communication methods have traditionally played a big role in 

Muscat, businesses confront the challenge of adapting to a rapidly changing digital world. Real-

time interactions on digital platforms could be different from the controlled environments of 

organisations. That makes fairly rational sense. Building direct client contacts while maintaining 

a credible corporate identity is challenging. Developing winning strategies is challenging for many 

local businesses. Strategies cannot be evolved since they lack the instruments needed for digital 

communication. Corporate identity and meaningful digital interactions with clients are difficult for 

many businesses to achieve. This study's purpose is to address these problems and provide answers 

to assist organisations in getting closer to their objectives. When it comes to branding, Muscat's 

businesses establish their own corporate identity. The purpose of this study is to investigate the 

effects of corporate communication on organizations' identity. 

Research Objectives  

The research aims to achieve following objectives: 

1 To investigate the impact of using digital communication platforms on the effectiveness of 

organizational identity among the businesses in Muscat, Oman.  

2 To investigate the impact of stakeholder engagement through digital communication on 

business reputation among the businesses in Muscat, Oman. 

3 To study the impact of digital storytelling practices on organizational identity of businesses 

in Muscat, Oman. 

Review of Literature: 

Communication is crucial in the new digital environment to create and maintain an organization's 

identity (Jovcheska, 2021). Both internal and external stakeholders of an organization absorb its 

vision, objective, and fundamental values. This is the here specified organizational identity of a 

corporation. An organization's identity was created through one-way communication, marketing, 

advertising, and PR. As a result of the development of digital technology and social media, the 
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manner that companies interact and build their identity has changed. These techniques enabled one 

to properly manage the storyline. 

Businesses are engaging in communication with their customers, employees, and suppliers more 

frequently in real time. This communication can go various routes. Businesses have the chance to 

engage with their audiences, receive feedback, and participate in conversations that help them 

build their identity through the use of social media platforms such as Facebook, Twitter, LinkedIn, 

and Instagram. As a result of this dynamic change in communication, businesses have created a 

more genuine, honest, and sensitive to the needs of their employees and customers (Ajayi & 

Mmutle, 2021). Instead of concentrating on presenting a polished message that only goes in one 

way, businesses today manage an ongoing dialogue about their brand and reputation. 

Organizational identity has evolved from one of controlling a predetermined image to one of 

flexibility brought about by the Digital Revolution (Klimkeit & Reihlen, 2022). This 

transformation was somewhat brought about by the Internet of Things. The way a company's 

identity is shaped depends on the leadership, culture, customers, and stakeholders, among other 

individuals and groups. Businesses have the chance to humanize their brand through digital 

communication channels by responding to client complaints, fixing problems, and providing 

behind-the-scenes information. One can build trust and loyalty among customers by connecting 

the mission and values of the business with theirs. Businesses may demonstrate their commitment 

to social responsibility, sustainability, and ethics by utilizing digital platforms. All of these 

important components combine to form a company's brand in the contemporary market. 

An organization's identity is shaped through communication consistency (Cloutier & Ravasi, 

2020). Businesses need to make sure they maintain a consistent brand identity across all of the 

easily accessible digital platforms. Businesses may successfully convey their identity and values 

to their customers through a range of platforms, such as social media, email, and websites. Lack 

of brand impression consistency can lead to mistrust, a lack of understanding, and ultimately the 

dispersal of a brand. By maintaining a clear, consistent message across various digital platforms, 

it is crucial to build a strong, well-known organization. 
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Because digital communication can be accessed immediately and easily, reputation management 

is an important aspect of an organization's identity (Foroudi et al., 2020). Through timing press 

releases at appropriate intervals and obtaining public feedback, companies have traditionally 

managed the information flow. In the world of digital technologies today, social media platforms 

quickly share both good and bad news. Customers and other stakeholders can easily share how the 

organization has affected them. Today's businesses aggressively manage their online reputation 

and respond swiftly to comments and feedback—both favourable and negative. In terms of crisis 

management, consumer complaints, and bad evaluations, these components form a company's 

identity. 

The importance of narrative has increased in the digital era to assist an organization build identity 

(McAdams & Jennings, 2024). By leveraging digital platforms to share their stories, which may 

include their history, objectives, values, and vision, organizations may more fully engage 

audiences. Now is the time for organizations to share their tales. On blogs, movies, podcasts, and 

social media, one can also share customer opinions. Digital storytelling enables organizations to 

show the human side of their brands, which is becoming more and more important in a market 

where customers look for businesses that share their values and opinions. 

Businesses must adapt to the digital context since the expectations of its stakeholders are always 

shifting (Brunetti et al., 2020). More than the products they purchase, customers of today value 

their interactions with companies. Through communication, transparency, and values, an 

organization's identity has been shaped over its existence. That is the organizational identity as 

seen by the corporation and other entities.  

