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Abstract

According to Stokes et al (2003), since the middle of the 1990s, concerns about the business ethics in UK-based organisations have significantly increased. The reputation for ethical practices in professional organisations suffered a dilemma in terms of consumer trust and confidence from 2001 to 2002.

The dissertation aims to investigate the impact of the code of conduct and the practice of Corporate Social Responsibility (CSR) within professional organisations. Three objectives were utilized to successfully fulfil the dissertation:
· To investigate the impact and practice of CSR within professional organisations.

· To evaluate the influence of codes of conduct within professional organisations.

· To provide some recommendations to improve the impact of the code of conduct and enhance CSR practice within professional organisations.

The Literature review chapter contributes to achieving the research objectives by exploring a wide range of academic authors such as Freeman, Friedman and Carroll etc. Additionally, in the case study of Aspen Waite Limited, a qualitative analysis of information provided by the official website and questionnaire analysis were conducted in order to gain a better understanding of the impact of the code of conduct and CSR practice within professional organisations. 

Finally, a conclusion chapter would comprehensively summarise the achievement of research objectives and provide recommendations for future improvement of the code of conduct and CSR within professional organisations.
Chapter 1: Introduction

1.1 Background information
According to Financial Times, Cotterill (2017) demonstrated that the Mckinsey corruption scandal in South Africa, surfaced in 2017, resulting in a big shock and bad impact on business and society. In Forbes, Johnson (2003) stated that unethical business behaviours exceed 20 cases in 2012. However, O’Dwyer and Roche (2003) stated that the investigation of issues about business ethics and corporate social responsibility should be emphasised to address this dilemma. As Freeman (1984) said previously, the stakeholders of organisations including employees, clients, suppliers, creditors, investors, government, and community are able to affect or be affected by the practice of the organisation. At the same time, Corporate Social Responsibility (CSR) of an organisation also could be affected by the practice of the organisation. Therefore, the organisation should contribute more resources and practice to enhance CSR and maintain a good reputation of a corporation.
A recent trend among organisations is the growing awareness of corporate social responsibility (CSR). It is widely acknowledged that modern corporations not only pursue profits but also need to behave as a good corporate citizen. According to the European Commission (2002), CSR is considered as a model that organisations have social and environmental concerns in stakeholder interaction and business activities. 

The backgrounds of increasing concern for professional ethics and CSR witnessed the development of organisation where business ethics issue have existed more than a decade. Furthermore, business decision-making process and outcomes are regarded as a sensitive activity at managerial even social levels. According to Pedersen and Andersen (2006), many organisations resort to establish codes of conduct to enforce good practice and tackle social pressure. A code of conduct consists of specific guidelines and standards to ensure a better working environment. According to the International Federation of Accountants (2007), codes of conduct refer to principles and rule of behaviour to guide the business activities and decision-making procedures within an organisation. The implementation of codes of conduct within organisations not only respect the rights but also promote the benefits of main stakeholders that affected by organisational business activities and decision-making. Therefore, CSR and codes of conduct are able to play a vital role while starting the practice of business activity and decision-making process. 

Based on a study in 1992 of codes of ethics, a leading Canadian organisation was found that despite the codes related to social responsibility, they showed a primary concern to protect the benefits of the organisation. (Lefebvre and Singh, 1992). In the study of Stohs and Brannick (1999), there are three categories to summarise the codes of conduct within organisations (1) Issues affecting mainly employees. (2) Issues affecting mainly on organisations. (3) Issues affecting mainly the society and environment. The study concluded that the codes of conduct in many organisations were mainly concerned with the issue affecting mainly on organisations. 

According to Cooper and Fisher (2010), organisations always want to retain trust, reputation, and loyalty from members, customers, and related communities for a long-term sustainable operation. However, fewer people realized the ethical issues in business. Especially when employees of professional organisations are asked to be competent to provide professional advice for clients instead of misrepresenting their capabilities and considering the conflict of interest within organisations. This also requires employees to have more professional skill combined with an understanding about the significance of ethical behaviour in organisations to guide the ethical practice.

1.2 The relationship between Corporate Social Responsibility (CSR) and codes of conduct.

The concept of corporate social responsibility (CSR) obtained increasingly attention from customers and businesspeople. In fact, the benefits of CSR to organisations those take social responsibility are increased and encourage organisations across all industries to emphasise CSR issues. According to Orlitzky et al (2003), the adherence to a variety of standards and ethical guidelines will improve an overall performance of organisations including increased financial performance and corporation image. Additionally, Becker-Olsen et al (2006) argued that the consumption behaviour and loyalty of modern clients are being increasingly influenced by ethical practice and reputations of the organisation. Thompson (2003) also demonstrated that punishments for the violation of the ethical standard or corporate misconduct have become more and more specific from fines to sentencing, which accelerates the urgency of establishment and practice of ethical standards in organisations.

According to Chinko et al (2003), codes of conduct have become an increasing concern for modern business in Europe and have been established in the majority of famous organisations all over the world. According to Collins (2004), a formal code of conduct represents a common CSR instrument utilized by organisations to establish and communicate ethical business practice and a responsible organisational image. The code of conduct also referred to the code of business standard or code of ethics that established to represent expected behaviours of employees and a specific CSR commitment from organisations. Collins (2004) stated that codes of conduct are considered as a foundation to establish CSR policies within organisations and create an ethical and sustainable corporate image. Dean (1992) also stated that an effective code of conduct with a proper training contributes to promoting ethical behaviour toward CSR within an organisation. As a matter of fact, the code of conducts influences a corporate image and reputation by guiding behaviours of employees. There is no doubt that an improvement in ethical business practice contributes to avoiding some legal issues. Based on Diller (1999), the adoption of codes of conduct as a formal commitment to ethical business practice and social responsibility might promote organisational reputation and maintain the public image. Diller (1999) argued that the implementation of codes of conduct might contribute to risk management, improve customer loyalty and reduce negative costumers’ behaviours.

According to Kaptein and Schwartz (2008), an over four decades research on codes of conduct reported that a positive influence of codes of conduct appeared in 27 studies, whereas a weak influence in 13 studies even a negative impact in 1 study and no influence in 26 studies. Weaver (1995) argued that the difference among codes of conduct quality rather than content might be a key reason for the effectiveness of the code. The effectiveness of code of conduct is largely established on the presence and absence of code in CSR executives within organisations. Therefore, it is essential for CSR research to investigate the quality of codes and the impact of codes on CSR performance.

1.3 Rationale for the study

According to Campbell, Craven and Shrives (2003), since the 1990s, organisations in European countries especially Britain have attempted to develop the corporate social responsibility(CSR) report and established a mature CSR system. Acquier and Gond (2006) stated that many professions are paying more attention to CSR and sustainable development. Different professions shape general concepts to meet their goal and utilize them in various ways. According to Abbott (1988), some professions in a privileged financial position are now aware of the importance of developing CSR to meet market expectation on organisational virtue. As a matter of fact, Suddaby et al (2009) argued that CSR has become an increasingly vital filed for professional organisations. However, Williams et al (2010) stated that some studies showed a growing CSR awareness in professional organisations but a low priority in the professions of many countries including the UK, Germany and Canada. Therefore, an establishment and evaluation of CSR system within professional organisations is ought to be acquired to make CSR as a part of professional organisations for obtaining more competence for sustainable development.

Based on a report by Emelhainz and Adams (1999), the codes of conducts among different professional organisations are not uniform and lack specific detail so that it tends to be lax in enforcement. According to Schwartz (2004), a successful code of conduct always is influenced by some factors including senior management support, enforcement and training, etc. The main finding suggests that a general utilization of codes of conduct among native UK organisations has enhanced significantly from 1995 to 2000. Based on a recent research, Stohs and Brannick(1999) argued that although many organisations apparently paying more attention to the public concerns about the ethical guideline, only 22% of Irish-owned firms established codes of ethics. These codes of conduct were primarily established based on professional or industrial standards of behaviours to meet organizational needs. Thus, the analyses of codes of conduct and CSR in the professional organisation not only contribute to the study of business ethics and CSR but also create practical significance to promote the establishment, promotion and enforcement of the code of conduct as well as a sustainable development in the professional organisations.

1.4 Research question

This research aims to answer the following questions:

What context has been mentioned related to CSR activities in the professional organisations? What’s the current situation and impact of codes of conduct in professional organization? What’s the relationship between codes of conduct and CSR in the professional organizations? What improvement can be made within professional organizations to improve effectiveness codes of conduct and CSR activities? By this means, some objectives and appropriate methods will be designed and utilized to answer these questions.
1.5 Aims and objectives

Kahneman and Schild (1966) described objectives as targets required to appropriately achieve the main elements of a research. The overall objectives of this dissertation are to analyse the practice and impact of the codes of conduct and CSR in one of the professional organisations: Aspen Waite Group. The objectives of this research are as follows:

· To investigate the impact and practice of CSR within professional organisations.

· To evaluate the influence of codes of conduct within professional organisations.

· To provide some recommendations to improve the impact of the code of conduct and enhance CSR practice within professional organisations.

For a better achievement of these objectives, content analysis and questionnaires have been chosen in this dissertation to evaluate the format and impact of codes of conduct and CSR in the chosen professional organisations. This dissertation adopts a comprehensive survey questionnaire to evaluate codes of conduct and CSR in a sample of two professional organisations based in the UK. Subsequently, a case study will be conducted to promote a general research and obtain a conclusion to the whole industry. The research samples focus on documents provided by professional organisations, the official websites and questionnaires responses from participants.

Chapter 2: The Literature review 

2.1 Introduction 

This chapter will give an overview of some theories and issues related to business ethics and Corporate Social Responsibility (CSR) on business. The existing code of ethics and code of conduct in business operation, as well as relevant concepts and academic theories, will also be reviewed in this chapter. As stated in the previous chapter, one aim of this dissertation is to investigate and improve business ethics and CSR in business. In order to achieve this objective, the dissertation will focus on three points that should be discussed through the existing literature for a better understanding to the development of business ethics and CSR in recent years; they are:

· The relevant theories and different models of Corporate Social Responsibility.

· Limitations of CSR theories and the application of CSR to business as well as sustainable development of CSR in future.

· The analysis on how the code of conduct and Business Code of ethics（BCE）influences ethical decision-making in organisations.

These points are the current focus and main issues in the existing literature identified as relevant to the development of business ethics and CSR.

2.2 Corporate Social Responsibility (CSR)

Smith (2003) argued that an organisation is considered to have two different roles in business ethics: economic responsibility and ethical responsibility, and two different principles: ethical code and business value. 

According to Sun (2010), since the mid-20thcentury, CSR has become a serious public issue due to the increasing impact of business on society. Corporate operational disasters such as BP’s oil spill in 2010, corporate fraud such as Enron in 2001 indicates some key problems of CSR. Firstly, the definition of CSR should be clarified for a better understanding and analysis of the problems in CSR. Basically, CSR refers to corporate attitudes and behaviours that consider a long-term profit and benefit for business owner beyond its limited legal obligation and liabilities and beyond the passive benefits from the business to society. The implementation of economic and legal obligation in business is a very narrow view of CSR. In fact, CSR is more about considering any possible bad impact of business activities on society and environment, avoiding the harm of business activities on people and public, satisfying the social and stakeholder’s expectations and contributing resources to community and improving the life of people. That means business should not only act legally, economically and morally right but also take social and moral obligations to create a better society. The integration of social and moral value in business is the key to CSR.

