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Executive summary
This paper presents an explanation of cultural differences in business ethics, the drivers and benefits of CSR, the function of managing ethical challenges, and how business is constrained by cultural, political, and social environments.
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1.0:Introduction

In an era of economic globalization, understanding and overcoming cultural differences in business ethics is essential for companies wishing to succeed internationally. This article examines the complex dynamics of cultural differences in values, norms and business practices. The article considers specific areas such as perceptions of bribes and gifts, communication styles and attitudes to time and punctuality. The article analyses the impact of these cultural differences on decision-making (Dogruel,2018), relationship building and general business behaviour. It also considers the important area of corporate social responsibility (CSR), which is a holistic approach to integrating ethical, social and environmental aspects into a company's core business activities. The paper examines the main drivers, benefits and management functions that create ethical challenges in the business environment (Böhm, S. et al. ,2022). It also examines how companies are affected by their cultural, political and social context and emphasizes the need for companies to comprehensively analyse and adapt their strategies in order to build sustainable and mutually beneficial relationships with different stakeholders (Peterson,R.A.et.al,2010).




2.0:Cultural differences in business ethics
Understanding and overcoming cultural differences in commercial morals is an important aspect of work in the global economy. The difference between cultural values, norms and business practices has a significant impact on the behavior, decisions and relationships among companies (Widmer and Hodel,1998).

The view of bribes and gifts is an important part of cultural differences. Gifts are commonly seen in several cultures, and are generally the way to build trust and good will (Ma,2010). But in other cultures, especially in a culture that has established an aggressive anti corruption policy, such a way can be considered immoral or illegal. What is important in intercultural business interaction is to express respect through a gift and take appropriate balance while preventing unfair acts.

Communication method plays an important role in corporate morality. Some cultures tend to indirectly interfere with context, non verbal clues, and reading between channels. In this case, the possibility that you are not saying is as important as what you are already saying. On the other hand, cultures that prefer direct exchange emphasize language intelligibility and accuracy (Abramson, N.R., Moran, R.T. and Harris, P.R. Philip R,2018).The interaction between these different communication methods can be misunderstood and emphasizes the importance of clear and accurate communication in the intercultural business environment.

Different cultures have significant differences in attitude to time and time. Some cultures accept some delays and reflect a more effortless attitude toward time management. Conversely, in other cultures, time is regarded as a symbol of respect and expertise, and is considered very important. If you do not properly handle the cultural differences in time, you may cause misunderstanding and disappointment. Experts in international trade must recognize these subtle differences to avoid potential clashes and build positive relationships between different cultures (Scholtens and Dam,2007).

3.0:Corporate social responsibility (CSR)
Corporate social responsibility (CSR) is a modern business that reflects the shift of stakeholder's social consciousness to social welfare (Fassin, Y., Van Rossem, A. and Buelens, M,2011). Corporate social responsibility is beyond the traditional profit maximization, and is the binding of morality, society and environmental elements in the company's core business and values (Enderle,2010).
In a time when consumer's social consciousness and environmental protection become more and more important, corporate social responsibility is not only a moral obligation but also a strategic mission. The company is responsible for the social and environmental impact of the activities. Therefore, corporate social responsibility is a powerful tool to demonstrate commitment to sustainable development, moral practices and responsibilities of corporate citizenship (Kolk,2016).
Environmental sustainability is an important component of corporate social responsibility. To respond to calls for global climate protection, the company has established a way to reduce emissions of green carbon dioxide and make sustainable development. This can not only adapt to global environmental goals but also positively influence the environment (Wright and Bennett,2011).

Corporate social responsibility also means a strong commitment to social welfare. The company recognizes the importance of contributing to society. This includes not only charitable activities, but also solving social problems, promoting education, and improving health (Li, Zhang, & Abitbol, 2019). Through these efforts, the company has taken an active role in building a resilient and prosperous society.

Another element of corporate social responsibility is business ethics. Companies must not only comply with the law, but also ensure fair wages and working conditions and protect workers' rights throughout the supply chain. This commitment also includes promoting diversity, creating inclusive employment opportunities, and celebrating differences in the value of work.

Transparency and moral management are the foundation of corporate social responsibility. Companies must promote corporate social responsibility initiatives and prove responsibility for environmental and social impacts. Ethical management ensures that companies achieve higher standards in all transactions and establish trust between stakeholders (Zhou Zucheng,2022).

Corporate social responsibility has a serious impact on customer relationships. Open consumer and social conscious consumers are increasing the use of products and services for companies that meet their values. Therefore, corporate social responsibility includes not only providing high-quality products but also providing moral marketing practices and effectively solving consumer problems.