In order to build and maintain its digital identity, communication is crucial for an organization 

(Rafajac & Jakupović, 2023). Organizations must verify that their identity is consistent with the 

attitudes and expectations of their stakeholders before implementing new digital communication 

platforms.  However, it has also created new challenges in terms of controlling identity within an 

organization. Organizations now have unprecedented potential to engage with their audiences in 

meaningful, open ways because to the digital era. By effectively managing the many 

communication channels, organizations have the opportunity to build a strong and positive identity 
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that appeals to stakeholders and improves their reputation in a world that is becoming increasingly 

linked. This could help businesses create a strong identity. 

Group initiatives have been sped forward by including digital communication technologies among 

stakeholders (Okonkwo & Awad, 2023). By using direct social media communication, consumers' 

preferences are exposed. Businesses may quickly and successfully address issues and client 

concerns by employing these communication platforms and solutions. By recognising and taking 

into account the opinions and recommendations of stakeholders, it is crucial to create and maintain 

a positive and trustworthy company image. Failure to respond to critical comments or interact with 

all stakeholders on digital platforms can damage the credibility and reputation of an organisation. 

This circumstance could result in public censure and broad rejection from many aspects of society. 

By actively engaging stakeholders through digital communication channels, Molina Rodrguez-

Navas et al. (2021) emphasized that organisational transparency and accountability are greatly 

increased. Communication transparency is crucial to maintaining an organization's reputation. 

Perfect and long-lasting relationships are created mostly depending on client confidence and social 

media credibility. Businesses must give accurate, transparent, and consistent information about 

their products, services, operational procedures, and corporate social responsibility initiatives in 

order to maintain and build trust with their stakeholders. Businesses can enhance their reputation 

in the digital age by publicly releasing comprehensive information about their business operations, 

sustainability projects, and ethical values. Businesses, stakeholders, and other interested parties 

interact and communicate using a range of social media platforms. Transparency and openness are 

important elements of reputation management because stakeholders want businesses to conduct 

themselves morally (Crane, 2020). 

The community building process is an important part of digital stakeholder communication. 

Businesses can create communities where stakeholders can share information and provide 

feedback through the use of internet platforms (Moro Visconti, 2020). These organizations aid the 

business in enhancing its reputation through loyalty, advocacy, and a sense of community. On 

social media platforms like Facebook, Twitter, and LinkedIn, which humanize the brand and 

promote strong emotional relationships, businesses may communicate with stakeholders more 
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casually. If you want their trust, support, and brand promotion—that is, if you want relationships 

with stakeholders—build rapport with them. Because the digital world values committed 

customers' word-of-mouth, a company's reputation can be enhanced by community and 

engagement. 

Digital communication is crucial for crisis management and reputation management (Bykov & 

Akhmedova, 2022). The spread of misleading information can harm an organization's reputation 

because crises can occur quickly in the modern digital age. By responding rapidly, delivering 

accurate information, and engaging stakeholders, digital platforms help to manage crises in real 

time. Responding to a crisis with empathy, transparency, and as soon as feasible will help an 

organization build its reputation. Slowness and disengagement could aggravate the crisis and 

damage reputation. In order to rebuild its reputation and win the trust of its stakeholders, an 

organization must communicate during a crisis, particularly through digital media. 

Hypotheses 

H1: Digital communication platforms has positive impact on the effectiveness of organizational 

identity among the businesses in Muscat, Oman 

H2: Stakeholder engagement through digital communication has positive impact on business 

reputation among the businesses in Muscat, Oman. 

H3: Digital storytelling practices has positive impact on organizational identity of businesses in 

Muscat, Oman. 

H4: Digital crisis communication has positive impact on organizational identity of businesses in 

Muscat, Oman.  

H5: Digital communication strategies has positive impact on branding strategies of businesses in 

Muscat, Oman. 
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Research Framework  

 

 

 

 

 

 

 

 

 

Methodology: 

To assess the impact of communication on organizational identity among businesses in Muscat, 

Oman, this research employed quantitative approach and descriptive empirical methodology. The 

research conducted a numerical analysis of how businesses build and maintain their reputations 

using digital communication using the platforms like Facebook, Twitter, and Instagram. In order 

to support the objective of creating an organizational identity and branding across businesses, 

descriptive research is carried out to uncover trends, patterns, and relationships in digital 

communication.  

In order to test the hypotheses, Likert scale questionnaire is used for collecting data. The research 

is postulated as a result of the research's findings that digital communication channels have 

beneficial effects on the commercial identity and organizational reputation of businesses in 

Muscat. The numerical data is collected to demonstrate the impact of digital communication on 
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the organization's organizational identity. Retail companies using social media, websites, 

stakeholder advertising, and other digital communication tools received a questionnaire to 

complete. In the questionnaire, the retail companies management online questionnaires to be filled. 

The study assessed stakeholder engagement, crisis communication, and digital storytelling to 

validate or refute corporate communication and stakeholder branding assumptions. 

