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Under the moral principle, how should multinational enterprises view local cultural, political and religious factors?
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[bookmark: _Toc216217491]Abstract
In the global business environment, moral principles are not only the basis for judging right and wrong behavior, but also deeply influenced by cultural, political and religious factors. This article takes the universality and particularity of moral principles as the theoretical framework, combined with Hofstede's theory of cultural dimension and cultural relativism to explore the cultural differences between China and the United States, and analyses the impact of cultural, political systems and religious beliefs on business. Through the case analysis of Unilever, the challenges faced by multinational companies in global management and the key to success are revealed. Research results show that multinational companies can conduct global transactions without violating ethical principles, but this is far from enough. The multinational company must have an in-depth understanding and adapt to the cultural, political and religious background of local operations, and combination with universal moral principles in order to achieve business success and sustainable development while assuming social responsibility.
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With the deepening of globalization, multinational enterprises may face ethical difficulties and cultural conflicts when carrying out business activities in different countries and regions. As the basic standard for judging the legality of business behavior, ethical principles have both the universality of global unity and significant specificity - the same behavior may have completely different meanings in different cultural contexts. This leads to a question: how should enterprises formulate and implement a global and localized ethical framework? (Mandler et al ,2021)
Although some moral bottom lines are universal, many aspects of business ethics are deeply influenced by cultural, political and religious contexts. The same behavior, such as giving gifts, may be considered bribery in some parts of the world, resulting in different moral connotations.
This article will explore how culture, politics and religion shape moral norms and business practices in different regions. Through the analysis of corporate practices, including case studies of Unilever, this article aims to show how multinational companies can respond to different cultural challenges in different regions, further seek evidence, and integrate the culture, politics, religion and other cognitions of the local social environment into the core business strategy, so that companies can comply with the At the same time as the principle of morality, should realize business goals in the global market.

[bookmark: _Toc216217493]2. Ethical principle
Ethical principles are the basic criteria for us to judge the right or wrong of our own behavior (Albertzart,2014) .When discussing global business ethics, will find that moral principles have two characteristics: universality and specificity (De Blasio et al., 2021). Human civilization has indeed formed some widely accepted ethical bottom lines, such as the prohibition of killing, child labor and slavery. These bottom lines are generally considered to be insurmountable under any culture and law. This is the universality of moral principles, which are applied all over the world. However, in more complex business practices, many business ethics problems will also arise. For example, what is the difference between "gift" and "bribe"? In the United States, it is undoubtedly a bribe to give a leader or government official an expensive watch in exchange for a contract in order to reach a cooperation intention. In Japan, spending a lot of money to entertain customers for the purpose of cooperation and building long-term relationships may be regarded as important business etiquette. In some cultures, a certain behavior is regarded as a necessary etiquette of cooperation, while in others it is regarded as a corrupt behavior, which reflects the peculiarity of moral principles. Therefore, it is impractical to regard business ethics as a globally unified moral principle. Enterprises in different countries should learn how to integrate cultural, political, religions and other factors into the decision-making process in a business environment full of cultural characteristics(Fäcke, 2025).

