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Business ethics refer to studying ‘business situations, activities and decisions where issues of right and wrong are addressed’ (Visser, et al., 2010, p. 45). In this context the ‘right’ and ‘wrong’ relate to what is seen as ‘morally right and wrong’ rather than, for example, ‘commercially, strategically, or financially right or wrong’ such as making sure employees are all managed fairly or knowing what ‘constitutes deception in advertising’ (Visser, et al., 2010, p. 46).
Many different Corporate Social Responsibility issues originally were looked into through the ‘label of business ethics’ (Visser, et al., 2010, p. 46).
[bookmark: _Toc506808054]What is Corporate Social Responsibility?
Corporate Social Responsibility explains all the different ‘activities’ the ‘corporations undertake’ in order to meet societies expectations (Visser, et al., 2010, p. 46). 
A Corporate Social entrepreneur is an individual person that creatively ‘employs market forces, including new business ventures, to address or solve social or environmental problems’ (Visser, et al., 2010, p. 102).
Corporate Social Opportunity refers to ‘a potentially profitable market-oriented venture’ that originates from ‘or is suggested by a company’s social responsibilities or by social or environmental problems’ (Visser, et al., 2010, p. 103).
Corporate Social Responsibility is concerned with the common beliefs that are held by ‘growing numbers of citizens that modern businesses have responsibilities to society that extend beyond’ the companies ‘obligations to the stockholders or investors in the firm’ (Visser, et al., 2010, p. 106). For example, a company’s main obligation to its investors ‘is to generate profits for the owners and maximise long term wealth of shareholders’ (Visser, et al., 2010, p. 106).
A fuller and more comprehensive definition of Corporate Social Responsibility is ‘that it encompasses the economic, legal, ethical and discretionary or philanthropic expectations that society has of organisations at a given point in time’ (Visser, et al., 2010, p. 107).
[bookmark: _Toc506808055]Carroll’s Pyramid
Carroll created a definition of Corporate Social Responsibility in four simple parts which was that ‘corporate social responsibility encompasses the economic, legal, ethical, and discretionary (philanthropic) expectations that society has of organizations at a given point in time’ (B.Carroll, 1991, pp. 39-48). The pyramid works its way upwards in order of hierarchical importance, meaning that economic is the most important responsibility followed by legal, ethical and philanthropic (Zu, 2008, p. 25).
[bookmark: _Toc506808056]Economic Responsibilities
This section of the pyramid represents aspects of the business’s responsibilities such as performing in ways that allow for maximised ‘earnings per share’ and how the business must be ‘committed to being as profitable as possible’ (Crane, et al., 2008, p. 63). Also, a business has an economic responsibility to maintain ‘a strong competitive position’ whilst maintaining high levels of efficient operations. Overall, a business must be able to be ‘defined as one that is consistently profitable’ (Crane, et al., 2008, p. 63). Although it may seem out of the ordinary for economic responsibility to be a social responsibility this is actually was society expects as the business cannot ‘incentivize owners or shareholder to invest and have enough resources to continue in operation’ without this expectation (Carroll, 2016).
[bookmark: _Toc506808057]Legal Responsibilities
A business also has legal responsibilities, meeting all governmental laws and regulations to be able to operate. These are basic ‘notions of fair practices that are established by lawmakers’ and it is the responsibility of the business to ‘comply with these laws’ (Carroll, et al., 2017, p. 36).
[bookmark: _Toc506808058]Ethical Responsibilities
These responsibilities refer to some businesses need or desire to act morally and ethically, this responsibility means that businesses ‘should go beyond narrow requirements of the law’, for example through the way they treat their suppliers and employees (Riley, 2017).
[bookmark: _Toc506808059]Philanthropic Responsibilities
Philanthropic responsibilities are not mandatory but are ‘desired by society’ (Aras & Crowther, 2010). Some examples of what is meant by philanthropic responsibilities is to ‘be a good corporate citizen’ or to ‘contribute resources to the community’ and ‘improve’ the ‘quality of life’ (Aras & Crowther, 2010, p. 237).
[bookmark: _Toc506808060]What are stakeholders?
The main idea of business within society changes, however, these changes revolve around the ‘economic and social role of the firm, its owners and those with a stake in the venture’ (Cannon, 1994, p. 32).
Decisions that are taken by managers are influenced by stakeholders (Williams & Curtis, 2012). 
Stakeholder theory was created and developed in 1984 by R Edward Freeman (Freeman, 2010). He believed that a stakeholder is ‘any group or individual’ that can be affected or can affect the success of a firm’s objectives (Freeman, 2010).
[bookmark: _Toc506808061]Examples of stakeholders
The diagram below was created by (Freeman, 2010) it shows visually a list of different stakeholders that can affect or be affected by a business. Such as the customers, owners, government and so on.