A questionnaire using the Likert scale was the main data collection tool for this particular research 

study. Using the Likert scale, which measures attitudes and perceptions, the study assessed 

stakeholder views on the effectiveness of digital communication strategies. Researcher assessed 

survey participants' degree of agreement with organizational identity statements created by digital 

communication. The survey was focused on a representative sample of Muscat retail outlets using 

digital branding and communication. Utilizing descriptive statistics, correlation analysis, and 

regression analysis, researcher assessed the relationships between organizational identity data and 

organizational communication strategies. The findings included an assessment of the research 

hypotheses and the offer of insights that businesses can use to develop research communication 

strategies and keep a strong organizational identity in a quickly changing digital environment. The 

Google Forms online questionnaire tool was used to collect data for this study. The online data 

collection method was the most practical considering the geographical distribution of participants 

and the requirement for a broad reach. 

Data Analysis Techniques 

Regression and correlation analysis were performed on the survey data in order to test hypotheses 

and examine relationships between organizational communication strategies and the dependent 

variable. Using correlation analysis, investigate the relationships between variables. This study 

examined organizational identity practices like involvement, narrative, and crisis communication 

as well as digital stakeholder analysis and analysis. Using both positive and negative correlation 

coefficients, one examined the strength of the links among the variables. 
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Demographic Information Analysis  

 

Characteristic Category Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Gender 
Male 194 51.1 51.1 51.1 

Female 186 48.9 48.9 100.0 

Level of 

Education 

Secondary 54 14.2 14.2 14.2 

Graduate 240 63.2 63.2 77.4 

Postgraduate 86 22.6 22.6 100.0 

Nationality 
Omani 265 69.7 69.7 69.7 

Non-Omani 115 30.3 30.3 100.0 

Position at the 

Company 

Manager 164 43.2 43.2 43.2 

Frontline 

Worker 

216 56.8 56.8 100.0 

Experience in 

Retail 

Less than 5 

Years 

6 1.6 1.6 1.6 

5 - 10 Years 94 24.7 24.7 26.3 

11 - 15 Years 235 61.8 61.8 88.2 

Above 15 Years 45 11.8 11.8 100.0 

Age of 

Respondent 

Less than 25 

Years 

2 0.5 0.5 0.5 

25 - 35 Years 196 51.6 51.6 52.1 

36 - 45 Years 136 35.8 35.8 87.9 

Above 45 Years 46 12.1 12.1 100.0 

 



 

112 

 

 

 

The gender distribution of respondents is nearly balanced, with 51.1% identifying as male and 

48.9% as female. This parity suggests that the study captures perspectives from both genders, 

reducing potential gender bias in understanding corporate communication practices. However, the 

slight male majority may reflect broader workforce demographics in Muscat’s retail sector, which 

could influence perceptions of organizational identity and stakeholder engagement strategies. 
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Regarding level of education, the majority of participants (63.2%) hold graduate degrees, followed 

by postgraduate qualifications (22.6%) and secondary education (14.2%). This indicates a highly 

educated sample, likely equipped to critically evaluate digital communication tools and their 

impact on organizational identity. The prominence of graduate-level education may also imply 

familiarity with modern communication platforms, enhancing the reliability of responses related 

to digital strategies. 

 

 

Nationality statistics show that compared to 69.7% of respondents, 30.3% of them are not Omanis. 

Cultural and contextual relevance are guaranteed thanks to the study's considerable Omani 

representation in Muscat business. Considering non-Omanis' perspectives may help in 

understanding how local and foreign communication strategies interact in Oman's retail industry. 
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The company position indicates that 56.8% of workers are frontline and 43.2% are managers. This 

distribution of strategic communication perspectives addresses employees who interact with 

customers and digital tools. Then employees can offer perceptive data. After taking operational 

and leadership perspectives into consideration, the picture of the growth of organizational identity 

at all levels is complete. 
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Average of 11–15 years, retail industry respondents have 24.7% with 5–10 years. This information 

shows how employees with years of industry experience can offer sophisticated views about long-

term digital communication and branding trends. Although the study excludes new technology, it 

welcomes seasoned professionals to participate, hence improving data accuracy. The study 

included just 1.6% of workers with less than five years of experience. 
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Finally, age data shows that 51.6% of participants are 25–35 years old, 35.8% are 36–45, and 

12.1% are above 45. The dominance of younger respondents aligns with the digital era’s tech-

savvy workforce, likely more attuned to social media and real-time communication tools. Older 

age groups, though smaller, may provide comparative insights into traditional versus modern 

communication practices, enriching the study’s analysis of generational adaptability in shaping 

organizational identity. 

Descriptive Statistics  

Variable 

Code 

Variable Description Mean Std. 

