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Title: The selling of ethics: The ethics of business meets the business of ethics Author(s): Marilyn Kleinberg Neimark Journal: Accounting, Auditing & Accountability Journal Year: 1995 Volume: 8 Number: 3 Page: 81 -- p96 DOI: 10.1108/09513579510094705 Publisher: Emerald Abstract: Critically examines the ways in which the boundaries of business ethics are being established within business schools, consulting firms and corporations. Contrasts this official discourse on ethics with an alternative, more socially informed, and potentially disruptive approach to the ethics of business.
Title: Corporate Governance and the Sons of Cadbury Author(s): Gerald Vinten Journal: Corporate Governance: The Int J of Effective Board Performance Year: 2001 Volume: 1 Number: 4 Page: 4 -- p8 DOI: 10.1108/14720700110404289 Publisher: Emerald Abstract: Corporate governance has emerged from obscurity into being a mainstream topic about which there is a need to know, as well as being incorporated into industrial and commercial training courses. There has been a plethora of reports starting in the USA and spreading to the UK, which has then produced a series of reports whose influence, example and model has spread throughout the world. Some main forces explaining the provenance of corporate governance are provided before discussing the US Treadway and COSO Reports. Concerns with business ethics also are a factor. These reports in turn influenced the Cadbury Report and the "Sons of Cadbury" the most recent and most significant being the recent Turnbull Report. This impacts much more on grass roots practices than the others, and its messages therefore need to be absorbed into training courses.
: The ethicality of altruistic corporate social responsibility Author(s): Geoffrey P. Lantos Journal: Journal of Consumer Marketing Year: 2002 Volume: 19 Number: 3 Page: 205 -- p232 DOI: 10.1108/07363760210426049 Publisher: Emerald Abstract: This commentary questions commonly held assumptions about corporate social responsibility (CSR). It discusses the morality of altruistic CSR - philanthropic CSR activities that are not necessarily beneficial to the firm's financial position. Evaluating altruistic CSR from all major ethical perspectives - utilitarianism, rights, justice and care - leads to the conclusion that, for publicly held corporations, such activity is immoral. This is because altruistic CSR violates shareholder property rights, unjustly seizing stockholder wealth, and it bestows benefits for the general welfare at the expense of those for whom the firm should care in close relationships. The paper also determines that what are often considered mandatory ethical and social corporate duties are actually optional activities that should only be undertaken when it appears that they can enhance the value of the firm, i.e. when they are used as strategic CSR. However, using ideas taken from secular and Judaeo-Christian authors on the meaning of work, the article also concludes that altruistic activities are appropriate and commendable for private firms and individuals. It offers suggestions for practitioners of CSR and for future academic research.
: Integrating ethics into the strategic management process: doing well by doing good Author(s): Susan Key; Samuel J Popkin Journal: Management Decision Year: 1998 Volume: 36 Number: 5 Page: 331 -- p338 DOI: 10.1108/00251749810220531 Publisher: Emerald Abstract: Using ethical considerations in strategic decision making will result in the development of the most effective long term and short term strategies. Specifically, ethical criteria must be included as part of the strategic process in before-profit decisions rather than after-profit decisions in order to maximize corporate profits and improve strategy development and implementation. This paper presents a system of decision making to achieve this integration which uses an "interest assessment" that involves the analysis of the ethical, social and legal obligations of an organization.
Toward a new theory of the firm: a critique of stakeholder "theory" Author(s): Susan Key Journal: Management Decision Year: 1999 Volume: 37 Number: 4 Page: 317 -- p328 DOI: 10.1108/00251749910269366 Publisher: Emerald Abstract: Argues that stakeholder theory may be an appropriate model to describe firm behavior and replace the dominant paradigm, the economic model of the firm. However, current conceptualizations of stakeholder theory do not meet the requirements of scientific theory. Thus, looks at the historic roots of stakeholder "theory", critiques its current form, and suggests steps that may be taken for stakeholder theory to satisfy the conceptual requirements of theory. Specifically suggests that contractual interests may underlie stakeholder relationships just as they do the agency relationship between managers and stockholders as prescribed by traditional economic theory.
Title: Can moral judgement and ethical behaviour be learned? : A review of the literature Author(s): Michael Wright Journal: Management Decision Year: 1995 Volume: 33 Number: 10 Page: 17 -- p28 DOI: 10.1108/00251749510100212 Publisher: Emerald Abstract: Considers past research undertaken in the area of adult moral and ethics education, in order to establish whether moral judgement and ethical behaviour can be learnt by adults through an education experience. Also seeks to identify those education media which best facilitate learning of good moral behaviour and ethical judgement. Concludes that research to date has not adequately proved the widely assumed link between teaching and learning of moral judgement and ethical behaviour. This link is important, particularly when education is perceived by many to be the best means of developing good moral judgement and ethical behaviour in the modern business environment. Raises a number of additional issues related to the topic and suggests several areas of future research opportunity.