According to European Economic Advisory Group (EEAG, 2010), the crisis of CSR could be measured in terms of public trust and confidence in business. A study of European Economic Advisory Group (EEAG) in 2008 showed that increasingly people are losing trust in business. Lantos (2002) also argued that the British public has lost trust in business because of organisations’ poor ethical behaviours. A recent survey in Economist (2008) indicates that only 38% people in Britain trust business to do the right thing and only 17% people trust the information from CEO in the enterprise. This has caused many people to believe that ‘CSR is dead’. (Economist.com, 2008)

Blowfield & Murray (2014) stated that the world is witnessing a huge change over the importance of business in society. Business makes a contribution to economic growth, wealth creation and employment provided. Additionally, a business also plays important role in the non-economic aspect that may not be considered before. With the development of business ethics, organisations confront more and more stress to implement CSR activities for the benefit of business and society.

According to Carroll (1999), CSR refers to a wide range of activities taken by organisations to decrease negative and enhance positive impacts on society. Based on Dahlsrud (2008), stakeholders concerns and ethical considerations (customer experience, employees’ wellbeing, the community) and economic consideration (the cost and revenue generated) represent an integral part of the CSR concept. Therefore, reliable information is an essential aspect of CSR, which provides trust and confidence regarding the organisation’s claims, operation and future development in its relationship with financial and non-financial stakeholders.

Margolis and Walsh (2003) demonstrated that business is increasingly considered to resolve social problems because enterprises are confronting a large amount of stress and high expectations from stakeholders (e.g. government, community, and environment) in the current business environment. Therefore, Corporate social responsibility connects the relationship between society and business. According to Baumann-Pauly et al. (2013), CSR is an integration of environmental, social and ethical consideration into business operation and the interests of stakeholders, which means business activities are not only pursued efficiency but also the responsibility for stakeholders. Based on Jitaree (2015), CSR can be utilized as a way of communication to stakeholders in a business.

According to Sun (2010), the critical reflection on the role of CSR in business deserves more research to explore how CSR could function well to decrease risks and threats from business and increase public trust and confidence in business. Based on Carroll’s pyramid (1979), CSR encompassing economic, legal, ethical and philanthropic responsibilities is a good starting point for further research. 

According to Friedman (1970), the social responsibility of business is to make a profit within the rules of the game. Sun (2010) also stated that the basic purpose and function of private business is make profits for business owners. Under a legal framework with constraints and protection, business not only benefits the owner but also the other people and the whole society. The development and sustainability of any business rely on the support of stakeholders such as customers, employees, community and government. In turn, stakeholders who support business must have a reason so they obtain some benefits. Therefore, mutual benefits between business and supportive stakeholders form a foundational balance to create a legitimate business. In other words, a business must take responsibility for its stakeholders and society as well as the environment (e.g. natural resources business need) to get support. Therefore, Friedman’s view on CSR might be right but relatively narrow.

Carroll (1979) stated that the corporate social responsibility refers to specific expectations of society in an economic, legal, ethical and philanthropic aspect that organisations fulfil its obligations. However, Carroll (2008) stated that the economic and legal responsibility in Carroll’s pyramid of CSR is built on an ideal business society that businesses do well and do no harm to society. The reality shows that not all businesses are good and business can be bad even though their activities might be legal. For example, a business might pursue more profit and success for the business owner at the cost of others, society or environment and such business activities usually considered to be legal but unethical.
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 Figure 2.1：Carroll’s pyramid of CSR (Carroll, 1991)

Current theoretical model on CSR

According to Sun (2010), there are three CSR models in the current practice of CSR: the shareholders’ value model, the stakeholder model and the business ethics model.

2.2.1The shareholder value model

According to Friedman (1962), the only social responsibility of business is to increase its profit under the legal rules. However, Lantos (2002) stated that the function of business is to benefit economy and society and its function should be not in conflict with other social functions performed by government and non-profit organisations. Economists believe that the owners of the enterprise are its shareholders and managers have a duty to consider the interest of its shareholders. Although the maximization of shareholders’ profit is considered as the most important corporate responsibility, corporate social responsibility always do better to help a business obtain long-term profits and improve corporate competitive advantage.

2.2.2 The stakeholder model

Edward Freeman (1984) demonstrated a wider view on the social responsibility of business. Freeman stated that corporations must satisfy different groups (e.g. customers, employees, shareholders, community, government and environment) who can affect the development of a company. Therefore, Freeman proposed the stakeholder theory. Stakeholder theory is a vital foundation of CSR development. 
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Figure 2。2: A Stakeholder Model of A Company (Freeman, 1988)
According to Frynas (2006), the stakeholder model has challenged and become an alternative to the previous shareholders’ value model. Since the1960s, the stakeholder theory has argued that an increasing impact of stakeholders on business should not be underestimated. A successful business must take account of pragmatic and ethical behaviours, a wider interest of stakeholders rather than the narrow interest of shareholders. Besides, the stakeholder model pays more attention to the corporate social responsibility of stakeholders within the corporation instead of others unrelated to the corporation. Therefore, CSR can be regarded as a corporate stakeholder responsibility.

2.2.3 The business ethics model

According to Davis (1973), the business ethics model can be extended to broader social obligation and the moral responsibility of business to society. This model justifies CSR on three ethical grounds. The first one is ethical values that often expressed as some universal principle like human rights, fairness and social justice. The second one is emerging and changing social expectations to specific social issues on account of the consistent advancement of business and society. The third one is corporate citizenship. For example, an organisation behaves as a good citizen in society to improve social wellbeing. The business ethics model considered CSR as ethical and philanthropic responsibility instead of economic and legal responsibility based on Carroll’s pyramid of CSR (1991). CSR begins where legal obligation ends.

2.3 Limitation of CSR theories

According to Moir (2001), theories are often generated from practice, in turn, theories may influence or guide practices. The theoretical models of CSR are more or less reflections of business practice. If CSR failed in business practice, it indicated a corresponding defeat or a serious limitation of current CSR theories. For example, many enterprises in Europe and Japan comply with the shareholder value model, many companies in the US follow the stakeholder theory, and some organisations adhere to the corporate citizenship model. (Keay, 2010) For example, corporate operational disasters such as BP’s oil spill in 2010 reflected a failure of CSR model that British Petroleum (BP) adopted.

According to Davis (1973), CSR theories have been frequently criticized in the academic field. For example, shareholders value model represents a narrow functionalist view of business and considers business purely as self-interest and profit maximization without more attention on the relationship between business and its stakeholders and the negative influence of business on society. Managers of businesses with such view and behaviours would harm the sustainability of business and development of society.

According to Frederick (1998), the stakeholder model seems to be more ethical because it requires a business to take account of the wider interests of stakeholder instead of the shareholder value only. However, the weakness of this model is that it only emphasises or prioritizes a narrow interest of some particular stakeholder of the organisation, who may have a large influence on the organisation. However, Hummels (1998) stated that the interest of other stakeholders, the society and environment are often simply ignored by the organisation, which caused an unfair distribution of benefits, value, right and interest. Therefore, the stakeholder model is more of a political model than an ethical model.

According to Ackerman (1975), the business ethics model is regarded as an ideal model for capitalism and often being criticised as a system that only emphasises to make money. Freeman (1984) stated that the vital problem of this model is that it separates business and ethics as two unrelated areas rather than integrate ethical behaviours with business activities. 
According to Valor (2005), many scholars of business ethics have attempted to integrate ethical behaviours with business practice, but the traditional modes of thinking tend to exacerbate the separation of ethical behaviours and business practice. From this perspective, ethics is always considered as external to business and an optional value attached to the business value. The profit of business always takes the priority and the ethics take less important position. With the globalization in the 1990s, the shareholders’ value and ethics has affected all over the world including Europe and Japan where shareholder model is traditionally applied to business. Why did CSR fail in some business practice with the popularity of shareholder value and ethics? e.g. BP’s oil spill, corporate fraud such as Enron and Volkswagen Emission Scandal. The theoretical root reflects that the ethical standard is separated from business value and ethics has never been truly combined with business.

Sun (2010) concluded that the limitation of contemporary CSR theoretical frameworks mainly focused on three aspects: the separation of ethics from business in the case of the shareholder value model, business without wider responsibility in the case of stakeholder model and the separation of business from ethics in the case of business ethics model.

2.3.1 Integrate CSR with business

According to Jitaree (2005), the weakness of current theoretical framework indicates the fact that CSR should be added into a business from the outside, which is considered unreasonable if business tends to need morality externally as many critics insist. It seems that CSR has been separated from what should be applied and integrated into business. The narrow view of CSR indicates that the interest of individual stakeholder was obtained at the cost of others so the genuine CSR didn’t exist. People are living in a world affected by separation thesis. The self-ego of an individual has been established ideologically to separate individual from others and the profit priority of business activities separate business from social benefits. This justifies the pursuit of individual interest at the cost of others for competitive advantage or for other purposes. This presents the key reason why the CSR fail in practice. However, the problem will exist continuously because current CSR theories failed to solve this kind of separation.

The future success of CSR relies on to what extent the separation of the thesis can be removed to achieve a genuine integration of thesis that connects mutual benefit and all member of society, combines business with society and fulfils the goal of business for the benefit of the common well being. Dahlsrud (2008) have introduced a general direction for CSR in recent years. Dahlsrud (2008) stated that it’s critical to consider and implement CSR, not as an external but an internal and intrinsic value in a business. The functional part of a business is to serve the public interest instead of dominating society for their purpose and interest. The reality of CSR is confronting some basic challenges such as lack of faith in business, public distrust and unethical corporate behaviours. Those are serious issues in the traditional business model that aims to maximize profits in short-term and create narrow interest of shareholders or few stakeholders at the cost of all others and the society or/and the environment. This kind of business model proved to exert a bad impact on the whole economy and society, which is considered to be unsustainable. It’s important for a business to deal with these challenges in order to obtain social and legal support to operate and accordingly improve public trust and confidence in business and meet social expectation.

According to Sun (2010), a practical CSR should be a dynamic and evolving process rather than unchanged situation. A practical CSR is not abstract but real and beneficial to business and society. Social cultures, value and different conditions and forces will shape the CSR. The main researches always focus on how to consider the application of CSR from a social perspective at the different time and apply CSR to business behaviour. CSR involves various issues that can be focused on two key themes. The first one is the application of CSR in business and management. The second one is the future development of CSR in business. Traditionally, CSR is considered as ethical value and invisible principles as well as voluntary codes in people’s mind, which indicated that CSR exists more in theory than practice in public belief. The implementation of CSR into practice only refers to some abstract values in business instead of specific actions and practical models applied to business. Therefore, more attention should be focused on how CSR is implemented in organisational business practice. A practical CSR is inseparable from business practice regulated by law and an effective implementation relies on the measures to integrate CSR into the framework of business practice.