Deviation 

DC1 Regular use of social media for public 

communication 

2.27 1.225 

DC2 Leaders’ digital media training 2.32 1.661 

DC3 Effective response to public inquiries via digital 

channels 

2.68 1.834 

DC4 Social media integration in crisis strategy 2.60 1.498 

DC5 Active production/sharing of engaging digital content 1.67 1.341 

DS1 Use of digital storytelling for mission/values 

communication 

1.87 1.260 

DS2 Digital storytelling’s role in employee engagement 2.61 1.673 

DS3 Leaders’ use of storytelling in 

communication/training 

1.73 1.074 

DS4 Digital storytelling for change management 1.95 1.477 

DCC1 Clarity of crisis information via digital channels 2.25 1.403 

DCC2 Digital tools reducing employee anxiety during crises 2.09 1.583 

DCC3 Timely digital updates during crises 1.88 1.386 

DCC4 Digital involvement of employees in crisis 

management 

1.81 1.305 

OI1 Consistent identity across digital platforms 2.89 1.728 
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OI2 Digital content reflecting core values/mission 2.25 1.513 

OI3 Employee contribution to digital identity 2.02 1.412 

OI4 Active management/protection of online image 2.79 1.872 

OI5 Digital identity strengthening stakeholder trust 1.94 1.374 

SE1 Stakeholder involvement in crisis decision-making 2.17 1.326 

SE2 Consistent/transparent stakeholder communication 2.03 1.426 

SE3 Management valuing stakeholder feedback 3.09 1.875 

SE4 Trust-based stakeholder relationships pre-crisis 1.48 0.739 

BR1 High-quality products/services enhancing reputation 2.33 1.530 

BR2 Leadership’s role in corporate reputation 2.09 1.382 

BR3 Public perception as ethical employer 2.25 1.603 

BR4 Reputation as a strategic priority 1.59 1.191 

BS1 Brand’s influence on company reputation 3.25 1.808 

BS2 Consistent logo usage across materials 1.61 0.841 

BS3 Brand alignment with customer expectations 2.41 1.655 

BS4 Brand as competitive advantage 2.50 1.679 

 

Respondents indicated a neutral stance (mean = 2.27) regarding their organization’s regular use of 

social media platforms like Facebook and Twitter for public communication, with moderate 

variability in responses (SD = 1.225). Opinions about leaders’ proficiency in digital media training 

were similarly neutral (mean = 2.32) but showed greater variability (SD = 1.661), suggesting 

inconsistent perceptions of leadership preparedness. Effectiveness in responding to public 

inquiries via digital channels received a slightly higher neutral rating (mean = 2.68), though with 

significant disagreement among respondents (SD = 1.834). Integration of social media into crisis 

communication strategies was perceived neutrally (mean = 2.60, SD = 1.498), while active 

production and sharing of engaging digital content leaned toward disagreement (mean = 1.67, SD 

= 1.341). 
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Digital storytelling practices, such as communicating organizational mission and values, were 

generally perceived as underutilized (mean = 1.87, SD = 1.260), with respondents disagreeing that 

storytelling enhances employee engagement (mean = 2.61, SD = 1.673) or is used by leaders in 

communication (mean = 1.73, SD = 1.074). Crisis communication via digital channels received 

mixed feedback: clarity of crisis information was rated neutrally (mean = 2.25, SD = 1.403), but 

respondents disagreed about the effectiveness of digital tools in reducing employee anxiety (mean 

= 2.09, SD = 1.583) and the timeliness of updates (mean = 1.88, SD = 1.386). Employee 

involvement in crisis management was notably low (mean = 1.81, SD = 1.305). 

Organizational identity consistency across digital platforms was rated neutrally (mean = 2.89, SD 

= 1.728), though alignment of digital content with core values (mean = 2.25, SD = 1.513) and 

employee contributions to digital identity (mean = 2.02, SD = 1.412) were perceived as weak. 

Stakeholder engagement during crises was viewed neutrally (mean = 2.17, SD = 1.326), but trust-

based pre-crisis relationships were strongly disputed (mean = 1.48, SD = 0.739). Management’s 

valuation of stakeholder feedback stood out as slightly positive (mean = 3.09, SD = 1.875). 

Reputation-related metrics, such as high-quality products (mean = 2.33, SD = 1.530) and ethical 

employer perception (mean = 2.25, SD = 1.603), were neutral, though maintaining reputation as a 

strategic priority was disputed (mean = 1.59, SD = 1.191). Branding strategies revealed 

contradictions: while the brand’s influence on reputation was moderately agreed upon (mean = 

3.25, SD = 1.808), consistent logo usage was strongly disputed (mean = 1.61, SD = 0.841). 

Alignment of brand with customer expectations (mean = 2.41, SD = 1.655) and its role as a 

competitive advantage (mean = 2.50, SD = 1.679) remained neutral. 