[bookmark: _Toc216217494]3. The influence of cultural, politics and religion
[bookmark: _Toc216217495]3.1 Cultural
In the business practice of globalization, culture plays a leading role in the formation of ethical cognition. Hofstede's cultural dimension theory provides a classic analytical framework. In terms of collectivism and individualism, China, as the representative of the country where collectivism prevails, its business decisions often emphasize collective participation and harmony. The success of the project is usually regarded as the result of collective labor, which helps to maintain harmony within the organization (Cheng et al., 2025). On the contrary, in a country where individualistic culture prevails in the United States, projects are usually driven by individuals. Success will bring rewards and recognition, and failure is also a personal responsibility and consequence. The difference in power distance will also affect the overall atmosphere within the organization (Mohammad et al., 2022). In countries with a large power distance, such as Malaysia, strict hierarchy will cause employees to give in. When they are aware of the problem of superior decision-making, they often dare not question it because they are afraid of the consequences. On the contrary, in a culture with a smaller power distance, the organizational atmosphere will be more equal, encouraging employees to participate in discussions and put forward ideas and suggestions for decision-making. (Adamovic, 2023) (Hofstede & Minkov, 2010)
In addition, in order to achieve cultural adaptability and meet the moral requirements of the global market, multinational enterprises not only need to recognize cultural differences, but also balance moral universalism and cultural relativism (Nickerson ,2022). As mentioned above, universalism adheres to a number of universally applicable moral principles that apply worldwide. Cultural relativism believes that whether the behavior in a culture is correct or not should be judged according to the values and beliefs of the culture itself. Different cultures will form different moral standards due to history, environment and other reasons. From the perspective of cultural relativism, specific cultural situations will affect the moral performance of business behavior (Aidonojie et al.,2021). For example, Asian consumers prefer whitening skin care products, while the European market prefers bronzing products, which reflects the different pursuits of specific aesthetics by different cultures. Multinational skin care brands cannot think that whitening products are also globally attractive just because they are popular in the Asian market, so enterprises cannot ignore these cultural differences. Successful marketing requires enterprises to understand and respect these cultural differences and make corresponding adjustments.

[bookmark: _Toc216217496]3.2 Politics
The political environment is like a country's code of conduct, which determines which business behaviors will be recognized. The political consciousness of different countries will affect the concept of responsibility of enterprises. For example, in countries that tend to social democracy, people believe that enterprises should not only focus on profits, and social goals such as employee welfare and environmental protection are also one of their responsibilities (Saittakari et al., 2023). Take Sweden as an example, the country's laws and policies consistently require enterprises to assume social and environmental responsibilities while pursuing their own interests. In countries that promote free markets, such as the United States, business ethics focusses more on maintaining competitive equity and protecting the rights and interests of shareholders. At the same time, the relationship between the government and the market is also crucial. If the government is both a rule-makers and a market participant, enterprises face the challenge of how to build appropriate relationships - which requires not only necessary business communication, but also the risks arising from it. If multinational enterprises want to adhere to the ethical bottom line in the global market, it is not enough to comply with the law. They must also deeply understand and adapt to the political logic of the country where they operate, and practice responsible business behavior. (Thompson, 2018) For example, in countries with low political transparency and a large power distance, such as the Philippines, employees may not dare to make suggestions on project decisions for fear of being punished. At this time, multinational enterprises should create a flat organizational atmosphere and establish a mechanism to encourage employees to actively participate in decision-making to ensure that global ethical mechanism standards are effectively implemented locally, so as to effectively help employees reduce pressure and fear, and define and practice truly responsible business behavior in the context of localization (Khalid et al.,2024)

[bookmark: _Toc216217497]3.3 Religion
In many cultures, religion is often an important source of moral concepts and provides a solid and lasting foundation for business ethics. Religious doctrine can sometimes directly determine which business model in a specific market is ethical (Gallego-Alvarez et al., 2020). Islamic finance is a typical example. According to the provisions of Sharia law, it is prohibited to collect or pay interest (called "Liba") because interest is considered an act of exploitation, that is, profit from not paying labor remuneration. This regulation has revolutionized the way traditional banks rely on interest to make profits. Therefore, in the Islamic market, financial institutions must develop new business models, such as adopting doctrinal financing methods, such as profit sharing, leasing or cost sharing(Del Castillo Puente & Carrera, 2020). It can be seen that religion is not just a belief system unrelated to commerce. It actually participates in shaping the basic rules of the market and fundamentally defines the "ethics" of business behavior. For multinational enterprises, understanding and respecting values rooted in religion is a necessary prerequisite for social recognition and smooth operation in different cultural environments. Multinational companies need to regard religious values as part of the business environment. During some religious holidays, they can adjust their working hours and marketing strategies according to religious practices. For example, Islam has Ramadan customs. Multinational companies must shorten their working hours during Ramadan and adjust their marketing strategies to avoid promoting food during this period. (Shahid et al.,2020) Hinduism has a vegetarian culture. When multinational enterprises in the catering industry enter the Indian market, they stop selling beef products and provide all-vegetarian menus to ensure respect and avoid offending local religious culture, and show their inclusive business ethics by providing products that conform to local customs(Ferry,2020).