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[bookmark: _Toc506808062]Figure 1: Diagram of different stakeholders (Freeman, 2010)

[bookmark: _Toc506808063]What companies want from Corporate Social Responsibility
By distinguishing between what Kramer and Kania (2006) have called ‘defensive’ and ‘offensive’ corporate responsibility it is possible to discover what a company is aiming to achieve through ‘corporate responsibility management’ (Blowfield & Murray, 2011, p. 139). Most companies and organisations look at corporate responsibility ‘in terms of vulnerability’, for example, an ‘external risk that needs to be managed with minimal investment’ (Blowfield & Murray, 2011, p. 139).
A defensive approach can be used by a company to maintain their reputation and also to ‘avoid legal liabilities’ and this approach is usually used when a company is looking to ‘resolve problems of their own making’ (Blowfield & Murray, 2011, p. 139). In comparison the offensive approach a company may offer ‘themselves as the solution even when they had no part in creating the problem’, this then requires the company to ‘exploit their full capabilities to find and implement solutions’ (Blowfield & Murray, 2011, p. 139). These solutions require a company to do four main things:
‘1. Pick the right issue – one that is important, timely and that leverages the company’s core competencies 
2. Establish concrete goals and report on progress, both inside the company and externally 
3. Deploy the company’s key assets in addressing the issue, including, for example, its product and services, the relevant skills of its employees, industry expertise, and its infrastructure 
4. Work in partnership with other sectors (Blowfield & Murray, 2011, p. 139)’
Drucker (1974 p.337) established the difference between the social impacts of a business and the social problems of ‘the dysfunction of society’. He viewed these ‘social problems as sources of opportunity’ as he believed that the main function of a business was to meet the social needs whilst being able to serve their own ‘institution by making resolution of a social problem into a business opportunity’ (Smith & Lenssen, 2009, p. 370).
An example of this is when MasterFoods (brands that include Mars and Snickers) identified the social problem and relationship of obesity and advertising, they released ‘a global ban on advertising of all its core products to children under 12’ years old as there was evidence supporting that advertising was leading to obesity (Smith & Lenssen, 2009, p. 371).
This example supports Drucker’s theory of social impacts, showing there is a responsibility ‘arising from what marketers do to their customers’ and how these impacts can create history (Smith & Lenssen, 2009, p. 371).
However, there has been limitations revealed from social responsibility as Drucker discovered and that is ‘the requirement to fulfil the organizations primary social function’ which is to ensure that managers are still focusing on the ‘performance capacity of the enterprises in their charge’ (Smith & Lenssen, 2009, p. 372). As by jeopardising performance capacity is to be irresponsible as a manager should have the knowledge of the minimum profitability needed for the business to survive and complete their mission (Smith & Lenssen, 2009, p. 372).
This led to Drucker stating how:
‘The first social responsibility of business is then to make profit to cover the costs of the future. If this social responsibility is not met no other social responsibility can be met’ Drucker (1974).
Therefore, although a business needs to be open to social needs they also need to ensure that it has enough resources to allow the business to be able to perform other roles, otherwise the company will not survive ‘long enough to be an agent for any form of change’ (Cannon, 1994, pp. 106-107). Overall, a business needs to be able to fulfil its own mission whilst also being aware of the matter that its survival relies on society to provide the resources such as ‘people, raw materials, services and infrastructure’ (Cannon, 1994, pp. 106-107).
Finding a balance can be tricky as ‘external pressures on the firm influence its character and the way managers think and act’ this can show a typical relationship of the public having the opinion that the organisation is ‘rich and have easy pickings so they can afford a conscience’ or ‘we cannot afford the luxury of ethics’ (Cannon, 1994, p. 102).
[bookmark: _Toc506808064]The debate against Corporate Social Responsibility
In some instances, Corporate Social Responsibility can be seen as selfish as even ‘charity work itself could be selfish’ due to ‘rewards that lead to self-worth’ (Arthur, 2013). For example, rather than the reason being that a business wants to genuinely ‘help disadvantaged communities through voluntary work’ it is beneficial to them as it portrays an image and appearance of good character for the business which can increase sales and in the long run profit (Arthur, 2013).
Most companies only take part in Social Corporate Responsibility in ways that benefit them such as pursuing projects that relate to their industry or ‘protect their reputation especially after a crisis’ (Low, 2016, p. 91).
[bookmark: _Toc506808065]Coca-Cola and Social Corporate Responsibility
Coca-Cola released an annual Corporate Sustainability Report in 2015 which shows the ways in which they support their community and the impact they have made through using Social Corporate Responsibility (Coca-Cola Enterprises, 2015). The report clearly shows they are committed to portraying a good image to the public for example, one fact showed that ‘97% of their products are made in Great Britain’ this shows the public they are dedicated to helping and supporting the country and people within it (Coca-Cola Enterprises, 2015).