Corporate citizenship as a marketing instrument - Concepts, evidence and research directions Author(s): Isabelle Maignan; O.C. Ferrell Journal: European Journal of Marketing Year: 2001 Volume: 35 Number: 3 Page: 457 -- p484 Publisher: Emerald Abstract: Confronted with increasing pressures to limit government spending on social welfare, more and more public policy makers welcome the growing social involvement of corporations. Yet, inasmuch as corporate citizenship may be desirable for society as a whole, it is unlikely to be embraced by a large number of organizations unless it is associated with concrete business benefits. This paper presents past findings and proposes future research directions useful for understanding the potential value of corporate citizenship as a marketing tool. Specifically, after examining the nature of corporate citizenship, the paper discusses its potential impact, first on consumers, then on employees. Two conceptual frameworks are introduced to guide research on the value of corporate citizenship in terms of external and internal marketing respectively.
Corporate social responsibility and economic performance in the top British companies: are they linked? Author(s): George Balabanis; Hugh C Phillips; Jonathan Lyall Journal: European Business Review Year: 1998 Volume: 98 Number: 1 Page: 25 -- p44 DOI: 10.1108/09555349810195529 Publisher: Emerald Abstract: This paper investigates the relationship between corporate social responsibility (CSR) and the economic performance of corporations. It first examines the theories that suggest a relationship between the two. To test these theories, measures of CSR performance and disclosure developed by the New Consumer Group were analysed against the (past, concurrent and subsequent to CSR performance period) economic performance of 56 large UK companies. Economic performance included: financial (return on capital employed, return on equity and gross profit to sales ratios); and capital market performance (systematic risk and excess market valuation). The results supported the conclusion that (past, concurrent and subsequent) economic performance is related to both CSR performance and disclosure. However, the relationships were weak and lacked an overall consistency. For example, past economic performance was found to partly explain variations in firms' involvement in philanthropic activities. CSR disclosure was affected (positively) by both a firm's CSR performance and its concurrent financial performance. Involvement in environmental protection activities was found to be negatively correlated with subsequent financial performance. Whereas a firm's policies regarding women's positions seem to be more rewarding in terms of positive capital market responses (performance) in the subsequent period. Donations to the Conservative Party were found not to be related to companies' (past, concurrent or subsequent) financial and/or capital performance.
The effects of incentives, deal proneness, satisfaction and tie strength on word-of-mouth behaviour Author(s): Jochen Wirtz; Patricia Chew Journal: International Journal of Service Industry Management Year: 2002 Volume: 13 Number: 2 Page: 141 -- p162 DOI: 10.1108/09564230210425340 Publisher: Emerald Abstract: Although more than 30 years of research has established the power of word-of-mouth (WOM), little work has focused on how it could be managed more effectively. This study examines how incentives would work to actively encourage WOM, and how incentives would potentially interact with other variables that have been shown to drive WOM. In particular, a 3 × 3 × 2 experiment was conducted to examine the impact of incentives, tie-strength, and satisfaction on WOM behavior. Consumer deal proneness was investigated using a quasi-experimental design. Suggests from the findings that satisfaction does not necessarily increase the likelihood of WOM being generated. Shows incentives to be an effective catalyst to increase the likelihood of WOM being generated by satisfied consumers and tie strength to be an important variable in explaining WOM behavior. Suggests from the findings that deal prone consumers generate more WOM, independent of incentives. The findings have important implications, and suggest that satisfied customers are a necessary but not sufficient condition for getting positive WOM, and that incentives may be an effective way to get satisfied customers to recommend a firm. Furthermore, incentive programs targeted at strong ties are likely to be more effective than those targeted at weak ties, provided customers are genuinely happy with the service provided
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	Abstract: This article summarises the findings from a study of practising managers which explored experiences of and views on decision making about actual ethical issues in organisations. Data gathering was based on a combination of an intensive case study of an organisation and in-depth interviews with senior managers and management consultants from 32 organisations. A rigorous qualitative analysis of the observed experiences, strategies and responses to ethical issues and problems resulted in categorisation of skills associated with: judgement, integrity, courage and humanity. The different ways in which these skills were integrated led to approaches identified as: legalistic, entrepreneurial, navigation and worried modes. The repertoire of skills which contributes to selection of these alternative approaches and implications for the development of ethical decision making practices are discussed.
