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[bookmark: _Toc212900115]Introduction
Among the various pathways that evaluate the contribution made by a corporation to society beyond profit, the implementation of corporate social responsibility (CSR) practices stands out. The incorporation of innovative yet social and environmental value community practices and ethical engagement is particularly important for the automotive manufacturing industry to the extent that it influences public opinion. While the ‘business ethics’ dimension intends to shape organisational behaviour, CSR broadens the ethical engagement to actionable pledges that accrue value to society and ecosystem (Crane and Matten, 2019). As model practitioners of community CSR, reputation building, and social value community practices, companies like BMW, Toyota, and Tesla demonstrate their environmental stewardship. However, the value of ethical intent motivating these practices varies significantly. This paper examines the social value ownership theory through Carroll’s CSR Pyramid and Elkington’s Triple Bottom Line and, in so doing, demonstrates to what extent environmental and social value automotive firms properly combine profitability to build social trust for loyalty and sustainable success.
[bookmark: _Toc212900116]Defining Business Ethics and Corporate Social Responsibility
Business ethics can be defined as the standards that determine the actions of a business. Ethics offers moral guidance for all the actions of the business. While laws must be adhered to along with the base standards, ethics considers what ought to be done. Ethics involves fair treatment of employees, truthfulness to customers, and integrity in all operations. The moral principles that guide the actions of a business enable awareness of the broader impact of the business and the moral balancing of business objectives.
Corporate Social Responsibility (CSR) goes a step further and delineates the obligations of a business to society. Social obligations constitute a part of business ethics. Carroll’s (1991) four-layer construction, where philanthropy is placed at the top as the least important, clearly shows that real responsibility blends profit with social obligations. Contemporary CSR, as depicted by Crane and Matten (2019), involves relationships with stakeholders and not simply the mitigation of negative social impact. CSR provides public trust to profit-making businesses, as displayed in the automotive corporations.
[bookmark: _Toc212900117]Theoretical Models
Two established models articulate the interplay of ethics and social responsibility in the context of business strategy: Carroll’s CSR Pyramid and Elkington’s Triple Bottom Line (TBL). Carroll (1991) theorised that the components of CSR consisted of four interrelated layers: economic, legal, ethical, and philanthropic. Ensuring economic success is foundational; however, the ethical and philanthropic components provide a social purpose to the corporation’s behaviour. Such corporations will not be satisfied with mere compliance, profit-seeking, and the economic social surplus, but will positively focus their resources to produce socially beneficial outcomes. Their default position will be that community engagement and environmental stewardship are core, not peripheral, to the social responsibility of businesses in the contemporary capitalism of the 21st century.
Elkington’s (1997) TBL model enhances the value of Carroll’s framework in that it operationalises the social component of profit, thereby providing an additional social responsibility for businesses to impact positively the community, the environment, and the economy. In the automotive context, this entails the integration of emission reduction and other environmental stewardship measures during local employment creation and investment in renewable technologies. Together, these frameworks offer the proposition that effective CSR is a function of ethical intent and tactical action. In the case of BMW, Toyota, and Tesla, it refers to the transformation of the corporate motif of sustainability to one of lived experience, establishing a practical positive relationship with the community while securing a competitive advantage.
[bookmark: _Toc212900118]Application to the Automotive Industry
Change in society is in cleaner mobility, and while in the rest of the world, purchased cars and advanced technologies are considered a societal issue, in the automotive world, it is a facet of corporate social responsibility. An automotive company that best illustrates this value is BMW, which, through the “BMW Group Responsibility” programme, is dedicated to local, regional, and environmental restoration innovations along the production centres that weave sustainability in a holistic regional ecopark approach. These sustainable approaches attest to the broader responsibility ethos that the company carries, which underpins the philanthropic principles of the Triple Bottom Line, by Carroll and Elkington respectively. But the real concern is about the provenance of the efforts; the worry is their authenticity. Are these CSR efforts a result of real concern or a kind of elaborated image management?
Half a century of company branding has promoted social responsibility and reliability to the rest of the world. The active part of the programme is the “Toyota Beyond Zero” initiative, which, while focused on sustainability, is a community and road safety development programme in a positive way. Sustainability is reputed in a Toyota way, and this stems from the “real life” approach in CSR that broadens the scope of social responsibility by integrating environmental and community development in the country of operation. These actions put on the table showcase a balanced approach to the fulfilment of Carroll’s commitment at the ethical and legal level, and counsel to the fact that it fuels trust in the continuity of positive ethical business relations.
The story of Tesla, in contrast, is more intricate. By introducing electric vehicles, Tesla was able to shift the entire industry focus on sustainability and foster global consciousness towards climate change. At the same time, the criticism of the company’s labour practices and interactions with surrounding people shows that there is more to innovation than just creating new products (Reuters, 2023).
Along with the other examples, these case studies demonstrate that CSR is most effective in practice when such initiatives are made more personal. Corporate success is best achieved when there is some social value attached to it, which permits the company to work more closely with the people and ecosystems surrounding it.
[bookmark: _Toc212900119]Conclusion
Corporate social responsibility (CSR) and the social aspect of business have evolved from the formalities of a corporate social responsibility policy to a representative aspect of the organisation and its role in the social ecosystem. Drawing on Carroll’s Pyramid of CSR and Elkington’s Triple Bottom Line, there is an increasing understanding that business success is also defined by the people and the environment, in addition to profits. Companies such as BMW, Toyota, and Tesla exemplify different approaches on the spectrum of community engagement and advancement of sustainable transport innovation. Although there are still gaps and challenges, there is overwhelming evidence that socially responsible activities enhance the reputation and integrity of the business, and that ethical conduct is a fundamental condition in the business success of any organisation.
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