Coca-Cola released a ‘global ban’ on their advertising for their soda to be restrained from being advertised to children that are under the age of 12 years old (Smith & Lenssen, 2009, p. 371). This is supported on the Coca-Cola website where they explain how serious their commitment is to market responsibly in every country and they ensure they meet policy guides by using ‘independent auditors to check’ that they are ‘complying with the policy’ (Coca-Cola, 2017). In the United Kingdom Coca-Cola will not buy any form of advertising that could be targeted at children that are under the age of 16 years old to ensure that ‘in practice is that if more than 25% of the audience is under 16’ you won’t see any Coca-Cola adverts placed there, this is through TV, media, outdoor advertising, cinemas and social media (Coca-Cola, 2017).
Coca-Cola now encourage recycling and state that their packaging today is 100% recyclable. The company also advertise how they use these recycled materials as 25% of their bottles come for old recycled bottles, 49% of their aluminium cans are from previous recycled cans and 56% of their glass bottles are from recycled glass bottles (Coca-Cola, 2017).
Coca-Cola now support FareShare, the UK’s ‘longest running food redistribution charity’ the aim to let no ‘good food’ go to waste whilst there are people going hungry (FareShare, 2017). Coca-Cola have claimed to be supporting and working with FareShare since 2014 by providing meals and any food supplies needed to vulnerable people living within the United Kingdom. They also took part in a promotion this Christmas where they donated 1p from every 500ml Coca-Cola product and a minimum of £25,000 which would provide 100,000 meals to people in need (Coca-Cola, 2017).
All this information of facts and statistics above shows that Coca-Cola do have a team working on Corporate Social Responsibility and do think of it as a necessity to the business. However, it can be questioned as to how genuine their donations and volunteering really are or whether it’s all pure advertising and publicity stunts.
One source supporting this is the fact that although they look like a good character for Great Britain they are jeopardising other countries at this expense. Coca-Cola have been accused and blamed for water shortage in areas of the world that are lacking in these ‘water resources and rainfall’ (War on Want Charity fighting global poverty, 2007). This is best documented in India ‘where there are now community campaigns against the company in several states’ as Coca-Cola are ‘having a serious negative impact on farmers and local communities’ (War on Want Charity fighting global poverty, 2007). Specifically, in 1999 Coca-Cola ‘establishes a bottling plant in the village of Kaladera in Rajasthan’ this is an area ‘well known as a desert state’ and the farmers here ‘rely on access to groundwater for the cultivation of their crops, but since Coca-Cola’s arrival, they have been confronted with a serious decline in water levels’ (War on Want Charity fighting global poverty, 2007). Locals are seriously suffering from the impacts of Coca-Cola and ‘whole families’ are ‘at risk of losing their livelihoods’ (War on Want Charity fighting global poverty, 2007).
Also, Coca-Cola express how they have a global ban to not advertising to children under 12 years old, however, they have just sponsored the London Eye. When the London Eye closed for maintenance to take place it then reopened as the ‘Coca-Cola London Eye’, this is ‘one of the most recognisable landmarks in the world’ (Khomami, 2015). This ‘new name is a result of a sponsorship deal’ with Coca-Cola and it now means each ‘pod of the Eye now has Coca-Cola branding inside’ all ‘staff wear red tops with Coca-Cola stamped on the back, security staff wear Coca-Cola beanie hats’ and ‘all the cafes in the ticket office are branded with large Coca-Cola posters’ and finally the ‘wheel no longer shines blue at night, but a vivid, Coca-Cola red’ (Khomami, 2015). There have already been complaints and worry from both ‘medical professionals and children’s charities’ who think that this branding will have serious implications on the health of the general public both adults and children (Khomami, 2015). There have currently been campaigns since the reopening such as when the ‘co-ordinator of the Children’s Food Campaign, Clark and his team of volunteers handed out 500 toothbrushes’ which was to represent the ‘number of children aged five to nine’ that are admitted to hospital each week ‘due to tooth decay’ (Khomami, 2015). This does show Coca-Cola in a more questionable light as their claimed beliefs contradict their actions.
Another questionable action and advertising campaign Coca-Cola has participated in is the sponsorship of the Winter Olympics in 2018 which is broadcasted on TV in ’92 countries with athletes competing and beyond will create new sporting heroes for hundreds of millions of children from Tennessee to Tunisia, Moscow to Mali’ (Caterson & Farmer, 2018). The broadcast of these athletes will be interrupted every other minute by ‘advertisements from’ Coca-Cola (Caterson & Farmer, 2018). This raises alarms as Coca-Cola must be aware that the audience for this broadcast will contain many children across the world.
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