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	Abstract: "Ecolabels" without advertising support are communicating the environmentally friendly message. This article investigates the general belief and evaluation consumers have about ecolabelled products. In conventional markets, labelling conveys to the consumer information about the product. Appropriate communication in the form of symbols reinforces messages. Ecolabels enable consumers to articulate their preferences for environmental friendly products. Consumer beliefs are highly regarded as they serve to simplify the cognitive process of decision making. This study examines the impact of communicating the environmental friendly message by the dolphin-safe symbol on four brands of tuna. It examines the effectiveness of brand perception on environmentally friendly products. Results indicate that consumers are favourably influenced by the presence of these labels regardless of type of product, thus supporting an affective evaluation process. Consumer perceptions of the two top selling brands are perceived to be more environmentally friendly than the other brands.
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	Abstract: The purpose of this study is to examine the relationship between cultural heritage and attitudes toward fraud. The data indicates that the culturalisation process is complex, with no apparent absolutes. People claiming different cultural heritage do differ in how they approve of fraud in general, but what is equally significant is how these same people universally evaluated specific types of fraud. A comprehensive analysis of the results, taking into consideration all the potential correlates - cultural heritage as well as age, education, gender and occupation - indicates that the respondents may have been influenced by an overarching "corporate culture" that tends to assimilate diverse attitudes into a more universal standard of behaviour
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	Abstract: Attempts to examine the following question: is Body Shop International a socially responsible organization? This exploration includes a description of the concept of corporate social responsibility and an investigation of some specific actions by Body Shop International to ascertain whether or not these actions are in fact socially responsible in nature.
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	Abstract: We attempt to go beyond media representations as we explore the following question: Is Ben & Jerry's Inc. a socially responsible organization? This exploration includes a description of the concept of corporate social responsibility, and an investigation of some specific actions by Ben & Jerry's to ascertain whether or not these actions are indeed socially responsible in nature
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	Abstract: Beauty Essential, a medium-size company in the Thai clothing industry, has changed its working procedures to conform to an international standard on social responsibility - and improved productivity into the bargain. The company produces garments for such international brands as Calvin Klein, Tommy Hilfiger and Nautica. All its production is for export. Almost three-quarters goes to the USA, 10 percent to Japan, a further 10 percent to Europe and the remaining 5 percent to the countries of the Association of South-East Asian Nations (Asean). As an exporter, the company found that international customers were putting increasing pressure on producers to demonstrate their commitment to basic human values in the workplace.
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	Abstract: What organizations spring to mind when corporate social responsibility is mentioned? Perhaps you think of the Body Shop who will not sell products that are tested on animals. Or maybe you picture Ben & Jerry's, the ice cream corporation that aims to recognize "the central role that businesses play in the structure of society by initiating innovative ways to improve the quality of life of a broad community - local, national, and international".
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	Abstract: Although CSR appears to be the new craze on the corporate block, history has shown that this penchant for responsibility is not necessarily as straightforward as you may think. Certainly this was the experience of Shell Oil, the global giant who (perhaps unwittingly) discovered a number of paradoxes inherent within the realities of this entity when it was drawn into a bitter dispute with some of the people of Nigeria - the Ogoni.
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	Abstract: This paper presents snapshots of moral principles which can inform current thinking on values that will positively affect business in contemporary society. It is aimed primarily at the management practitioner who may not have the time, or the interest, to pursue this area in the current literature. Values (moral, ethical and social) are mentioned, but the main focus of the paper is on values which drive the Western World; e.g. the free enterprise system with its ideas of fairness, competition, honesty, trust, integrity and justice. Instances of unfair, unethical, unscrupulous and presumably illegal behaviour are regularly reported in the press, and the current scandals regarding members of the Olympic Games Federation are examples. This paper is a synopsis of some current thinking about key values in contemporary business and society; values which seem to have been conveniently forgotten, at best, or deliberately flouted, at worst.
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	Abstract: Critically examines the ways in which the boundaries of business ethics are being established within business schools, consulting firms and corporations. Contrasts this official discourse on ethics with an alternative, more socially informed, and potentially disruptive approach to the ethics of business.
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	Abstract: Ethics has become a cliché, Enron an everyday word and corporate governance an international obsession. Companies are being forced, quite rightly, by investors and the public to produce transparent financial reports, adhere to stringent employment laws and take a responsible approach to society in general. However whilst we, as consumers, are crying out across the globe for ethics, ethics and more ethics, do we actually practice what we preach? Do we know the good companies from the bad and, if so, are we prepared to choose one brand over another for the sole reason of ethics, regardless of cost, quality or convenience?
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