Defending human rights is an important aspect of CSR, emphasizing the obligation to respect human rights standards. The Company strives to avoid engaging with entities involved in human rights abuses and to contribute to global efforts to protect and promote human rights (Pomering and Dolnicar,2009).

CSR is essentially a dynamic and multidimensional approach that goes beyond compliance and focuses on positive impacts on social and environmental aspects. Companies undertaking CSR are not only ethically responsible, but also contribute to a sustainable and equitable future. As CSR evolves, companies that integrate social and environmental issues into their long-term strategies are likely to succeed in an increasingly socially conscious global marketplace (Sheehy,2015).


3.1:Key drivers in CSR

Corporate Social Responsibility (CSR) is based on a number of key drivers, reflecting companies' growing recognition of the importance of ethical, social and environmental factors in today's business environment. Here are some of the key drivers of corporate social responsibility:

1. Stakeholder expectations:Consumer awareness
 Consumer awareness :  Growing consumer awareness and increasing preference for socially responsible products and services have prompted companies to embrace CSR. Consumers frequently opt for businesses that mirror their values and ethical considerations (Singh and Mittal,2019).

Investors' Influence: institutional investors and individual investors
corporate social responsibility indicators will be incorporated into more and more investment decisions. Companies with good corporate social responsibility practices can attract more investors and reduce financing costs.

2. Regulatory Landscape:
Legal requirements: the changing global regulatory environment requires constant corporate responsibility. Companies must comply with the environmental, social and administrative (ESG) laws to legalize corporate social responsibility.

3. Competitive Edge:
Brand reputation: companies that are devoted to corporate social responsibility can create positive brand reputation as distinguished from competitors. Good corporate social responsibility can increase brand loyalty, attract customers and ensure competitive advantage in the market.

Attracting and retaining human resources: social responsibility initiatives help create attractive work culture. Companies that prioritize corporate social responsibilities are likely to attract and attract most of the best employees, especially those who promise to make a promise.
4. Risk Mitigation:
Sustainability of supply chains: corporate social responsibility practices reduced supply chain disruptions, lack of resources, and other environmental and social risk risks. Positive corporate social responsibility helps to respond to potential crises.
 Reduce reputation risk:  Corporate social responsibility helps to reduce reputation risk. Ethical business conduct and social responsibility help companies to avoid negative publicity and potential damage to their image.


5. Globalization and supply chain management:
   Access to international markets :  Companies committed to CSR have easier access to international markets. Many global consumers and businesses prefer to work with partners who adhere to ethical and sustainable practices (Wild and Wild,2016).

   Supply chain responsibility :  As supply chains become more complex and interconnected, companies have an increasing responsibility for the ethical and sustainable behaviour of their suppliers. Assuming corporate social responsibility in supply chain management is key to reducing risk.

6. Social and environmental challenges : Addressing global issues
    Solving global problems:  Corporate social responsibility enables businesses to make a positive contribution to solving pressing global challenges such as climate change, poverty and inequality. Companies recognize the need to be part of the solution to create a sustainable and equitable future.

In general, the main drivers of CSR are ethical considerations, economic incentives and responding to changing societal expectations As CSR becomes an integral part of corporate strategy, companies are recognizing that social and environmental responsibility is not only a moral imperative but also a strategic imperative for their long-term success.

3.2:Benefits of CSR

Corporate Social Responsibility (CSR) provides organisations with a number of benefits that can help them improve their internal operations and external relations; the key benefits of a commitment to CSR are outlined below:


1. Enhanced Corporate Reputation:
  Participating in corporate social responsibility activities can create firm images and reputation. Commitment to the principles of morality, society and the environment helps build consumer confidence among consumers, investors and wider communities. According to the corporate social responsibility initiative, the company is not only interested but also interested in society and environmental welfare. Such truths enhance confidence in consumers, investors and public companies. Stakeholders may believe that they are reliable and reliable looking at companies that have specific efforts to solve social problems and environmental problems. Companies that work in the corporate social responsibility often attract media and public attention. Facilitating philanthropy, sustainable development practices or participation in the community will help build positive public opinion. These positive information can offset negative advertising and improve the overall image of the company. Corporate social responsibility has already become an important component of corporate brand. When consumers combine practice of brand and social responsibility, they created an active brand image. Such positive relationships affect purchase decisions, especially when consumers consider preferential factors in buying decisions.