According to Schwartz (2001), a practical CSR needs to integrate CSR with decision-making and management. He proposed a practice for managers to discuss the ethical issues and design a business model to keep up with the ethical and social challenges. Schwartz (2001) stated that a transparent dialogue on CSR arranged by management is a premise of whether an organisation has integrated CSR in decision making. There are two issues: a virtue question about doing the right thing and an objective question about doing the right thing in the organisation’s interest. Fisher suggests that organisations should only have one motivation to integrate virtue question and objective question. A strong combination of virtues and interest is necessary for an organisation to achieve a core and practical business model.

According to Visser (2007), a practical CSR and the development of CSR in future play a vital role in business. Visser (2007) stated that the thriving economy represents some failures of social responsibility from an individual to the corporate level. The crisis of CSR in the future can be avoided by a fundamental change in CSR. Visser suggests a new model of CSR that only pursues one motivation: the clarification and the reorientation of the purpose of business. Eventually, the purpose of business contributes to the society by providing premium products and services to improve public well being instead of destroying ecological community and environment. The profit of business will be considered in the end. The new CSR proposed by Visser aims to establish a harmonious society. Visser made a further statement in CSR view that CSR stands for corporate sustainability and responsibility. Visser clarified that the current economic model like overconsumption is unsustainable and damaging the true value to achieve a harmonious society. The key thing is that a new business model is vital to consider moral behaviours more than growth and profit that carves business a path toward sustainable development and a valuable corporate social responsibility.

2.4 Codes of Conduct and Business Code of Ethics (BCE)

According to The Institute of Charted Accountants in England and Wales (ICAEW), ethics is fundamental to establish trust. The existence of the trust is vital to business and society. It enhances the dependability of relationships, facilitates transactions and promotes the efficient allocation of resources. Ethical behaviours are really vital to professions and to business. Ethics is about principles, values and beliefs that affect judgement and behaviours. It goes beyond obeying laws, rules and regulations – it is about doing the right thing. It matters to the professions because complex actions and purpose of an organisation have to be trusted by customers. It matters to business because the company is able to attract investment based on a profitable operation, customers’ satisfaction as well as the wider interest of society. (Icaew.com, 2018)

Deciding what is the right thing to do can be challenging, which refers to a lot of personal, social and organisational stress to affect decisions and actions. It’s easy to comply with law and regulation in some circumstance and people regard it as doing the right thing. However, some special situations and possibilities should be taken into consideration in decision-making. It’s necessary to have principles based on the approach to decision-making that encourages judgement and responsibility. (Icaew.com, 2018)

Schwartz (2001) contributed a clear definition of what a code is and present a definition of business codes of conduct:

A business code is a clear and formal document that contains a series of rules for an organisation to guide the current and future behaviours of employees, managers, and decision-makers toward the company, stakeholders, society and environment. 

Kaptein (2011) justified the definition of business code of conduct by stating that the concept would be diluted if informal standards could be labelled as codes of conduct. 

According to the Charted Management Institute (CMI), an organisation should demonstrate the highest standards of ethics and professionalism. An organisation should operate in an open, honest and trustful manner and act in the best interests of the organisation, customers and partners. An organisation needs to develop and maintain professional knowledge and competence. An organisation should value the reputation of the profession and the institute. An organisation should respect all stakeholders and create a positive impact on society and the environment. (Iconsulting. org.uk, 2018).

According to The Securities and Exchange Commission (SEC), an organisation should be required to follow a code of ethics for corporate officer and take responsibility for accounting and financial management. Since the adoption of rules by the SEC, the corporate codes of conduct have increased among the public and private company. The corporate codes of conduct are not only applied in the areas of finance and accounting but also implement in all members. However, the application of codes of conduct among organisations still failed to curb some unethical business behaviours in business activities over the decades.

According to the Charted Institute of Public Finance and Accounting (CIPFA), a new Standard of Professional Practice (SOPP) in 2016 on Ethics should be adopted. Additionally, CIPFA published‘ Ethics and You: A Guide to the CIPFA Standard of Professional Practice on Ethics’ to regulate professional accountants working in public practice. Chartered Accountants are expected to demonstrate the highest standards of professional conduct and to take into account the public interest. Ethical behaviour by Chartered Accountants plays a critical role in public trust of financial reporting and business practices and maintains the reputation of the accountancy profession. The code also helps to guide the behaviours and meet the obligation of the members of The Institute of Chartered Accountants in England and Wales (ICAEW) by obeying five fundamental principles: integrity, objectivity, professional competence, confidentiality and professional behaviours. Chartered accountants have to consider whether a particular situation or relationship might constitute threats to the adherence to fundamental principles and where these are significant. Safeguards will have to be implemented to reduce the threats to an acceptable level. 

(Icaew.com, 2018)

ICAEW's Code of Ethics applies to all members, affiliates, and employees of member firms in all of their professional and business activities, whether remunerated or voluntary. ICAEW is committed to enforcing the Code through disciplining members who do not meet reasonable ethical and professional expectations of other members and the public. ICAEW assesses all complaints to determine if they constitute a disciplinary matter. Failure to obey to the code may result in a member becoming liable to disciplinary action, which ranges from fines to expulsion from the institute with the loss of the right to use the title ‘chartered accountant’. In addition, adverse findings of disciplinary investigations may be published. (Icaew.com, 2018)

According to codes of professional conduct required by Charted Institute of Personnel and Development (CIPD), a high standard of membership has been established and all members are required to comply with the standard and obligation in this Codes of Professional Conduct. These obligations can be divided into four areas: professional competence and behaviour, ethical standards and Integrity, representative of the profession, stewardship. These obligations are suitable for global CIPD members’ career regardless of specialism or the size of the organisation. (Cipd.com, 2018)

2.5 Codes of conduct and ethical decision-making

Weick (1988) stated that issues about the effect of ethical codes of conduct caused many disputes and deserves more research as well. Since 2005, the Journal of Business Ethics has published more than 50 works focused on codes of conduct in business. According to two recent reviews, the research among organisations mainly focused on the relationship between ethical decision-making and codes of conduct but the results vary.

According to Kaptein (2011), the various levels to communicate and implement the code within an organisation influence the results of ethical decision-making. In the first place, the definition of ethical decision-making should be clarified.

According to Harrison (1987), current research on ethical decision-making indicates that ethical decisions are not isolated but involves a series of related actions. Simon (1965) defines ethical decision-making as a complex social process rather than unitary actions. 

Helin and Standstrom(2008) enhanced Kaptein and Schwartz’s(2008) theoretical definition of code as the ‘‘clear and formal document containing a set of standards’’ They demonstrated that the effectiveness of a code to promote ethical decision-making cannot be fully understood without considering the specific process to implement the code.

Langley et al. (1995) proposed that organisations are mechanistic and bureaucratic, in which an individual under the same working environment would be expected to have a consistent decision-making. Individuals of the organisation do not confront big and isolated decision-making problem, decisions are always connected with others.

According to the theoretical framework of Rest’s (1986), the ethical decision-making can be divided into moral awareness, moral judgement and moral behaviour. Weaver and Trevino (1999) stated that codes of conduct may help employees of organisations to establish moral awareness but the codes of conduct may or may not exert a positive impact on organisational executives’ behaviours. According to Granitz (2003), moral decision-making may or may not be positively affected by an ethical code of conduct. Based on the current research of codes of conduct, O’Fallon and Butterflied (2005) indicated that it’s essential to improve Rest’s (1986) framework and stated that if ethics is used to enhance our understanding of the ethical decision-making process, it’s vital that future studies pay more attention to theory development.

Kaptein (2011) demonstrated some code-related factors that influence unethical behaviour and emphasized the effective application of the code in the organisation, its content and the level of its popularity influences unethical behaviours in the organisation. He stated that it’s imperative to further explore coherent theories to better explain and forecast the effectiveness of business codes of conduct. These finding indicates a way for the study but needs more consideration and explorations. How codes of conduct can be applied in organisations? How to identify the difference between various types of codes? Which ones are most appropriate to comply with in terms of quality? What standard should be utilized to judge quality? According to Helin and Sandtrom (2008), some potential answers to these questions can be clarified by the analysis of the relationship between ethical decision-making and codes of conduct. Helin and Sandstrom(2008) stated that it’s vital to research more on the process in practice and appropriate theoretical frameworks to describe how codes work in a global organisation with diverse cultures. They believe less attention should be focused on the formal document but more on how organisational executives make sense of and carry out the code and how to integrate the code with the organisational culture. 

According to Weick (1988), a business code of ethics is not only be designed by leaders and implement within the organisation but also creatively influence the actions of various members of the organisation. Helin and Sandstrom (2008) stated that the effectiveness of codes of conduct might rely on the actions of organisational executives. Based on Kaptein (2011), the more business code of ethics senior management and employees adhere to, the less unethical behaviours happen in the workplace. Similarly, this opinion can be extended. The more codes of conduct and business code of ethics involved in the decision-making process, the more ethical behaviours and corporate social responsibility will be promoted in organisations.

2.6 Conclusion

According to Simon (1965), CSR becomes more and more popular all over the world since the new century. Based on the study of Wolska (2013), the development of CSR in Poland indicates that a successful application and implementation of CSR theories need frequent dialogues and cooperation in the business process. In terms of the limitations of CSR, it’s time to reconsider the CSR theories and its primary model that could be applied to business practice. It’s critical to understand the importance and urgency of applying CSR to business, which contributes to integrating the business into society. The current studies are only a start to explore the core issue on CSR and current study can challenge traditional model of CSR, ignite later research and inspire further discussion in future CSR development and sustainability of CSR.

According to O’Fallon and Butterfield (2005), communication plays a vital role to develop and implement codes of conduct in a complex business environment. Moreover, the ethical decision-making process refers to a social process of sense making and it deserves more research to explore and understand the relationship between codes of conduct and ethical decision-making. Tsoukas and Hatch (2001) stated that the considerations mainly focused on the study of codes of conduct that contributes the thinking mode, but the implications for practice takes a more important role. The implementation process of codes of conduct may cover the communication among officers and continuous dialogue among different level executives within organisations. Future research may focus on two issues: How to decide the priority among different codes of conduct so that organisations could adopt and obey? How to integrate codes of conduct into the culture of the organisation so that the codes of conduct could positively affect the ethical decision-making and behaviours of organizations? These questions might be answered after further research.
Chapter 3: Research Methodology 

3.1 Introduction 

This chapter aims to analyse how the research will be conducted to achieve the main objectives of the research. This chapter will explain research philosophy, research strategy, research method, as well as data collection methods. According to Kumar (2008), the methodology is a way to systematically solve research problems and contributes to establishing the chosen method to conduct the research and provide experience for researchers to follow.

3.2 Aims and objectives

The study aims to analyse and evaluate the codes of conduct and CSR in one of the professional organisations: Aspen Waite Group. The aims and objectives would be conducted in this research as follows:

· To investigate the practice and impact of CSR within professional organisations.

· To evaluate the influence of codes of conduct within professional organisations.