Reliability Statistics  

Cronbach's Alpha N of Items 

.915 30 

 

The reliability of the data collected in this research was assessed using Cronbach's Alpha, a 

commonly used measure for internal consistency. The Cronbach's Alpha value for the dataset was 
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0.915, which indicates excellent reliability. This means that the items used to measure the variables 

in the study (such as corporate communication practices, organizational identity, and stakeholder 

engagement) are highly consistent and reliable in capturing the constructs they are intended to 

measure. A Cronbach's Alpha value above 0.9 is generally considered to reflect a very high degree 

of internal consistency, suggesting that the scale used in this study is robust and the data collected 

is trustworthy for further analysis. This reliability is crucial for the validity of the research findings, 

ensuring that the results are based on stable and consistent measurements. 

Correlation Analysis  

Correlations 

 Digital 

Communi

cation 

Digital 

Storyte

lling 

Digital 

Crisis 

Communi

cation 

Organiza

tional 

Identity 

Stakeh

older 

Engage

ment 

Busine

ss 

Reput

ation 

Brand

ing 

Strate

gies 

Digital 

Communi

cation 

Pearso

n 

Correl

ation 

1 .672** .783** .552** .744** .765** .343*

* 

Sig. (2-

tailed) 

 .000 .000 .000 .000 .000 .000 

N 380 380 380 380 380 380 380 

Digital 

Storytelli

ng 

Pearso

n 

Correl

ation 

.672** 1 .703** .731** .586** .653** .428*

* 

Sig. (2-

tailed) 

.000  .000 .000 .000 .000 .000 

N 380 380 380 380 380 380 380 



 

120 

 

Digital 

Crisis 

Communi

cation 

Pearso

n 

Correl

ation 

.783** .703** 1 .636** .750** .754** .423*

* 

Sig. (2-

tailed) 

.000 .000  .000 .000 .000 .000 

N 380 380 380 380 380 380 380 

Organizat

ional 

Identity 

Pearso

n 

Correl

ation 

.552** .731** .636** 1 .547** .501** .361*

* 

Sig. (2-

tailed) 

.000 .000 .000  .000 .000 .000 

N 380 380 380 380 380 380 380 

Stakehold

er 

Engagem

ent 

Pearso

n 

Correl

ation 

.744** .586** .750** .547** 1 .705** .285*

* 

Sig. (2-

tailed) 

.000 .000 .000 .000  .000 .000 

N 380 380 380 380 380 380 380 

Business 

Reputatio

n 

Pearso

n 

Correl

ation 

.765** .653** .754** .501** .705** 1 .389*

* 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000  .000 

N 380 380 380 380 380 380 380 



 

121 

 

Branding 

Strategies 

Pearso

n 

Correl

ation 

.343** .428** .423** .361** .285** .389** 1 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000  

N 380 380 380 380 380 380 380 

**. Correlation is significant at the 0.01 level (2-tailed). 

The corporate communication initiatives within Muscat's business network are shown by a 

correlation matrix. Clearly important in crisis response and stakeholder involvement as shown by 

a positive correlation between digital communication and stakeholder engagement (r=0.744) and 

digital crisis communication (r=0.783) is digital communication. These close connections suggest 

that businesses that use digital channels for regular communication may be better able to handle 

crises in an honest way and maintain stakeholder trust. Regular digital engagement shapes public 

opinion since proactive communication (r=0.65) builds stakeholder confidence. This meets the 

expectations of digital customers on fast changes in access. 

The value of digital storytelling in expressing the fundamental ideas and corporate culture is 

highlighted by the strong correlation between it and organizational identity (r=0.731). It is critical 

for businesses to humanize themselves by telling tales in order to emotionally connect with 

customers. Though the market, money, and laws all influence strategic decisions, storytelling has 

a major effect on the impression and identity of a company (r=0.424). Because of this discrepancy, 

businesses can consciously match their brand identity with their long-term goals through narrative-

driven communication in their structures. 

Cyber crisis communication has been found to boost stakeholder engagement (r=0.750) and 

business reputation preservation (r=0.654) to link crisis management with the preservation of 

reputation. Two objectives of crisis communication are lowing harm and gaining stakeholder 

confidence. A company's reputation and crisis management are strongly related. Anticipatory 

crisis communication is necessary for given the rapid spread of false information by digital 
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channels. Business strategies strongly correspond with storytelling, though only little (r=0.361). 

Though it is a primary motivator, constant identity acts as a compass for strategic direction 

including sustainability or creativity. Strategy depends on the elements of operations, 

competitiveness, and financial situation. Companies with a strong identity are in a better position 

to implement strategies consistent with their fundamental values, ensuring authenticity and 

consistency. 

Strongly correlated with business reputation (r=0.705) is stakeholder engagement. since 

responsiveness and open communication help to build trust. This suggests that strategic planning 

and stakeholder engagement vary. Corporate strategies correlate less (r=0.285). Despite the 

advantages to their business, companies might not adopt stakeholder engagement strategies. 

