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Introduction


According to Joyner and Payne (2002), Business Ethics (BE) and Corporate Social Responsibility (CSR) have become pivotal in shaping modern corporate practices. This essay focuses on business ethics and corporate social responsibility then explores the impact of business ethics and corporate social responsibility on business performance giving examples of companies.

Business ethics refers to the moral principles that guide the conduct of individuals and organizations in commercial contexts, ensuring integrity, fairness, and transparency in decision-making (Crane & Matten, 2016). Meanwhile, social responsibility extends beyond compliance and profitability, emphasizing a company's duty to contribute positively to society and the environment (Carroll & Shabana, 2010). 













Definition and explanation of Business Ethics and Social Responsibility using models and theories
Business ethics refers to the application of ethical values to business behaviour. It involves distinguishing between right and wrong in a business context and making decisions that align with moral principles, professional standards, and societal expectations. Business ethics covers a wide range of issues including corporate governance, insider trading, bribery, discrimination, corporate accountability, and transparency. According to Crane and Matten (2016), business ethics is “the study of business situations, activities, and decisions where issues of right and wrong are addressed,” and it involves both normative and practical dimensions. Ethical business conduct not only promotes integrity and fairness but also builds trust with stakeholders, which is essential for long-term sustainability. 
The concepts of business ethics and social responsibility can be further understood through key models and theoretical frameworks. One of the most widely cited is Elkington’s Triple Bottom Line (TBL) model, which proposes that businesses should measure success not only by financial performance (profit) but also by their social (people) and environmental (planet) impacts (Elkington, 1997). This model encourages businesses to adopt a more sustainable and ethical approach, aligning with stakeholder expectations and long-term value creation.
Social responsibility, commonly referred to as Corporate Social Responsibility (CSR), is the concept that businesses have obligations beyond generating profit—they must also contribute positively to society and minimize their negative impact on people and the environment. CSR involves voluntary actions by companies to improve social, environmental, and economic conditions. Carroll (1991) categorizes CSR into four responsibilities: economic, legal, ethical, and philanthropic. This model suggests that while businesses must be profitable and legally compliant, they are also expected to act ethically and support community development. As freeman et al. (2010) argue, a socially responsible business acknowledges its interdependence with stakeholders and integrates social concerns into its operations and stakeholder relationships.
In the realm of Corporate Social Responsibility (CSR), Carroll’s (1991) Pyramid of CSR is a foundational model. It outlines four layers of responsibility: economic, legal, ethical, and philanthropic. At its base, a business must be profitable, but to be truly responsible, it must also comply with laws, act ethically, and voluntarily contribute to society. This framework illustrates how ethics and responsibility are intertwined, progressing from mandatory obligations to voluntary, morally driven actions.
These models emphasize that ethical business practices and social responsibility are not peripheral but central to sustainable corporate strategy.

As globalization and stakeholder awareness intensify, businesses are increasingly held accountable not only for their economic performance but also for their social and environmental impacts. Ethical lapses and corporate scandals have demonstrated the repercussions of neglecting these responsibilities, further highlighting the need for strong ethical foundations. Integrating ethics and social responsibility into business strategy fosters trust, enhances brand reputation, and promotes long-term sustainability (Fernando, 2019). Thus, a comprehensive understanding of these concepts is essential for businesses aiming to thrive in today’s complex and conscientious marketplace.
Together, business ethics and social responsibility shape the moral foundation of corporate behaviour, ensuring that businesses operate with accountability, fairness, and respect for people, planet, and profit.


























Assessment of the Relationship between Business Ethics, Social Responsibility, and Business Performance
There is a growing body of evidence suggesting a positive relationship between business ethics, social responsibility, and business performance. Ethical practices and CSR initiatives can enhance reputation, build consumer trust, and attract investment, all of which contribute to long-term profitability and competitiveness (Porter & Kramer, 2006). Ethical companies are better equipped to manage risks and respond to stakeholder expectations, thus improving both financial and non-financial performance.
For example:
Unilever has embedded sustainability and ethical sourcing into its core operations through its Sustainable Living Plan, which focuses on improving health and well-being, reducing environmental impact, and enhancing livelihoods. The company identified a set of brands—such as Dove, Ben & Jerry’s, and Lifebuoy—that are aligned with social or environmental missions. According to Unilever (2019), these “Sustainable Living” brands grew 69% faster than the rest of the business and delivered 75% of the company's overall growth. This indicates a strong correlation between ethical business practices, brand performance, and consumer preference, as customers increasingly choose brands that reflect their own values. By integrating CSR into product development and marketing, Unilever demonstrates how social responsibility can drive innovation, brand loyalty, and profitability.
Patagonia, the outdoor apparel company, is globally recognized for its commitment to environmental sustainability and ethical production. The company uses recycled materials, supports regenerative agriculture, and ensures fair labour practices throughout its supply chain. In addition to producing durable, eco-friendly products, Patagonia engages in activism, donating 1% of sales to environmental causes and encouraging political action on climate change (Friedman, 2018). These efforts have cultivated a loyal customer base and elevated Patagonia's brand identity as a socially responsible business. The company’s strong ethical stance not only enhances its public image but also contributes to consistent revenue growth by 20% (Rattalino, 2018), showing that values-driven strategies can offer a competitive advantage in a crowded market.
Starbucks integrates ethics and social responsibility into multiple areas of its operations, from ethical sourcing of coffee beans under C.A.F.E. (Coffee and Farmer Equity) Practices to comprehensive employee benefits programs. Starbucks is also committed to diversity and inclusion, environmental stewardship, and community service initiatives. These CSR efforts have enhanced its corporate reputation and employee engagement. According to Haskova (2015), Starbucks’ focus on ethical sourcing and employee welfare has led to increased customer satisfaction and loyalty, ultimately strengthening its financial performance by 25.7% (Yang, 2024). By aligning its operations with both stakeholder interests and sustainability goals, Starbucks exemplifies how responsible business practices can foster brand trust and long-term success.
Together, these examples demonstrate that integrating ethical and socially responsible practices into business strategy not only fulfils moral and societal obligations but also serves as a driver of financial performance, stakeholder trust, and sustainable competitive advantage.








Conclusion:
In conclusion, business ethics and social responsibility are integral to sustainable business performance in today’s competitive and socially conscious environment. Theoretical models such as Carroll’s Pyramid of CSR and Elkington’s Triple Bottom Line demonstrate how ethical conduct and social responsibility extend beyond legal compliance and profitability to include broader societal and environmental considerations. Empirical examples from companies like Unilever, Patagonia, and Starbucks further reinforce the notion that ethical and responsible business practices can enhance brand reputation, customer loyalty, and financial success. Therefore, integrating ethics and CSR into core business strategies is not only a moral obligation but also a strategic advantage that supports long-term growth and stakeholder trust.
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