· To provide some recommendation to improve the practice and effectiveness of CSR and codes of conduct.

The research would utilize the research onion as a methodology developed by Saunders et al (2015) to achieve these objectives. The research onion covers the whole research process that could be divided into different areas: The research philosophy, research approach, research strategy, time horizon as well as the data collection method. The research methodology adopted for the study will decide the way to achieve the objectives in this study.

3.3 The Research Onion
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Figure 3.1: The research onion (Saunders, 2015)

3.3.1 Research Philosophy

According to Bryman (2012), a research philosophy aims to investigate the reality and create assumptions to provide the justification for how the research will be conducted. Goddard and Melville (2004) argued that research philosophy differs from the objectives of research and would conduct the best way to achieve research objectives. Research philosophy usually is regarded as a foundation of any research. Research philosophy aims to guide the researcher to make a right decision about the research approach, research strategy and data collection methods and process, finally answer the research question. According to William and Mays (2002), the philosophical value is a foundation of research and philosophies can be divided into two categories from the perspective of the research: ontology and epistemology. Each of the philosophy that the researcher would consider to choose can influence the research process.

According to Morgan and Smircich (1980), ontology aims to clarify if knowledge is a product of the mind or it exists, in this case, it indicates idealism and realism. Reality needs to be viewed in this research because objectives are within the social phenomenon. Therefore, some literature views are essential to obtain some data about CSR and codes of conduct based on the existing structure of professional organisations.

According to Mack (2010), epistemology aims to explore the way that knowledge can be recognized or developed. Epistemology also is regarded as a vital way to improve research. Based on Kovalainen and Eriksson (2008), the epistemology might be subjective or objective. Subjective epistemology indicated that the world is theoretical fair, while the objective epistemology indicates that the world is in an area of reality and reflection. These two kinds of epistemology are interpretivism and positivism. According to Lynch and Holden (2004), the positivist involves quantitative methods, whereas the interpretivism aims to promote a general understanding of reality including opinions of stakeholders or experience of the researcher as a part of the research. For this reason, the philosophy of interpretivism matches the objectives of the research presented before and contributes to the research of a comprehensive understanding about the improvement of CSR and figure out the practical application of codes of conduct to benefit organisation and stakeholders.

3.3.2 Research approach

According to Saunders et al. (2015), the second area in the research onion is research approach, which can be divided into the deductive approach and the inductive approach, the quantitative approach and qualitative approach. According to Baldry et al. (2002), the inductive approach is related to interpretivism while the deductive approach is more about positivism in terms of the epistemological view. Losee (1993) stated that the deductive approach aims to evaluate a research from a wider view of the specific units of the research. The deductive approach indicates a way of reasoning to create concepts or theories then test them through observations. On the contrary, Veal (2005) demonstrated that an inductive approach aims to develop a theory based on the result of data analysis. In this case, an inductive approach is more suitable for the study that put data collection at first place then analyse the main finding as a result of data collection and analysis. According to Bryman and Bell (2011), an inductive approach is more widely utilized in qualitative research. However, Zikmund et al. (2013) stated that an inductive approach only emphasises the result rather than the reason behind it. Consequently, the research will adopt the strength of inductive approach and develop it into an approach that not only shows the research result of analysis but also tries to clarify why it happens.

Based on Flick (2011), quantitative research refers to quantitative data and could be used to investigate a wide range of social phenomena such as subjective opinions and feelings. May (2011) demonstrated that a quantitative approach requires a large number of participants so that it can be most effectively utilized and analysed. However, Banister et al (2011) argue that the qualitative research aims to explore how participants interpret their own reality. According to Feilzer (2010), an effective way of qualitative research is to conduct interviews or texts to obtain the response to questions. In this case, the research objectives and small numbers of participants decide the suitability of a qualitative approach.

3.3.3 Data collection

According to Downe-Wamboldt (1992), data collection has two sources, primary data and secondary data. Bryman (2012) stated that primary data is original data that collected at first, while secondary data refers to opinions or works that have already been collected and processed by other researchers. In this case, the secondary data will be collected and the secondary source will be utilized from the website of research company and the official website of The Institute of Charted Accountants in England and Wales (ICAEW), The Charted Management Institute (CMI), The Securities and Exchange Commission (SEC) and so on.

3.3.4 Research sample

According to Newman (1998), research sample aims to choose some examples of units to promote the general conclusion of the whole body. With the huge cost of time and money in the research of the entire population, researchers prefer to choose some appropriate sampling method to obtain the research results. According to Saunders et al (2015), appropriate sampling methods targeting large population promote researchers to obtain conclusion and achieve the research objectives. In quantitative research, the reliability of research results will be established on the samples size and selection, while the qualitative research tends to use smaller samples to get research results and achieve research goals.

According to Zikmund et al (2013), sampling design usually refers to two categories: probability and non-probability. Saunders et al (2015) stated that the basis of level in assessment constitutes the difference between probability sampling and non-probability sampling. Small (2009) argued that probability sampling matches a large-scale research considering the representativeness. According to Veal (2015), the result of the non-probability sample is able to clarify the overall features to some extent in a small-scale research so it is appropriate to conduct a deep research on complicated social phenomena.

Based on the study of Bryman (2012), some techniques of sampling design have been clarified including random sample, stratified sample and convenience sample. Neuman (2003) argued that a random sample refers to a large number of participants chosen at random, which may result in random distribution and an inaccurate result due to a random sample selection. According to Newman (1998), a stratified sample usually utilized to make sure the representative of the chosen population and reflect the significant features of a wider population such as investigating the consumptions behaviours of age and gender. Saunders, Lewis and Thornhill (2015) demonstrated that the choices of participants for convenience sample rely on their easy access and low cost. In this case, convenience sample is most suitable due to relatively easy assess to the employees and owner of Aspen Waite Group.

The selected organisations in the research sample will be Aspen Waite Group. The sample design method will be non-probability sampling and the technique of sampling design will be a convenience sample. Data will be collected from email communication with staff, website and documents that the researcher is authorized to get assess to.

3.3.5 Research strategy

Saunders et al (2007) stated that the research strategy refers to how the researcher conducts the research. According to Wisker (2008), research strategy has different forms including case study, content analysis, survey, field experiment, archival analysis, action research etc. The adoption of the research strategy relies on the research objectives and research philosophy. 

According to Hsieh and Shannon (2005), content analysis usually has been utilized widely in corporate social responsibility research. Richie et al (2005) stated that content analysis refers to an observational method and could be utilized to systematically investigate recorded forms of information. The content analysis could be used to evaluate the documents that related to the research. Scott (1990) suggests the researcher evaluate documents in terms of authenticity, credibility and representativeness. In this case, content analysis can be utilized to research and analyse the content of codes of conduct and CSR in Aspen Waite Group. Data will be collected from documents provided by organisations and official website. Therefore, this methodology fits the research questions and objectives.

Bryman (2012) demonstrated that case study research aims to evaluate a single unit to acknowledge the key characteristics and generalisations. According to Yin (2009), a case study may refer to some qualitative and quantitative research. A case study aims to answer questions such as ‘what’, ‘why’, ‘how’. A case study pays more attention to simplicity and will be performed by survey or interviews. Therefore, a case study research may use the survey as research tools. In this case, the researcher aims to investigate the application and impact of codes of conducts and CSR in professional organisations. Therefore, Aspen Waite Group has been chosen as case study to extend the research to professional consulting and accounting industry. Therefore, it is suitable to utilize a case study to achieve research objectives. 

According to Yin (2009), the survey focuses on reality and aims to research questions such as what, where, who, how much or how many. Based on De Vaus (2001), a survey may involve the quantitative or qualitative method of data collection. Survey not only involves a data collection process but also questionnaires, observation, content analysis, in-depth interviews and so on. The view of survey strategy by Yin (2009) reflects that survey strategy complies with the study that involves answering questions about the impact of codes of conduct in professional organisations and the practice of CSR within organisations. It’s essential to collect and analyse the opinions of some specific stakeholders (Such as employees and owner) for investigating the impact of codes of conduct and CSR practice. Therefore, a questionnaire will be designed and conducted to collect data and promote a qualitative analysis of codes of conducts and CSR situation.

In brief, a case study, content analysis and questionnaires are the chosen strategy for this study to investigate the codes of conduct and CSR practice. Case study, content analysis and questionnaires have features and strengths to match the research questions and will contribute to the achievement of research objectives. Besides, these strategies could be applied to investigate and evaluate the practice of codes of conduct and CSR from professional organisations to a professional industry.

3.4 Reliability 

According to Bless et al (2006), reliability always is regarded as observation practices that represent theories are stable and accurate when utilized in a research. Krippendorff (2012) argues that it is vital for researchers to clarify the credibility of data collected through evaluating their reliability. According to Stemler (2001), a useful method of analysing reliability is to conduct a reliability test. Some guidelines have been taken into practice in order to improve the reliability of this study. Besides, the collection of primary data derived from the related works of literature to decrease bias. The process of data collection has been guided and testified by the dissertation supervisor to make sure the credibility of data collected and the impartiality of the researcher. 

3.5 Validity

According to Bechtoldt (1959), validity refers to the adoption of a set of operations as a suitable definition for whatever is to be evaluated. Even though the recognized standards of reliability does not exist, the study of Neurndorf (2016) showed that more than 80% would be accepted in most cases. The definition within the research has been reviewed and extended to make sure that a wide word list in each sub-category and improve the validity of the research results. According to Heinmiller (2016), the application of content analysis to interpret qualitative texts in research contributes to minimize the subjective biases of the researcher and create more credible and valid results from qualitative data. In this case, the validity will be guaranteed by evaluating to what extent the codes of conduct and CSR practice are communicated in organizations’ documents, website or annual report.

3.6 Ethical consideration

According to Saunders et al (2015), research ethics refers to the guidelines of behaviours related to the rights of people who participate in your work or are influenced by your research. It is essential to consider the ethical context this research may involve due to the sensibility of research topic on business ethics including codes of conduct and CSR. The researcher will obey the guidance of the university’s code of ethics. Moreover, the content analysis will evaluate the information that is released by the organisations and will not sample any sensitive or confidential information. Content analysis enables the researcher to avoid any ethical issues because the document was published by organisations. Additionally, an ethics form has been finished and approved by the dissertation supervisor then authorized by the university. Finally, the use of sources in the public domain and the anonymous questionnaire to participants in this research will minimize concerns.

3.7 Conclusion 

In a conclusion, this research has a nature of qualitative research and will utilize an interpretivism philosophy and an inductive method. This research also adopts case study, content analysis and questionnaires to evaluate the practice and impact of the code of conduct and CSR in Aspen Waite Group. The data collection aims to research codes of conduct and CSR of professional organisations from provided documents and official websites. The research has a nature of non-probability sample research and a convenience sample would be utilized by conducting questionnaires research.

