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Introduction
This report examines the concepts of business ethics and social responsibility by providing definitions of each term, supported by academic sources. It explains these concepts using established models and theories, including the Triple Bottom Line (TBL) framework developed by John Elkington and the concept of Corporate Social Responsibility (CSR), first introduced by Howard R. Bowen in 1953. The report also analyses the relationship between business ethics, social responsibility and business performance, demonstrating how these concepts contribute to long-term organisational success. Throughout the report, relevant organisational examples are included to illustrate how these concepts operate in practice, and it concludes by summarising the key points discussed.

Definition of Business Ethics and Social Responsibility
Business ethics refers to the values, principles and policies that guide how organisations operate, a notion supported by Parboteeah and Cullen (2013). It involves making decisions that are honest, fair and responsible, while considering the impact on all stakeholders, and ensuring organisational profitability. In addition to this, Carroll (2009) argues that business ethics covers a wide range of issues, including how organisations treat their employees, interact with other businesses and their impact on the environment. However, applying business ethics can be challenging, as ethical standards may differ across cultures and industries (Jain, 2025). This can create tension between ethical decision-making and profit maximisation, particularly in competitive markets. Nevertheless, strong business ethics help build trust among consumers, employees and investors, which in turn contributes to long-term success and a positive organisational reputation.

Social responsibility refers to the ethical obligation of organisations to act in ways that benefit society and the environment, while remaining accountable to stakeholders and the wider public (Hopkins, 2012). It involves taking responsibility for the social, environmental, and economic impacts of organisational activities, ensuring decisions contribute positively to communities while maintaining ethical and responsible standards. According to Moir (2001), social responsibility has become increasingly important to investors, who look for businesses that balance profitability with a positive social impact. Therefore, social responsibility plays an important role in promoting a fairer and more sustainable world.

Business ethics focuses on the values that guide an organisation’s actions, while social responsibility extends these values to emphasise accountability toward society and the environment. Together, they provide the basis for responsible and sustainable business practices.

Explanation of the Concepts using the Triple Bottom Line and Corporate Social Responsibility 
The TBL framework highlights that organisations should consider their social and environmental impacts, alongside financial performance (Bhatti, 2025). This model focuses on the three P’s: profit, people and the planet, allowing organisations to identify their environmental responsibilities and potential social impacts. For example, The Body Shop illustrates this framework in practice. The company maintains profitability while integrating social and environmental responsibility into its core business operations. Regarding people, the company supports fair trade, and ethical sourcing, ensuring that communities benefit from its activities. In terms of the planet, The Body Shop promotes environmental sustainability through initiatives such as reducing packaging and using naturally sourced ingredients (The Body Shop, 2026). However, a limitation of the TBL framework is that social and environmental impacts can be difficult to measure, making it challenging to assess overall performance accurately (Argenti, 2015). Therefore, while the framework encourages a balanced approach to business success, it also presents challenges in practical evaluation.

CSR is the concept that organisations have responsibilities beyond profit, extending to social, ethical, and environmental duties (Gitman et al., 2018). This means organisations should not only focus on generating profit but also act ethically, support their communities, treat employees fairly, and minimise harm to the environment. For example, Adidas demonstrates CSR by promoting fair labour practices, engaging in environmental initiatives like Parley for the Oceans which aims to reduce ocean plastic pollution, and supporting philanthropic programmes that help young people through sport and education, while maintaining profitability (Adidas Group, 2021). However, Dubbink, Graafland and Van Liedekerke (2008) argue that CSR can be criticised when organisations claim social responsibility without making real changes, highlighting the need for transparency. Therefore, while achieving profit and complying with the law are essential, organisations are also expected to uphold ethical standards and contribute positively to social and environmental outcomes.

Both the TBL and CSR demonstrate that ethical conduct and social responsibility are not optional, but essential components of a sustainable business strategy.

Relationship between Business Ethics, Social Responsibility, and Business Performance
There is a clear positive relationship between business ethics, social responsibility and business performance. According to Needle and Burns (2023) organisations that uphold high ethical standards and engage in meaningful CSR activities often benefit from lower employee turnover, increased customer loyalty, and motivated employees. This suggests that ethical and socially responsible practices can contribute directly to improved organisational performance. An example of this is in practice is The LEGO Group (2023), which demonstrates this relationship through initiatives addressing environmental impact and social responsibility. By ensuring child safety, and high-quality products, LEGO builds customer trust and loyalty as customers perceive its products safe and reliable. Additionally, CSR initiatives, such as educational support provided by the LEGO Foundation strengthen its public image and brand reputation. As a result, LEGO benefits from motivated employees, enhanced customer trust, and long-term profitability. This shows that ethical conduct and CSR are not only moral responsibilities but also key drivers of sustainable organisational success, and long-term financial performance.

Ethical and socially responsible practices can provide competitive advantages, such as attracting socially conscious consumers, differentiating products, and boosting investor confidence (Ferrell and Ferrell, 2009). However, organisations must balance short-term costs with long-term benefits, as CSR initiatives or environmentally friendly practices often require significant investment, and their financial impact may only become clear over time.


Conclusion
In conclusion, business ethics and social responsibility are important concepts that guide organisations to act responsibly toward society, while positively supporting sustainable business performance. The TBL framework and CSR provide practical approaches for implementing ethical and socially responsible strategies. Furthermore, organisations such as The Body Shop, Adidas, and The LEGO Group demonstrate that ethical conduct and CSR generate social and environmental value, build stakeholder trust, strengthen brand reputation, and support long-term financial success. However, these approaches also involve challenges, including implementation costs, measurement difficulties and the risk of superficial adoption. Overall, ethical behaviour and social responsibility are essential for achieving long-term organisational success in a competitive and socially conscious responsible business environment.
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