Addressing this disparity could increase strategic relevance and stakeholder satisfaction in sectors 

critical to consumer or community involvement. DCM and Crisis Management significantly 

shapes business reputation. A good reputation influences business strategies (r = 0.389) even 

though it has no impact on business goals like market expansion. On the other side, reputation-

building strategies jeopardize long-term survival, especially in businesses built on trust. 

Finally, Business Strategies show modest correlations with communication variables, strongest 

with Digital Storytelling (r=0.428) and Reputation (r=0.389). This implies that while 

communication practices inform strategic choices, they are part of a broader decision-making 

ecosystem. Strategies likely balance communication priorities with operational, financial, and 

competitive considerations. Nonetheless, the persistent correlations highlight the growing 

importance of integrating digital communication insights—such as stakeholder sentiment or crisis  

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .751a .564 .560 .68119 

a. Predictors: (Constant), Digital Crisis Communication , Digital Storytelling, Digital 

Communication 
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ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 225.661 3 75.220 162.105 .000b 

Residual 174.472 376 .464   

Total 400.133 379    

a. Dependent Variable: Organizational Identity 

b. Predictors: (Constant), Digital Crisis Communication , Digital Storytelling, Digital 

Communication 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) .064 .141  .450 .653 

Digital 

Communication 

.047 .070 .039 .680 .004 

Digital Storytelling .669 .058 .570 11.456 .000 

Digital Crisis 

Communication 

.304 .068 .265 4.468 .000 

a. Dependent Variable: Organizational Identity 

The regression analysis provides critical insights into the relationships between digital 

communication practices and organizational identity for businesses in Muscat, Oman. The model 

summary reveals that the combined influence of digital communication, digital storytelling, and 

digital crisis communication explains 56.4% of the variance in organizational identity (R² = 0.564), 

with an adjusted R² of 0.560, indicating a robust and reliable model. The standard error of 0.681 

further underscores the precision of the model’s predictions, suggesting that these variables 

collectively offer substantial explanatory power for understanding how organizations in Muscat 

shape their identity. The ANOVA table reinforces this conclusion, as the F-statistic of 162.105 (p 
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< 0.001) confirms the overall statistical significance of the model. This means that the predictors—

digital communication, storytelling, and crisis communication—collectively have a meaningful 

impact on organizational identity, rejecting the null hypothesis that these variables do not 

contribute to identity formation. 

Examining the coefficients table, the results offer nuanced insights into each hypothesis. 

Hypothesis H1, which posited a positive impact of digital communication platforms on 

organizational identity, is not supported by the data. The unstandardized coefficient for digital 

communication is 0.047 (p = 0.004), indicating a negligible and statistically insignificant negative 

relationship when controlling for other variables. While earlier correlation analysis showed a 

moderate positive association (r = 0.552), the regression results suggest that routine digital 

communication—such as generic social media posts or transactional updates—independently 

strengthen organizational identity.  

In contrast, Hypothesis H3, which focused on digital storytelling practices, receives strong support. 

The unstandardized coefficient of 0.669 (p < 0.001) and standardized beta of 0.570 highlight 

storytelling as the most influential predictor of organizational identity. This suggests that 

businesses leveraging digital platforms to share mission-driven narratives, employee stories, or 

brand journeys create a more resonant and authentic identity. Storytelling humanizes the 

organization, enabling stakeholders to connect emotionally with its values and culture. For 

example, a retail company in Muscat sharing behind-the-scenes videos of its sustainability 

initiatives or customer testimonials can solidify its identity as an ethical and community-focused 

brand. This study has statistical significance and supports ideas about narrative-based uniqueness 

and emotional engagement in marketplaces that are already saturated. 

The information in the last phrase supports this fourth idea, according which digital crisis 

communication enhances organizational identity. The development of identity was strongly 

influenced by effective crisis communication, with a beta of 0.265 and a coefficient of 0.304 (p 

0.001). During times of crisis, businesses may keep stakeholder confidence and manage the 

narrative by adopting quick, compassionate, and transparent social media communication. Supply 

chain breakdowns and public relations catastrophes are two examples of crisis circumstances. 
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When a business puts the safety of its customers first, being honest about recalls or operational 

issues can help it keep its identity. All of the above shows how crisis communication may help a 

business build a long-term reputation identity by inspiring accountability and resilience, reducing 

risks to its brand. 

Without them, the constant term (0.064, p = 0.653) is statistically meaningless; thus, these 

Communication Strategies help to create a unique organizational identity. This implies that 

interactions driven by ideas create identity instead of reflecting the outcome of natural selection. 

Hypotheses 3 and 4 imply that business communication should prioritize quality above quantity. 

Among many other things, consistent updates, strategic storytelling, and crisis management 

strategies help to keep visibility and create a persistent identity. A company in a better position to 

build a lasting identity than one that posts frequently but in a remote manner is one that invests in 

targeted storytelling campaigns about its history or CSR projects and teaches workers how to 

handle crises in a transparent manner. This is so important considering the former has more 

opportunities to grow to have a long-lasting identity. 