Chapter 4: Research analysis     

4.1 Introduction

This chapter will present a full analysis of the code of conduct and CSR practice (no CSR report can be found in official website) in Aspen Waited Limited to meet the main objective of this research to investigate and evaluate the impact of the code of conduct. Besides, for a better achievement of researcher objectives, corporate social responsibility (CSR) in Aspen Waite Limited will be evaluated by CSR practices rather than CSR report because no CSR report could be found in the official website. With the completion of data collection, all useful information was focused and evaluated by the researcher. A content analysis of code of conduct and CSR will be conducted on the official website of Aspen Waite and Aspen Waite Group News. However, solely a content analysis might not capture a real and complete picture of the organisation’s code of conduct and CSR. Consequently, data collections of questionnaires are conducted to present, analyse and evaluate the impact of the code of conduct and CSR in Aspen Waite Limited. According to Robson (2002), the reliability of qualitative research relies on the dependability of the research finding. It’s critical for the researcher to make sure that the research procedures are logical, documented and consistent.
4.2 Aspen Waite Limited

4.2.1 An introduction of the organisation

Aspen Waite Limited has been established in Bridgwater in 1993. Aspen waited Limited is registered to carry on business advisory and audit work in the UK and Ireland. A range of business activities in Aspen Waited is regulated by the Institute of Charted Accountants in England and Wales (ICAEW). Aspen Waite Limited is an accountancy and business advisory organization specialising in promoting small middle enterprise (SME) to grow. It is reported that Aspen Waite is proud to be the fastest growing SME business advisory firm in the UK. (Aspenwaite.co.uk, 2018)

4.2.2 Analysis of Website

The official website of Aspen Waite Limited provides descriptive details of the organisation service. The objective information offered in the website enables the researcher to analyse and evaluate certain sections of Aspen Waite Limited which are related to the research objectives. According to Christensen (2002), the amount of information that offered by the organisation does not mean an increased legitimacy. On the contrary, a large amount of information available might trigger alienation and disrupt, which makes the researcher has to be objective in the process of data analysis and evaluation.

4.2.3 Company vision

Company vision reflects the attitude and willingness of an organisation to take corporate social responsibility (CSR). The company vision is vital to guide the behaviour and practice of corporate social responsibility. All businesses deserve the opportunity to be well advised regardless of their size. The vision is to create a better future for business operators and help the ambitious to grow. The business concept of Aspen Waite supports this vision by providing high-quality service that offers greater value than money. Aspen Waite always strives to add value to the business. Aspen Waite not only recognises the responsibility for a better life of clients, staffs and the world but also inspires others to do so. Aspen Waite pays more attention to the client instead of competitors. Aspen Waite always is passionate about business through working relentlessly to speak the truth, face the fact and develop business ethically. (Aspenwaite.co.uk, 2018)
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Figure 4.1: Screenshot 1: Aspen Waite Home Page

As the highlighted part shows, the description at the bottom of homepage mentioned that the business activities of Aspen Waite are regulated by the Institute of Charted Accountants in England and Wales (ICAEW). 
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Figure 4.2: Screenshot 2: About Us Page

Based on the ‘about us’ page, some information is related to ethical business like the description of providing moral and social instruction in business advisory activities. 
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Figure 4.3: Screenshot 3: Learn more Page

No information about CSR could be found at the homepage. However, a highlighted area in the part of ‘learn more’ page about Aspen Waite specified the CSR practice in the community that Aspen Waite supports a range of good causes, charities and more. This will be deeply researched and discussed by the researcher after analysis of privacy policy in Aspen Waite.
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Figure 4.4: Screenshot 4: Privacy policy Page

According to Schrader (2018), NCSA’s executive director, organisations of all sizes and all industries are constantly collecting a large amount of personal data. Clients usually want to know the way and process of data collection, protection and sharing. As a matter of fact, a specific and effective privacy policy is not only a protective measure but also a beneficial strategy to obtain client trust, promote the reputation and growth of organisations. According to Richard (2017), chief privacy officer of Cisco, Michelle Kennedy, also stated that data privacy protection is vital in global business. It is critical for organisations to demonstrate the process of protecting personal data privacy to earn the trust of employees, clients and partners. This needs coefficient and risk-based data privacy practices that comply with clients’ demands, related regulations and standard practice in the specific industry.
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(GDPR), the Data Protection Act 2018 and any other national implementing laws, regulations and secondary legislation, as amended
or updated from time to time, in the UK (Data Protection Legislation),

Please read the following carefully to understand our practices regarding your personal data and how we willtreat it.

ABOUT Us

Aspen Waite Limited - We are an accountancy and tax advisory firm. We are registered in England and Wales as a Limited Company
under number: 03775995 and our registered office is at Rubis House, 15 Friarn Street, Bridgwater, Somerset, TA6 3LH.

For the purpose of the Data Protection Legislation and this notice, we are the ‘data controller. This means that we are responsible for
deciding how we hold and use personal data about you. We are required under the Data Protection Legislation to notify you of the
information contained in this privacy notice.

We have appointed a Data Protection Officer. Our Data Protection s our Data Protection Point of Contact and s responsible for
assisting with enquiries in relation to this privacy notice or our treatment of your personal data. Should you wish to contact our Data
Protection Point of Contact you can do so using the contact detals noted at paragraph 12 (Contact Us), below.




Figure 4.4: Screenshot 5: Privacy policy Page

At the bottom of the homepage, the researcher is directed to Aspen Waite privacy policy page, where some documents about personal data collection, retention, security and sharing are available. The documents in privacy policy described how Aspen Waite collects and utilizes personal data under the control of the Data Protection Act 2018, the General Protection Regulation (GDPR) and other national implementing laws, secondary legislation and regulations in the UK. As a ‘data controller’, Aspen Waite takes responsibility for the collection and utilization of personal data.
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Figure 4.4: Screenshot 6: Privacy policy Page

Firstly, Aspen Waite provides the specific and formal code of conduct about how to collect personal data, categorise personal data and how to utilize personal data provided by the employee, supplier, subcontractor or client.
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Figure 4.4: Screenshot 7: Privacy policy Page

Secondly, this document clarified situations in which Aspen Waite will use personal data, data retention period and its assessment process. Additionally, the change of original purpose in data collection for using personal data for another reason will be notified and communicated with data provider in the legal basis. Otherwise, personal data will only use for the original purpose.
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Which third-party service providers process my personal data?
“Third parties" includes third-party service providers within our group. The following activities are carried out by third-party service
providers: IT and cloud services, professional advisory services, administration services, marketing services and banking services.
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your personal data. We only permit our third-party service providers to process your personal data for specified purposes and in
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What about other third parties?
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ransferred to countries outside the European
Union (EU"). These countries may not have similar data protection laws to the UK. By submitting your personal data, you'e agreeing
to this transfer, storing or processing,

If we transfer your information outside of the EU in this way, we wil take steps to ensure that appropriate security measures are
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DATA SECURITY
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personal data on our instructions and they are subject to a duty of confidentiality.





Figure 4.4: Screenshot 8: Privacy policy Page

Thirdly, this document mainly stated that a personal data sharing issue with third parties. This document clarified all third parties that might be related to data sharing and specified purpose of data sharing. Besides, this document also demonstrated a specific code of conduct when sharing data with third parties to guarantee all process of sharing personal data comply with instructions and law.
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reason for us continuing to process it. You lso have the right to ask us to delete or remove your personal data where you have
exercised your right to object to processing (see below).
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If you want to exercise any of the above rights, please email our data protection point of contact laura.evans@aspen-waite.co.uk

You will not have to pay a fee to access your personal data (or to exercise any of the other rights). However, we may charge a
reasonable fee if your request for access is clearly unfounded or excessive. Alternatively, we may refuse to comply with the request in
such circumstances.

We may need to request specific information from you to help us confirm your identity and ensure your right to access the
information (or to exercise any of your other rights). This is another appropriate security measure to ensure that personal
gerson who has no right to receive it

Jou may have provided your consent to the collection, processing and transfer of your personal
data for a specific purpose (for example, in relation to direct marketing that you have indicated you would like to receive from us),




Figure 4.4: Screenshot 9: Privacy policy Page

[image: image13.png]CCHANGES TO THIS NOTICE

"Any changes we may make to our privacy notice in the future will be updated on our website at: www.aspenwaite.co.uk

This privacy notice was last updated June 2018.

CONTACT US

f you have any questions regarding this notice or if you would like to speak to us about the manner in which we process your
personal data, please email our Data Protection Point of Contact laura.evans@aspen-waite.co.uk. We seek to resolve directly all
complaints about how we handle your personal information.

You also have the right to make a complaint to the Information Commissioner's Office (ICO), the UK supervisory authority for data
protection issues, at any time. The ICO's contact detals are s follows;

Information Commissioner's Office
Wycliffe House

Water Lane

Wilmslow

Cheshire

SK9 SAF

Telephone - 0303 123 1113 (local rate) or 01625 545 745

Website - https://ico.org.uk/concerns




Figure 4.4: Screenshot 10: Privacy policy Page

At last, this document clarified the rights of access, correction, erasure and restriction of personal data. It highlighted that data providers have the right to withdraw the consent of personal data collection, process and transformation. Moreover, if data providers have any questions, Aspen Waite has developed a comprehensive service to deal with all complaints about the manner in which Aspen Waite processes personal data. Besides, Aspen Waite also informs data provider that they have the right to make a complaint to the Information Commissioner’s Office (ICO) at any time, which also strengthened the supervision and implementation of the privacy policy.
4.2.4 Overview:

According to Belal (2016), legitimacy theory implies that organisations might attempt to legitimate their activities by implementing the code of conduct and engaging in CSR so as to gain approval from society. As a matter of fact, it is common for organisations to implement the code of conduct and engage in CSR activities to obtain social acceptance.

In the homepage of the official website of Aspen Waite, some general information about the code of conduct and CSR components could be found. It mentioned the ICAEW related to code of conduct and community activities related CSR. It’s widely known that data is critical in accounting and consulting organisation. Therefore, Aspen Waite has covered various code of conduct to regulate their behaviours and formulated a full privacy policy to protect data privacy. The information has communicated in privacy policy seems to take a standard approach to cover all issues around personal data and promote Aspen Waite to achieve the legitimacy by communicating the policy to the public. Therefore, Aspen Waite obtains the legitimacy via providing the privacy policy and engaging in community activities. However, there is no in- depth information about the code of conduct in other aspect and CSR business activities of Aspen Waite. Additionally, brief information that is provided by Aspen Waite is vague and could not provide an effective analysis and evaluation of the code of conduct and CSR practice in Aspen Waite. Therefore, the researcher has designed a questionnaire for deeper research to achieve the research objectives.
4.3 The analysis of questionnaires

The research objectives are focused on business ethics in professional organisations by investigating the practice of the code of conduct and CSR activities. The purpose of this questionnaire is to investigate the impact of codes of conduct and Corporate Social Responsibility (CSR) on the work within professional organisations. The target group is every employee working in the Aspen Waite group of companies. The questionnaire totally established 18 questions around the code of conduct and CSR around the research objectives. Additionally, the questionnaire has utilized rating scale and text response to promote a better qualitative analysis of code of conduct and CSR in Aspen Waite. The research of questionnaire could be divided into three parts: analysis of ethics in working environment, Code of conduct analysis and CSR analysis. At last, the researcher has received 15 responses from 8th August 2018 to 7th September 2018.The questionnaire document will be available in the Appendix.

