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Business Ethics and Corporate Social Responsibility: Relationship with Business Performance
[bookmark: _Toc221910396]Introduction
Business ethics and Corporate Social Responsibility (CSR) are now highly spoken of topics in management literature. Business ethics, in a general sense, is the set of values, principles and standards that operate within business communities to govern unprincipled or unethical behaviour (OpenStax Business Ethics). CSR entails the voluntary inclusion of environmental, social and ethical considerations beyond mandatory regulatory compliances (Commission of the European Communities, 2001 cited in International Journal of Business and Management Review). This paper aims to explain these concepts using pertinent theories, such as the Triple Bottom Line and Stakeholder Theories and evaluate how ethical conduct and social responsibility are linked to an organization’s performance. The essay will further show how theory links to practice in organizations with examples of Unilever, Apple Inc., and Toyota showing how jurisdictional ethics plays into the performance outcomes.

[bookmark: _Toc221910397]Dark Side of Business: What is Business Ethics?
[bookmark: _Toc221910398]Business Ethics	
Business ethics uses ethical principles (e.g., fairness, honesty, and respect for the individual) to guide the behaviour of individuals in organizations. Ethical firms value the rights of their stakeholders, such as employees, customers, suppliers and communities as well as shareholders.

[bookmark: _Toc221910399]Corporate Social Responsibility (CSR)
CSR is the voluntary implementation of social and ecological considerations into business activities and interactions with stakeholders (Commission of the European Communities, 2001 cited in International Journal of Business and Management Review). CSR goes beyond mere compliance, encouraging active participation in achieving social good whether through investment in programmes that benefit local communities, protecting the environment or ethical labour practices.

[bookmark: _Toc221910400]The Triple Bottom Line (TBL)
Triple Bottom Line – John Elkington The triple bottom line – profit, planet and people – is a widely accepted approach to measuring business performance beyond just profitability , The TBL therefore broadens the performance agenda from financial success to sustainable success that embodies ecological stewardship and social welfare. In this framework, a firm’s health is determined by its success on each of the three “bottom lines”.

[bookmark: _Toc221910401]Stakeholder Theory
Stakeholder Theory is an extension to TBL (which itself fails) which argues that businesses, by virtue of their impact on so many people, have a moral obligation to meet the needs of all harmed stakeholders in their actions, not just shareholders! With effective engagement, trust and legitimacy can be improved in developing relationships with employees; customers; suppliers; and communities.
The Interrelationship among Business Ethics, CSR and Business Performance
The interrelations among ethics, CSR, and performance are understandable by recognizing that ethical behaviour can provide both direct (risk reduction, brand building) as well as indirect advantages (competitive leadership position; cost reduction, and better associations with society).

[bookmark: _Toc221910402]Moral Behaviour as a Cornerstone of CSR
"Business ethics frames CSR initiatives and provides the moral framework within which they are constructed". Normative values provide guidance for CSR objectives and bring out a company’s integrity and responsibilities to equity and stakeholder wellbeing. When higher ethical standards are involved in the CSR, there is more authenticity and credibility rather than faked CSR (greenwashing); that is when companies create false impressions of sustainability after their insufficient initiatives.

[bookmark: _Toc221910403]CSR and Financial Performance
The Triple Bottom Line model posits that CSR profitability through the generation of sustainable competitive advantages. Social and Environmental ventures can lead to lower costs of operations (e.g. energy efficiency), better employee morale/productivity, increased customer loyalty, as well as appeal to investors interested in both profit and purpose - see also SAGE / Triple Bottom Line). The literature also evidences favourable links between CSR and organisational performance: in particular, Kizys and Tilikalovas (2016) argue that CSR dimensions such as ethical and environmental behaviour greatly enhance firm performance and brand image (Štreimikienė & Ahmed, 2021). (jbem. vilniustech. lt)

[bookmark: _Toc221910404]CSR and Non-Financial Performance
Above and beyond financial benefits, CSR can also strengthen the relationships with critical stakeholders. For instance, community programmes increase social capital and consumer trust; environmental stewardship enhances a firm’s legitimacy and resilience. Focusing on the three TBL dimensions increases a firm’s ability to innovate, adapt and remain successful in the long run (Mendes et al., 2023). (DOAJ)

[bookmark: _Toc221910405]Organisational Examples
[bookmark: _Toc221910406]Unilever: Embedding Sustainability into Strategy
Unilever has been instrumental in transforming CSR from a business-tangential approach to an integral part of the core business strategy, through the implementation of the Unilever Sustainable Living Plan. This effort has the purpose of breaking the connection between expansion and environmental consequences, indeed enhancing positive social impact- it is a smart application of Triple Bottom Line. Unilever discloses decreased waste and water usage in operations, increased supplier livelihoods, and improved brand equity by leading on sustainability. In Unilever, by taking a profit with purpose approach to business, the firm is setting an example of how in today’s world doing well and doing good can be mutually productive drivers for long-term competitive sustainable success and stakeholder trust.

[bookmark: _Toc221910407]Positions in Growth and CSR: Apple Inc.
Apple has made previous investments to help reduce its environmental impact, including running its global operations on renewable energy and pushing suppliers like Foxconn to address labour standards. This work is a result of ethical obligations to minimize footprints and enhance human rights in its global business. Despite the scrutiny Apple have attracted around labour practices in its supplier factories, transparency and ecological sustainability – which CSR advocates for - acts as a mechanism to enhance brand reputation and customer loyalty. Apple reaps the benefits of this with increase investor confidence and consumer perception.

[bookmark: _Toc221910408]Toyota: Building and Environmental Responsibility
Toyota has been used to explain about the ethical innovation in relation to environmental responsibility that comes with hybrid technology (e.g., Toyota Prius). Toyota’s efforts to reduce emissions, improve fuel efficiency and drive safety reflect a set of ethical values helping to sustain the company in a field dominated by competitive automakers. These actions highlight how a company’s ethical commitment to environmental sustainability is not only good for business, by enabling innovation and regulatory leadership, but it also demands transparency.

[bookmark: _Toc221910409]Conclusion
Ethics of business and corporate social responsibility (CSR) are conceptually interrelated concepts determining responsible behaviour, which impact the strategic decision-making process made by firms and results. For CSR, ethics is the moral bedrock, and CSR extends corporate responsibilities beyond profit to embrace social and environmental dimensions as with triple bottom line models. Ethical and socially responsible behaviour has a positive impact on financial success, stakeholder relationships, brand strength, and innovation potential. Cases based on Unilever, Apple and Toyota illustrate how organisations that integrate ethical commitments alongside CSR projects can establish sustainable success across economic, social and environmental realms. As such, business ethics and CSR should no longer be seen as extraneous marketing tactics but as central strategic concerns for long-term corporate survival.

[bookmark: _Toc221910410]
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