2. Customer loyalty and brand distinctiveness: 
Corporate social responsibility (CSR) and your loyalty are deeply rooted in today's social conscious consumption environment. Companies that strategically integrate corporate social responsibility strategies not only attract consumers but create long-term allegiance. This section will make a deep understanding of corporate social responsibility to help you differentiate your loyalty and brand.
Companies and customers dealing with corporate social responsibility have common values. Consumers increasingly prefer morals and social responsibilities and pick brands that reflect their values (Kim,2019). Actively participating in the corporate social responsibility initiative shows that it is working to respond to the positive impact of consumers pursuing values.

Corporate social responsibility initiatives cause consumer emotional responses. When one company participates in an important social or environmental project, it is beyond the business relationship between the two trading companies. Consumers feel a sense of common purpose and create a deeper emotional connection with the brand. This emotional connection significantly increases consumer loyalty.Trust is the foundation of customer loyalty. Companies that demonstrate a commitment to CSR are perceived as transparent, accountable and responsible. This trust is an important factor in consumer decision-making. Customers are more likely to remain loyal to a brand they trust, especially if they perceive the company as making a positive contribution to the welfare of society (Iglesias,2020).

4.0:Management functions to ethical challenges
There are 4 functions to ethical challenges.
Planning:Ethical considerations must be integrated into strategic planning. This includes defining values, establishing ethical standards and anticipating potential ethical issues. By integrating ethical principles into the planning process, an organization can align its objectives with responsible practice (Boon and Fisher,2006).
Organizing:  Integrating ethics into the organization structure means creating roles such as an ethics officer or ethics committee. It also means creating an environment where employees feel comfortable raising ethical issues and increasing transparency in decision-making. This lays the foundations for ethical behaviour at all levels.

Leading: Leaders play an essential role in creating an ethical climate. They must embody and communicate ethical values and support them through their actions and decisions. Addressing ethical dilemmas in a timely and transparent manner fosters a culture of trust and integrity within the organization

Controlling: Implementing ethics management includes monitoring and evaluating compliance with ethical standards. This may include holding regular ethics training, establishing mechanisms for reporting violations of ethical standards, and conducting ethics audits. Control mechanisms help to ensure that ethical standards do not remain in place but are actively respected and enforced (Dalton and Ortegren,2011).

Incorporating ethics into these management functions enables organizations to respond to challenges in a principled manner and establish a culture of integrity and responsible decision-making.

5.0:How businesses are constrained by their cultural, political and social environment?
1. Cultural constraints:Cultural factors influence consumer preferences, communication styles and business practices. Companies must adapt their products, marketing strategies and operations to local cultural norms. Failure to understand and respect cultural differences can lead to misunderstandings, poor product acceptance and damage to brand image (Skinner,2019).
2. Political constraints:Political stability, government policies and regulations have a direct impact on the company's business activities. Companies face different legal systems, taxation systems and business regulations in the different regions in which they operate. Political instability, corruption and sudden policy changes can disrupt operations and create uncertainty for companies (Burt and Mansell,2019).
3. Social constraints:Social dynamics influence consumer behaviour and expectations. Companies need to consider social issues such as sustainability, diversity and ethics. Ignoring or violating social values can, in turn, damage a company's reputation. Furthermore, companies are increasingly expected to make a positive contribution to the communities in which they operate by addressing social issues and promoting responsible business practices (Ciambotti and Pedrini,2021).

To overcome these constraints, companies need to conduct in-depth cultural, political and social analyses. In doing so, they can adapt their strategies to the situation and build sustainable and mutually beneficial relationships with their stakeholders.

6.0:Conclusion
The study on the difference in the moral culture of the company revealed challenges and opportunities in a complex global business environment. In the face of corrupt attitudes, communication methods and views on time, intercultural companies must make a subtle decision and establish a relationship strategy. Corporate social responsibility (CSR) is the driving force for change, not only a moral obligation but also a strategic demand for the social conscious market.

The driving factors of corporate social responsibility, such as interest expectations, legal framework and competitive advantage, highlight the importance of corporate social responsibility for sustainable success. The benefits of corporate social responsibilities, such as increasing customer reputation and allegiance, have raised their role in establishing trust and developing long-term relationships.

At the same time, the management function provided a system method to integrate moral principles under the guidance of moral problems.
Main business activities. But because companies face restrictions on culture, politics and social frameworks, they must establish an adaptive strategy and build permanent relationships with stakeholders (Ruiz-Palomino and Martinez-Canas, 2011 ).

In this vibrant environment, the priorities of morals and corporate social responsibilities are not only fulfilling the expectations of a constantly changing society, but they play a leading role in the world where values and responsibilities become more and more important. Incorporating morality into business strategies is not only an alternative but also an important step toward a sustainable and fair future.
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