4.3.1Analysis of ethics in the working environment

The first part of the questionnaire aims to research ethics in the working environment. The first question aims to ask employees to rate their feelings and behaviours when customer make requests they deem to be inappropriate. This question collected 14 responses because 1 employee refused to answer this question. The results showed in the table below:

	Options
	Excellent
	8
	7
	6
	5
	4
	3
	2
	1
	Poor

	Percentage
	50%
	0%
	7%
	7%
	14%
	7%
	7%
	7%
	0%
	0%


Figure 4.5:The sheet of rating and percentage

Unexpectedly, the result shows that 50% of participants rated an excellent level, which is unreasonable and not comply with the reality. Therefore, the researcher summarised some reasons to justify why this phenomenon happened.

The participants do not understand the true meaning of this question at all so they rated the excellent option to please the researcher.

They are reluctant to answer questions about feeling, which could be proved by the fact that one participant refused to answer this question.

The second questions asked about the unethical behaviours witnessed in the working environment. The results showed in the table below:

	Option
	Never
	Rarely
	Sometimes
	Frequently
	Almost everyday

	Percentage
	27%
	13%
	47%
	0%
	13%


Figure 4.6:The sheet of rating and percentage

The result shows that 27% of participants never witnessed unethical behaviours but 13% of participants believe they witnessed unethical behaviours almost every day. The researcher designed the ‘Almost everyday’ and ‘frequently’ rating as a negative rating. Therefore, a 60% positive rating implies that employees of Aspen Waite have a relatively ethical working environment but it is urgent for the company find out why and pay attention to behaviour regulations due to ‘sometimes’ rating among 47% participants

The third question aims to ask participants whether a high standard of ethical behaviours should be rewarded. If so, what is kind of reward should be offered and explain the reason. If no, why? The results showed in the table below:

	Option
	Yes
	Maybe
	No

	Percentage
	87%
	0%
	13%

	Options
	Money
	Promotion
	Other
	
	

	Percentage
	31%
	46%
	23%
	
	

	Reason
	
	
	Continuing training
	
	High ethical standards should be a basic standard

	
	
	
	Look at the options for each individual, suitable to their personal need
	
	

	
	
	
	
	
	Unfair



	
	
	
	Any
	
	


Figure 4.7:The sheet of option, percentage and reason

The result shows that 87% of participants agreed to a reward. Subsequently, 31% of participants choose money as a reward, 46% of participants choose promotion, and 23% of participants choose others. 23% of Participants who choose other explained their reason; they believe the reward should depend on the options and personal needs of employees.

However, 13% of participants disagree any reward and they explained their reason as below:

The first opponent believes a high ethical standard should be a basic standard, which indicated that he/she believes that it is a basic responsibility for every employee to implement ethical behaviours and not expect any return.

The second opponent thinks a reward for ethical behaviours is unfair, which might mean that the reward for individual behaviour is unfair to other employees.

In fact, the researcher agrees with the first participant that ethical behaviours should be done not for the purpose to gain a reward. Employees should consider ethical behaviour as a basic awareness and standard to implement.

4.3.2 Code of conduct analysis

For the purpose of investing the code of conduct in Aspen Waite, the researcher designed a range of questions to achieve research objectives. The first step is to investigate whether Aspen Waite has its own code of conduct. The results showed in the table below:

	Options
	Yes
	No
	Maybe
	Don’t know

	Percentage
	73%
	0%
	13%
	13%


Figure 4.8: The sheet of option and percentage.

The table shows 73% of responses said it is true and nobody chooses no. However, 13% of participants are not sure and 13% don’t know, the researcher thinks these participants might be part-time employees.73% is enough to prove the existence of the code of conduct.

Similarly, the researcher designed a second question to ask whether Aspen Waite require its employees to sign a statement and agreement to say that they have read, understood and agreed to a particular code of conduct. The results showed in the table below:

	Options
	Yes
	No
	Maybe
	Don’t know

	Percentage
	73%
	7%
	7%
	13%


Figure 4.9: The sheet of option and percentage.

The result is the same as the first questions that 73% of participants choose they did. Other staffs that choose negative or uncertain responses might be considered for part-time employees as well. Same as the last questions, 73% is enough to prove a statement will be signed by regular employees.

Furthermore, 73% of Participants who choose ‘Yes’ in the first question need to rate the effectiveness of the written code of conduct in Aspen Waite and explain the reason. The results showed in the table below:

	Options
	Excellent
	8
	7
	6
	5
	4
	3
	2
	1
	Poor

	Percentage
	64%
	18%
	18%
	0%
	0%
	0%
	0%
	0%
	0%
	0%


Figure 4.10: The sheet of option and percentage.

Based on the rating scale, the researcher designed ‘5 to excellent ’rating as positive rating so the positive rating takes 100%, which indicates codes of conduct have been effectively implemented in Aspen Waite.

Moreover, the researcher required participants who rated ‘7 to excellent’ in the last question to explain the reason for their rating. The researcher will group different answers for a better analysis and understanding. Based on the rating of the last question, all participants contributed their reasons. The researcher categorised them into three groups according to rating results:
	Options
	Excellent
	8
	7

	Percentage
	64%
	18%
	18%

	Reasons
	Always adhere
	Can affect people
	Needs to be monitored and controlled

	
	Staff are aware of implications
	
	

	
	Business understand ethical situations
	It is placed from the beginning of our work placement and integrated with work
	People need the training to understand the effects they have on others and their behaviour

	
	Needed
	
	

	
	Needed in Business
	
	

	
	Important
	
	

	
	Very Important
	
	


Figure 4.11: The sheet of option, percentage and reason.

According to a qualitative analysis of those text responses, it could be concluded that most of the participants believe the code of conduct is vital to business and staff should always adhere to the code of conduct. However, the researcher pays more attention to two participants who rated 7 of the effectiveness. They believe the code of conduct needs to be improved by monitored, controlled and staff training, which inspires Aspen Waite to take the improvement into consideration and take it into practice.
Compared to the rating of the effectiveness of the code of conduct in Aspen Waite, the rating of importance of the code of conduct is ought to be evaluated as well. Generally, the effectiveness is more practical than the importance. The function of importance might not equal effectiveness but it can exert an impact on effectiveness. Different from the effectiveness rating, this question is opened for all participants.

	Options
	Not at all important
	1
	2
	3
	4
	5
	6
	7
	8
	Very important

	Percentage
	0%
	0%
	0%
	0%
	0%
	13.5%
	0%
	0%
	13.5%
	73%


Figure 4.12: The sheet of options and percentage.

The result shows 73% of participants rated the code of conduct is very important. Besides, 13% participants rate 8, which is very close to the very important level. Therefore, the researcher could count them together. Although there are 13% of participants rated 5, which means the code of conduct is not very important, it still could be regarded as a positive rating. Therefore, 100% positive rating of importance of the code of conduct corresponds with 100% positive rating in the effectiveness of the code of conduct on Aspen Waite.

Furthermore, the researcher designed a question to require participants to rate their adherence to the codes of conduct at work. Questions: How would you rate your own adherence to the codes of conduct applicable at work? The result showed in the table below:

	Options
	Excellent
	8
	7
	6
	5
	4
	3
	2
	1
	Poor

	Percentage
	53%
	7%
	33%
	0%
	7%
	0%
	0%
	0%
	0%
	0%


Figure 4.13: The sheet of options and percentage.

The researcher sets ‘5-excellent’rating as positive response, which takes 100%. It could be concluded that the adherence of code of conduct is a common phenomenon in the working environment of Aspen Waite.

The researcher could not find any information about the violation of the code of conduct in the official website of Aspen Waite, so a question has been designed to evaluate the consequences of violation of the code of conduct.

Questions: The consequences of a violation of the code of conduct are very serious. Explain the reason for your rating.
	Options
	Always
	Frequently
	Sometimes
	Never
	Don not know

	Percentage
	40%
	27%
	20%
	6.5%
	6.5%

	Reason
	Should adhere to always

Can affect a business standing in the business

Business need standard
	It is integral to a business

Can affect business

Conduct is important
	Depend on situation

Depend on severity
	Just not
	Not been made aware

	Reason
	Ethical for business

Affects people

Affects people’s well being and behaviour and mental health


	Some circumstances can be explained and dealt with without paperwork

	These issues should be addressed and dealt with
	
	


Figure 4.14: The sheet of options, percentage and reason.

The researcher stets ‘always and frequently’ rating as a positive answer, which takes 40% and 27% respectively. Additionally, 20% of respondents choose sometimes rating, which indicates that they believe the consequences of violation will depend on circumstances. Although ‘sometimes’ rating is a neutral rating, it is a wrong answer when it comes to issues about the code of conduct. At the same time, 7% of participants choose never rating and 7% of participants do not know. A further research could be conducted based on the explanations of their rating.

It could be concluded from the positive answer that participants believe the most important reason is people and business will be negatively influenced by a violation of the code of conduct. The researcher would not deeply research the negative rating due to a really simple explanation. Most importantly, the researcher believes the ‘sometime’ rating and its explanation deserves more analysis because they are wrong opinions and should be highlighted and corrected.

As the official website of Aspen Waite mentioned before, a range of business activities are regulated by the Institute of Charted Accountants in England and Wales (ICAEW). It is the right of ICAEW that regulates the consequence of violation in terms of principle published. As a matter of fact, a violation of code of conduct would be deemed to a violation of regulations that put forward by ICAEW regardless of situations or severity.

According to an email communication with one of the employees working in Aspen Waite, the researcher obtained vital information that Aspen Waite only received 3 complaints in past 25 years. Besides, Aspen Waite is under the control of the Institute of Charted Accountants in England and Wale (ICAEW) and Association of Charted Certified Accountants (ACCA). They will get involved in clients complaints and access complaints to decide whether these complaints constitute a disciplinary matter.
According to the official website of ICAEW, all professional and business activities of ICAEW members, affiliates, employees of member organisations must comply with ICAEW’s regulations and the ICAEW code of ethics. ICAEW is committed to enforcing the Code through disciplining members who do not meet the professional and ethical expectations of other members and the public. ICAEW evaluates all complaints to determine if they constitute a disciplinary matter. (ICAEW.com, 2018)
A violation of the code of conduct caused by individual employee usually would be regarded as a tolerant behaviour of the organisation. A violation of the code may lead to a member organisation becoming liable to disciplinary action, which ranges from fines to expulsion from the institute. More seriously, withdrawal of qualification to use the title ‘chartered accountant’ is irrevocable. In addition, adverse findings of disciplinary investigations may be published. (ICAEW.com, 2018)
As we all know, training in ethics issues is a critical factor to evaluate the endeavours an organization made to promote the implementation of ethical conducts. Therefore, the researchers designed some questions to access this issue comprehensively. The results showed in the table below:

Questions: have received training in business ethics on a regular basis.

	Option
	Never
	Rarely
	Sometimes
	Frequently
	Annually

	Percentage
	13%
	13%
	20%
	47%
	7%


Figure 4.15: The sheet of options and percentage.