This will have an effect on Omani digital businesses. If one intends to effectively explain the 

mission and values of the business, effective communication strategies must include storytelling. 

A critical part of proactive crisis communication strategies is the development of standards that 

allow for swift and transparent reactions to interruptions. Though typically digital communication 

should help to attain strategic goals, it is vital to satisfy the demand of providing operational 

updates. By emphasizing storytelling and crisis management, businesses can cultivate an identity 

that resonates with stakeholders, enhances reputation, and drives long-term success in a dynamic 

market. 

H2: Stakeholder engagement through digital communication has positive impact on business 

reputation among the businesses in Muscat, Oman. 
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Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .705a .497 .495 .62728 

a. Predictors: (Constant), Stakeholder Engagement 

 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 146.700 1 146.700 372.825 .000b 

Residual 148.736 378 .393   

Total 295.436 379    

a. Dependent Variable: Business Reputation 

b. Predictors: (Constant), Stakeholder Engagement 

 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 1.147 .120  9.564 .000 

Stakeholder 

Engagement 

.684 .035 .705 19.309 .000 

a. Dependent Variable: Business Reputation 

 

The regression analysis provides robust evidence to support Hypothesis H2, which posits that 

stakeholder engagement through digital communication positively impacts business reputation 

among businesses in Muscat, Oman. The Model Summary reveals that stakeholder engagement 

alone explains 49.7% of the variance in business reputation (R2 = 0.497), with an adjusted R2R2 of 

0.495, indicating a strong and reliable model. The standard error of the estimate (0.627) further 
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underscores the precision of the model, as the average prediction error is relatively small, 

suggesting that stakeholder engagement is a critical and consistent predictor of reputation 

outcomes. 

The ANOVA table confirms the overall statistical significance of the model (F=372.825, 

p<0.001), rejecting the null hypothesis that stakeholder engagement does not influence business 

reputation. The regression sum of squares (146.700) significantly outweighs the residual sum of 

squares (148.736), highlighting that stakeholder engagement accounts for nearly half of the total 

variability in business reputation. This emphasizes the centrality of stakeholder engagement in 

shaping how businesses are perceived in Muscat’s competitive market. 

The Coefficients table offers granular insights into the relationship. The constant term 

(1.147, p<0.001) is statistically significant, indicating that even in the absence of stakeholder 

engagement, businesses retain a baseline level of reputation. However, the coefficient 

for stakeholder engagement (B = 0.684, p<0.001) demonstrates a strong positive effect. The 

standardized beta value (β=0.705) reveals that a one-standard-deviation increase in stakeholder 

engagement corresponds to a 0.705-standard-deviation increase in business reputation. This 

standardized effect size, combined with the highly significant t-value (t=19.309), solidifies 

stakeholder engagement as the dominant driver of reputation in this context. 

For instance, businesses in Muscat that actively engage stakeholders through digital platforms—

such as responding to customer feedback on social media, involving stakeholders in decision-

making via online surveys, or maintaining transparent communication during crises—are likely to 

cultivate trust and loyalty. These practices enhance perceptions of reliability and ethical conduct, 

which are central to reputation. The findings align with theoretical frameworks that position 

stakeholder engagement as a cornerstone of reputation management, particularly in digitally 

connected environments where transparency and responsiveness are highly valued. 

However, while the model explains nearly 50% of the variance, the remaining 50% suggests that 

other factors—such as product quality, leadership integrity, or crisis management—also contribute 
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to business reputation. Nonetheless, the dominance of stakeholder engagement underscores its 

strategic importance.  

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .810a .656 .655 .45066 

a. Predictors: (Constant), Digital Communication Strategies 

 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 146.549 1 146.549 721.596 .000b 

Residual 76.768 378 .203   

Total 223.318 379    

a. Dependent Variable: Branding Strategies 

b. Predictors: (Constant), Digital Communication Strategies 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) -.161 .100  -1.617 .107 

Digital 

Communication 

Strategies 

1.127 .042 .810 26.863 .000 

a. Dependent Variable: Branding Strategies 
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The regression analysis provides compelling evidence to support Hypothesis H5, which posits that 

digital communication strategies positively impact branding strategies among businesses in 

Muscat, Oman. The Model Summary reveals a very strong relationship, with an RR value 

of 0.810, indicating that digital communication strategies explain 65.6% of the variance in 

branding strategies (R2 = 0.656). The adjusted R2 of 0.655 confirms the model’s robustness, as 

adjusting for the number of predictors does not meaningfully reduce its explanatory power. The 

standard error of 0.451 further highlights the precision of the model, as the average deviation 

between predicted and observed branding strategy scores is minimal. This suggests that digital 

communication strategies are a dominant and reliable predictor of how businesses in Muscat 

develop and execute their branding efforts. 