The result reveals that only 13% of participants said that they never had ethics training. Based on the last question, 87% of participants who had accepted ethics training would contribute their answer to the effectiveness of training and explain their reason. 

Questions: If so, how would you rate this kind of training? 

	Options
	Excellent
	8
	7
	6
	5
	4
	3
	2
	1
	Poor

	Percentage
	62%
	8%
	15%
	0%
	0%
	0%
	0%
	0%
	8%
	8%


Figure 4.16: The sheet of options and percentage.

The researcher sets ‘poor-4’ as a negative rating and ‘5-Excellent’ as a positive rating. The result shows 8% negative rating, while the positive rating takes 84%

Compared to the last question, the researcher believes there are some correlations between the frequency of training and the effectiveness of training. Thus, the researcher designed a table to prove the opinion.
In this table, the ‘✓ ‘represents the numbers of participants.

	Rating

/Frequency
	Excellent
	8
	7
	6
	5
	4
	3
	2
	1
	Poor

	Rarely
	
	
	
	
	
	
	
	
	✓
	✓

	Annually
	✓
	
	
	
	
	
	
	
	
	

	Sometimes
	✓
	✓
	✓
	
	
	
	
	
	
	

	Frequently
	✓✓✓✓✓✓
	
	✓
	
	
	
	
	
	
	


Figure 4.17: The sheet of options, frequency and numbers.

Based on the table, it can be concluded that the frequency of training does affect the effectiveness of training. Moreover, the researcher also collected the explanations of employees for their rating and grouped the reasons according to the rating. The result showed in the table below:

	Option/ Reason
	Excellent
	8
	7
	1
	Poor

	
	Good
	Very informative and give latest guidelines
	Needed in business
	No training
	None completed



	
	People need to be aware of how their behaviour affects others
	
	
	
	

	
	Needs to be continued
	
	They are done by different staffs every time.
	
	

	
	Need to keep updated
	
	
	
	

	
	Needed in business
	
	
	
	

	
	Needed in business
	
	
	
	

	
	Have been involved in training and dealing with these issues in previous employment
	
	
	
	

	
	They highlight issues and how to handle them
	
	
	
	


Figure 4.16: The sheet of options and reason.

The table revealed that participants rating positive answers (7-8-excellent) contributed more detail and advice about the training. In conclusion, these reasons reflect a basic and common awareness that it is needed in business and this informative training is done by different staffs every time to introduce lasted guidelines, highlight issues and solutions. Besides, this training promotes employees to understand the impact of their behaviours on others. Furthermore, participants think this training needs to be continued and updated. To sum up, the study shows that the regular ethics training in Aspen Waite is practical and effective to educate employees. Most importantly, the company should advocate a high frequency of training and keep upgrading the training
4.3.3 CSR analysis

Both of the questions below are related to the impact of favouritism on decision-making. The first question focused on a self-evaluation. Question: Favouritism in the workplace has an impact on my own decision-making. 

The result showed in the table below:

	Options
	Never
	Rarely
	Sometimes
	Frequently
	Almost Everyday

	Percentage
	27%
	27%
	40%
	0%
	7%


Figure 4.17: sheet of option and percentage.

Only 7% of respondents think favouritism always influences his/her decision-making and 27% of respondents said favouritism never influences their decision-making. The researcher set the ‘rarely and never’ rating as a positive rating, ‘frequently and almost everyday’ rating as a negative rating and it only takes 7% but the neutral ‘sometimes’ rating takes 40%, which indicated an objective trend in the employees ‘decision-making process of Aspen Waite.

The senior staffs usually get involved in critical decision-making activities of an organisation and the researcher believes favouritism should not be prioritised when senior staffs make decisions. 

Question: Favouritism affects the decision-making behaviours of more senior staff in our organisation. The result is showed in the table below:

	Options
	Don’t know
	Never
	Rarely
	Sometimes
	Frequently
	Almost Everyday

	Percentage
	0%
	27%
	13%
	40%
	20%
	0%


Figure 4.18: The sheet of options and percentage.

The second question is a further research that aims to evaluate the impact of favouritism to senior staff in a decision-making process. The researcher set the almost ‘everyday and frequently’ rating as negative option, which takes 20% than the 7% higher in the last question. On the other hand, the percentage of natural rating ‘sometimes’ is the same as the first question. Therefore, the result shows that favouritism could play a more important role in the decision-making of senior staffs in Aspen Waite, which indicated that senior staffs of Aspen Waite should improve CSR awareness rather than favouritism in decisions making process.

Based on the previous two questions about decision-making, the investigation about the role of favouritism in a decision-making process would be partly reflected from the aspect of comparing the impact of favouritism between employees and senior staffs. However, the previous two questions are not directly to evaluate the position of CSR in the decision-making process. Therefore, the researcher designed a further question. This question can be interpreted as participants need to rate the fact when business confronts profits in the short run or benefits in the long run. 

Question: Cash flow and the need for short-term business profit drive our business decisions rather than long-term sustainable strategies.

The result showed ain the table below:

	Options
	Don’t know
	Never
	Rarely
	Sometimes
	Frequently
	Almost Everyday

	Percentage
	0%
	47%
	13%
	20%
	13%
	7%


Figure 4.19: The sheet of options and percentage.

The benefits in the long-term indicated that an importance of CSR in decision-making. Meanwhile, the researcher sets the ‘never and rarely’ rating as positive responses and ‘sometimes’ as a neutral rating. The results show 20% negative responses versus 60% positive responses. Therefore, the results reflect that CSR still takes priority in the decision-making of Aspen Waite.

For a better analysis of CSR in Aspen Waite, the researcher designed text questions to ask participants’ understanding of CSR. It must be pointed out that only one participant refused to answer this question. These opinions could be grouped into different type as below:
	Group
	1
	2
	3
	4
	5

	Percentage
	7%
	14%
	36%
	21.5%
	21.5%

	Responses
	Down to me
	Not know

No policy


	It is good
	Everyone in a business has a level of responsibility regardless of grading and position
	Sponsoring in local football teams, Rugby, Radio stations, Brass band and other community events.

	
	
	
	Good
	
	

	
	
	
	Need in business
	
	

	
	
	
	Business needs to operate this
	
	

	
	
	
	
	Corporation as a whole taking responsibility

For mutual benefits, employers and employees.


	

	
	
	
	
	
	Environmental Awareness

Professional standards at all times

	
	
	
	It is needed in business


	
	


Figure 4.20: The sheet of percentage and responses.

The researchers categorised these opinions into five groups:

The answers of the first group may come from a senior management or the Chief Executive Officer (CEO). As a matter of fact, the CSR should always take the priority in an organisation for a long run benefits. Therefore, it is essential for senior management and CEO to pay more attention to CSR because their attitude to CSR will affect all stakeholders and the development of the organisation.

The answers of the second group cannot provide any useful information about CSR due to a brief answer and small sample size.

The answers of the third group are general understanding about CSR. Participants believe CSR is good and needed in business, which reflects a positive attitude of participants to CSR.

The answers of the fourth group define CSR as a kind of responsibility in everyone and a whole organisation to achieve a mutual benefit for employers and employees.

The answers of the fifth group suggest the practice to achieve CSR by sponsorship in community activities, environmental protection and professional standards, which almost covers all stakeholders involved in CSR within an organisation.

It is necessary to evaluate the importance of CSR to promote later researcher. Thus, the researcher designed a question as below:

Question: How would you rate the importance of Corporate Social Responsibility (CSR) in your decision-making?
	Options
	Not at all important
	1
	2
	3
	4
	5
	6
	7
	8
	Very important

	Percentage
	7%
	0%
	0%
	0%
	0%
	13%
	0%
	0%
	0%
	80%


Figure 4.21: The sheet of options and percentage.

The table shows 80% of participant rated CSR the highest importance. The level 5 takes 13% is still considered to be a positive answer. Nevertheless, 7% of participants who believe CSR is not at all important, the researcher believes they may do not know what CSR really is.

After gaining a basic understanding and importance rating of CSR among participants, the researcher designed a further question to collect information about formal programmes or activities in Aspen Waite to promote CSR objectives. These answers would be grouped for a better understanding and analysis.
	Group
	1
	2
	3

	Participants
	20%
	13%
	76%

	
	Not know
	Good


	Forms completed annually

	
	Nothing
	Needed ethically


	Involvement and understanding the impacts it can have

	
	
	
	Training for staff

	
	
	
	Contact training with staff

	
	
	
	Update to staff regularly

	
	
	
	Training

	
	
	
	Meeting training discussion papers issued

	
	None
	
	Events

Involvement in local community

Recycling, talking to the local community, involvement in business


Figure 4.22:The sheet of percentage and responses.

The researcher is able to obtain useful information in the third group answers because they are specific and take a high percentage. Furthermore, the third group answers could be categorised into 3 types as well. In brief, for the objectives to promote CSR, Aspen Waite had put forward some programmes that involve an annual evaluation form of CSR, regular staff training about CSR, and events about recycling and local community activities.
Subsequently, the researcher designed a question to ask whether Aspen Waite takes environmental impact assessment because the environment factor also takes a high importance in CSR practice. The result has been shown in the table below:

Questions: We undertake an environmental impact assessment. Please explain the reason for your rating.

	Option
	Don’t know
	Never
	Rarely
	Sometimes
	Frequently
	Almost everyday

	Percentage
	20%
	13%
	7%
	27%
	20%
	13%

	Reason
	Not aware
	Yes
	Do it as a task
	Can not always deal with
	Needed in business
	Always needed in business

	
	
	No recycling
	
	
	
	

	
	Not known
	
	
	
	Need to be addressed
	

	
	
	
	
	Look at all that affects us and others
	
	Have to be aware of these things for job purposes



	
	Good
	
	
	
	Need to
	

	
	
	
	
	Always looking at ways to improve systems
	
	

	
	
	
	
	This is done when you begin work.
	
	


Figure 4.23: The sheet of options, percentage and responses.

The result shows a high difference in rating but the positive rating (frequently-almost every day) takes 33% and neutral rating takes 27%. The researcher holed the view that 13% of participants who choose never because they do not know what the environmental impact assessment really is. A 33% percentage of the positive rating and 20% neutral rating prove that Aspen Waite has a regular and frequent environment impact assessment. One participant thinks environment impact assessment does not existed because ‘no recycling’. As a matter of fact, some studies showed a large number of papers are used and piled up in the office of many consulting and accounting companies. Therefore, the paper recycling is an urgent issue. On the other hand, the digitalization would largely decrease the paper use but it still not be applied to many consulting and accounting companies due to high cost. An environment impact assessment is essential to evaluate the paper recycling issue and the development of digitalization would be highlighted for long-term benefits. At the same time, some studies also revealed that the car emission concerns in many consulting and accounting companies. Therefore, the regular environment impact assessment should focus on evaluating paper recycling and car emission issue so as to formulate a strategy to promote CSR objectives.

Apart from the environmental factors, local community activities and projects also constitute a vital role in CSR. Consequently, the researcher designed a question as below: Questions: We provide regular financial support to local community activities and projects. Explain the reason. 
	Options
	Don’t know
	Never
	Rarely
	Annually
	Sometimes
	Frequently
	Always

	Percentage
	13%
	0%
	0%
	13%
	7%
	27%
	40%

	Reason
	Good


	
	
	Needed in a business
	Maybe for tax and employee status.
	Business
	Sponsorship

	
	
	
	
	
	
	Sponsorship packages
	We are involved in the local and surrounding communities

	
	Just do not know
	
	
	
	
	
	

	
	
	
	
	Needed in a business


	
	Seen evidence
	

	
	
	
	
	
	
	
	This area is very important to our business.

	
	
	
	
	
	
	The local community is important
	

	
	
	
	
	Needed in a business


	
	
	The community is important to any business

	
	
	
	
	
	
	
	Good for the community welfare and good training for staff


Figure 4.24: The sheet of options, percentage and responses.

The result showed that 87% of participants recognized community activities of Aspen Waite. The importance of community activities is well acknowledged by almost all participants and the outcome revealed that sponsorship is the main form to develop community activities. As one participant mentioned in the previous question, Aspen Waited has a sponsorship in local football teams, Rugby, Radio stations, Brass band and other community events. 

CSR report is an important document for this research so the researcher needs to make sure whether it existed or not.

Questions: Our organisation publishes a stand-alone Corporate Social Responsibility (CSR) report.

	Options
	Don’t know
	Never
	Rarely
	Sometimes
	Frequently
	Annually

	Percentage
	33%
	20%
	0%
	7%
	7%
	33%


Figure 4.25: The sheet of options and percentage.

The result shows that most of the participants agree to a stand-alone CSR report annually. However, 20% of participants who disagree a stand-alone CSR report believe the CSR report is included in an annual report. According to some studies, an annual report of many originations does not cover any information in terms of CSR but they have a separate document about CSR. However, the researcher could not get access to CSR report annually in the official website of Aspen Waite. On the other hand, community engagement or social performance is the most vital factor to evaluate the CSR practice of organisations. It reflects the social contribution that organisations made to the community such as cooperation with the non-governmental organization, charity programs and sponsorship in social activities. 

The researcher would prove beneficial CSR practices of Aspen Waite by listing three examples. Some shreds of evidence about Sponsorship could be found at the Aspen Waite Group News in July 2017. (Aspen Waite.co.uk, 2018) 

Example 1:

Aspen Waite Group News: page 2
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Figure 4.26: Screenshot: Aspen Waite Group News
Aspen Waite Group News: page 29
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Figure 4.27: Screenshot: Aspen Waite Group News
Anecdotal evidence shows other community engagement of Aspen Waite. 

Some evidence about Aspen Waite’s sponsorship to the football team could be found at the official website of Heybridge Swifts. (Heybridgeswifts.co.uk, 2018)

Example 2:
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Figure 4.28: Screenshot: Homepage of Heybridge Swifts.
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Figure 4.29: Screenshot: Homepage of Heybridge Swifts.

Additionally, Anecdotal evidence shows Aspen Waite also sponsored a horse rating. Some evidence about Aspen Waite’s sponsorship to horse rating could be found at the official website of Betting Directory. (Raing.betting-directory.com, 2018)

Example 3:
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Figure 4.30: Screenshot: Homepage of Betting Directory
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Figure 4.31: Screenshot:  Race Track page of Betting Directory
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Figure 4.32: Screenshot: Chepstow page of Betting Directory

Base on the listed examples of sponsorship, it cannot be denied that Aspen Waite has much engagements in community activities to enhance its CSR practices.

Chapter 5: Conclusion

5.1 Introduction

This Chapter aims to conclude the main finding of this research in a logical way by evaluating the completion of research objectives. Moreover, a limitation of this research would be discussed so as to provide recommendations. However, it is critical to compare the conclusion and the main finding with the previous literature review for future research. 

Three objectives were established in this research so as to gain substantial and reliable results. According to research objectives, this chapter would be organized and demonstrated by analysing the achievement of three research objective:

· To investigate the impact and practice of CSR within professional organisations.

· To evaluate the influence of the code of conduct within professional organisations.

· To provide some recommendations to improve the impact of the code of conduct and enhance CSR practice within professional organisations.

5.2 Discussion of the main finding

The first objective is to recognise the impact and practice of CSR within professional organisations by an analysis in the official website, communication with internal employees and questionnaire results. The main finding could be included as below:

5.2.1 Identify the impact and practice of CSR within professional organisations.

According to Friedman (1970), people have a moral responsibility for their behaviours but the overall objective of business is to obtain profit so it is the responsibility of government instead of organisations to consider social concerns and issues. However, Freeman (1984) proposed s stakeholders theory on a corporate social responsibility that organisations must benefit different groups including employees, stakeholders, clients, community and environment. The result of questionnaire indicated a fact that most of the participants hold different opinions and a generally positive attitude to CSR, which is closed to the stakeholder theory. Therefore, CSR is exerting a beneficial impact on Aspen Waite. 

According to Belal (2016), the legitimacy theory revealed that many organisations utilized CSR engagement to legitimate their activities, which promote organisations to gain approval from society. Based on legitimacy theory, Patten (1991) stated that the main purpose of providing CSR information is to avoid violating the related regulations and laws. In the case of Aspen Waite, the CSR practice could be found from the descriptions from participants, Group News in the official website and other sponsorship in the football team or horseracing. Although the community activities provide more detail and evidence to prove a sufficient CSR engagement of Aspen Waite, the lack of CSR report limited CSR development and further research on Aspen Waite. In the case of Aspen Waite, it is essential to present an environmental pollution data to evaluate car emission and paper recycling concerns because some studies show a high car emission issue and no recycling phenomenon existed in most of the professional organisations. Additionally, a future corporate social responsibility not only needs a disclosure and evaluation of environmental data but also a future plan to decrease emission or take digitalization into practice.

5.2.2 Recognize the influence of code of conduct within professional organisations.

The researcher conducted a detailed analysis of some code of conduct about privacy protection that has been accurately listed in the official website of Aspen Waite. According to Schwartz (2001), code of conduct is a formal document that utilizes a range of principles and standard that considers benefit of stakeholders, society and environment to regulate behaviours of employees, managers and decision-makers within organisations. Therefore, an effective code of conduct also contributes to the CSR practice of 0rganisations. However, no formal document of the code of conduct that regulates behaviours of employees, managers and decision-makers could be found at the website of Aspen Waite. The researcher only obtained information that the standards of ICAEW have been adopted to regulate all behaviours and business activities. Based on the result of the questionnaire, many participants still not quite clear about the implementation of the code of conduct. Consequently, the researcher holds the view that it is necessary for Aspen Waite to strengthen training and publish a code of conduct document or handbook,

5.3 Provide recommendations to improve CSR in all professional organisations.

The last objective of this research is to provide the effective recommendation to improve CSR within professional organisations. The following recommendations are based on the analysis and evaluation of the current CSR practice within professional organisations: 

A CSR report should be established and published in all professional organisations.

According to Elkington (1998), sustainability plays an important role in business, so it is vital for a business to establish objectives that combined with social and environmental responsibility rather than a sole goal to pursue economic profits. Based on Shil and Paramanik (2015), a standard CSR report should cover CSR communication and strategy, policies and codes, social engagement, environmental assessment and corporate audit. Besides, a CSR report should not only present the reality and performance of CSR in the reporting period but also focus on a long-term commitment to all stakeholders. The vision of future development to promote sustainable development is ought to be qualified in all professional organisations. According to Noronha et al. (2013), CSR report is not used as an advertisement to improve the company image. It is important for organisations to be impartial and objective in representing information about their corporate social responsibility fulfilment in order to promote the supervision of stakeholders and benefit an improvement of CSR in the future.

An external audit of the CSR report would maximise the reliability and credibility of CSR report.

Some studies indicated that an internal CSR report audit might affect the credibility and objectivity. According to the Sustainability Reporting Guide (2016) of Global Reporting Initiative (GRI), it is necessary for organisations to hire external professional audit and complete a third-party independent assurance report, which would promote an objective and credible CSR report. Besides, no matter the result provided by the independent third party is good or not, it should be completely and accurately presented. Last but not least, information that related to CSR is ought to be presented elaborately including the environmental pollution data, donation or sponsorship funds, etc.

Strengthen ethical awareness and develop a CSR culture within professional organisations.

Base on the previous analysis of questionnaire, it is necessary for employees of Aspen Waite should study further about the understanding and practice to achieve CSR. Employees need to understand the true value of CSR through regular training so as to regulate their behaviour in working and business activities. Besides, a regular training of code of conduct and code of conduct handbook or document would be helpful to further promote ethical behaviours and enhance CSR culture.

5.4Limitations

The largest limitation of this research was that the research was only able to analyse and evaluate information in terms of official website and questionnaire. It could be researched further if any CSR report or document was provided. Additionally, to some extent, when it comes to the ethics issue or company image, the respondents of questionnaire might be subjective or determined because the participants tend to please the researcher. Lack of time was also an important factor to limit this research. The researcher believes more time would contribute to extend the questionnaire and enhance the scale of the sample to improve the reliability and credibility of questionnaire results. The financial issue also happened in this research, the researcher would travel to Aspen Waite for a more effective communication with employees to gain deeper and more relevant information. 
5.5 Recommendation for future research

The researcher has successfully achieved the objectives of the research. This research would inspire and contribute to future research because there are limited researches focused on the code of conduct and CSR practice in professional organisations. Nevertheless, some recommendations for the future research are essential in terms of the limitations of this research. Firstly, a comprehensive content analysis would be conducted if organisations that published a CSR report. Secondly, a wider sample of professional organisations would be collected and analysed if the time is allowed. Finally, travel to the research organisation to develop a face-to-face survey with employees and experience the working environment would facilitate the communication efficiency and research quality.

5.6 Conclusion of the study

This section will give an overall conclusion of this research. The research objectives have been achieved to analyses and evaluate the code of conduct and CSR practice within professional organisations. It is critical to understand CSR concept and develop CSR practice in all professional organisations due to increasing concerns of CSR in business activities. The previous studies have demonstrated some theories about CSR such as stakeholder’s theory, Carroll’s pyramid, and limitation of CSR concepts. Besides, some theories and standards of the code of conduct also have been discussed in literature review chapter; codes of conduct contribute to regulating staff behaviours, which could be regarded as one of practices to achieve CSR. According to an analysis of official website and questionnaire result, information and evidence could be found to prove the implementation of the code of conduct and CSR engagement on Aspen Waite. Although the research found that Aspen Waite has the code of conduct in privacy protection and behaviours of employees, managers and decision-makers within organisations would be regulated by ICAEW, the researcher believes professional organisations need a regular training and formal document of the code of conduct to regulate ethical behaviour for a sustainable development. On the other hand, CSR engagement through a range of sponsorship in community activities has been proved but a whole CSR practice should cover stakeholders’ benefits, environment data and social performance. Therefore, it is vital for professional organisations to publish CSR report that elaborates all CSR practice and reflects future improvement in order to enhance social acceptance and sustainable development of professional organisations.
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