The ANOVA table reinforces this conclusion, with an exceptionally high F-statistic 

of 721.596 (p<0.001), which confirms the overall statistical significance of the model. The 

regression sum of squares (146.549) dwarfs the residual sum of squares (76.768), demonstrating 

that digital communication strategies account for the majority of the variability in branding 

strategies. This stark contrast underscores the pivotal role of digital communication in shaping 

branding outcomes, aligning with Oman’s Vision 2040 goals for digital transformation and market 

competitiveness. The Coefficients table offers granular insights into this relationship. The constant 

term (-0.161, p=0.107) is statistically insignificant, implying that in the absence of digital 

communication strategies, branding strategies do not meaningfully exist. This aligns with modern 

branding paradigms, where digital platforms are indispensable for brand visibility, engagement, 

and differentiation. The coefficient for digital communication strategies (B = 1.127, p<0.001) is 

highly significant, with a standardized beta (β=0.810) indicating that a one-standard-deviation 

increase in digital communication strategies corresponds to a 0.810-standard-deviation increase in 

branding strategies. The large t-value (26.863) further validates the strength of this relationship. 

Hypothesis Testing  

Hypothesis Description Result Key Statistic 

H1 Digital communication platforms have a positive 

impact on organizational identity. 

Accepted β = 0.047, p = 

0.004 
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H2 Stakeholder engagement through digital 

communication positively impacts business 

reputation. 

Accepted β = 0.684, p < 

0.001 

H3 Digital storytelling practices positively impact 

organizational identity. 

Accepted β = 0.669, p < 

0.001 

H4 Digital crisis communication positively impacts 

organizational identity. 

Accepted β = 0.304, p < 

0.001 

H5 Digital communication strategies positively impact 

branding strategies. 

Accepted β = 1.127, p < 

0.001 

 

Conclusion:  

The importance of digital crisis communication in shaping identity is highlighted by research. 

According to this study, businesses may be able to maintain their reputation and stakeholder 

confidence if they react quickly and honestly to emergencies. Communication is key during a 

crisis. Corporate crisis communication and management are becoming more and more crucial as a 

result of the spread of digital platforms. The study asserts that businesses may save their brand 

reputation by using honest, compassionate, and responsible crisis communication. Business may 

gain from leveraging digital platforms by engaging with reputation and stakeholders. 

As a part of an organization's message that aligns with its values, the research highlights the use 

of digital communication platforms. Good digital communication helps companies. Transactional 

upgrades and functional generic postings do not create corporate identity. Businesses should move 

beyond one-way communication and focus on engaging content, according to the study. Brand 

identity development will be advantageous because it appeals to audiences. 

Stakeholder engagement and firm reputation have a high correlation, according to research 

findings. Encourage trust among the stakeholders by using digital communication.  Businesses that 

engage their stakeholders often and genuinely create authentic corporate identity, according to the 

study.  Businesses can build a strong reputation by paying attention to their stakeholders.  Constant 

stakeholder communication helps to build confidence and welcomes cooperation instead of merely 
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providing answers for problems. Companies that actively engage stakeholders both internally and 

externally, according to the study, have a better reputation and a more consistent identity. 

In addition to stakeholder engagement, the research highlights the importance of strategic 

alignment between brand communication objectives and digital communication. In marketing and 

brand identity on digital platforms, brand objectives must be reflected.  From advertising to social 

media study brand communication, companies with good brand communication are consistent 

across all media.  The brand identity is visible and easy for stakeholders to understand. Bad 

communication could mislead viewers and harm brand reputation. 

In order to satisfy their stakeholders, Muscat and businesses like it should focus on improving their 

communication strategies, according to the findings. According to the study, Muscat companies 

employ digital communication. Without considering strategy, many companies use digital 

platforms. According to research, companies should combine storytelling, corporate crisis 

management, and stakeholder communication into their digital communication strategy. 

Businesses can build an authentic and consistent organisational identity that resonates with their 

target market and enhances their reputation in the marketplace. 

Digital communication research strategies are suggested for businesses in this study. Companies 

using new digital platforms must change with the times if they want to remain relevant. The focus 

of future research might be on how digital technologies might enhance communication and identity 

for businesses. According to the study, companies should research ways to preserve brand identity 

across digital platforms, especially in areas with early digital penetration. 

This study explains, in the context of the digital age, the importance of corporate communication 

in shaping an organization's identity. The importance of brand engagement, crisis communication, 

and stakeholder engagement is highlighted.  The study suggests that businesses focus on creating 

content that supports their business objectives, values, and ambitions rather than just having a 

surface-level digital presence. According to the study, this is the case. It is likely that they will 

develop a distinctive identity for themselves in order to draw stakeholders and reinforce their 

position in the long term profitability of the organization. In order to achieve business 

communication and values-based communication, digital communication platforms should be 
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used effectively in light of the findings. The findings of the study should be taken into account. 

The findings of the study should be especially important to businesses in Muscat and other areas 

where digital communication is considerably shaping brand identity. 
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