[bookmark: _Toc216217498]4. Case study
Unilever's Sustainable Living Program provides an example for multinational companies to integrate ethical principles into global operations. The plan is placed in the core strategic position of the company, aiming to achieve business growth while reducing the environmental footprint (Modreanu et al., 2022). Through the promotion of concentrated laundry detergent in China, water consumption and transportation carbon emissions have been effectively reduced. At the same time, the program also respects local culture and needs: in India and Africa, Unilever develops products that meet the purchasing power of low-income groups and uses small packaging, along with health education. This is not only a business behavior, but also a respect for local social culture and needs. Unilever's core values also include "empowering women" and "improving the quality of life", which are well-known universal moral concepts. However, in the traditional Indian rural society, women are often confined to the family and lack economic independence and social experience. Unilever has created a business model that is compatible with the local community, it is called the Shakti Project It recruits rural women to become "entrepreneur" and distributes the company's daily health products to remote villages. Instead of denying the local culture, it seeks support within the culture and extends the influence of women from the family to the community (Fernandes & Shailashree, 2022). It can be seen that Unilever did not give up its social responsibilities after entering the transnational market, but transformed ethical principles into business models and strengthened its brand reputation (Lieu, 2021). The real success lies in adhering to moral universalism and deeply integrating local culture, values, politics, religion and other models, so as to strengthen the influence of its core moral principles in transnational cultures and finally realize commercial value (Sabtika & Marlapa, 2024).
In addition, Unilever's case deeply reflects the advanced business concept of "creating shared value". The fundamental difference between it and what often call "corporate social responsibility" is that traditional corporate social responsibility is often regarded as an enterprise's cost or charity activity outside its main business, while creating shared value integrates solving social problems into the core strategy of enterprises, making it a driving force for enterprise development (Menghwar & Daood,2021). Unilever's "Shakti" project is the perfect interpretation of this concept. It does not simply donate materials to women, but integrates them into an important part of its distribution system. This innovative initiative cleverly solved two key problems at the same time: it successfully opened up remote markets that were previously difficult for the company to access and achieved business growth and breakthroughs. At the same time, it provided stable sources of income and skills training for local women, and achieved profound social empowerment. This proves that adapting to morality and local culture is not a burden for enterprises, but can be transformed into real business advantages (Alsayegh et al.,2020).
From the above analysis, it can be seen that Unilever's case proves that enterprises can carry out business in the global market without violating ethical principles, which will become the core of corporate strategy. At the same time, we should also have an in-depth understanding of the local culture, political law and religious background, which are not obstacles to profitability, but key factors for success.
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It can be seen that in global business practice, cultural differences, political systems and religious beliefs will have an impact on moral judgement and business behavior in different regions, which proves that they are not external factors that can be ignored, and modern enterprises should not ignore these factors in order to pursue profits. The analysis of this article shows that enterprises can conduct business in the global market without violating ethical principles, but it is not enough to rely on universal ethical standards or legal compliance. In order to achieve sustainable development in the global market, enterprises should understand and adapt to specific local cultural, political and religious environments, and have the ability to adapt to these specific environments.
In order to achieve sustainable development in the global market, enterprises should seek a balance between universal moral principles and local practices. This global localization strategy requires enterprises to establish a framework to interpret these global principles with clear global core values (such as respect for human rights, anti-corruption and environmental protection). These core values form the basis for enterprises to operate in the global market and integrate into the specific local cultural background on this basis.
Unilever's case proves that universal moral values and local practices are not opposite, but can be integrated. Only by adhering to the core moral principles and localizing moral practices can modern multinational enterprises build trust in a diversified and interconnected world.
Therefore, the success of modern multinational enterprises fundamentally depends on unswervingly adhering to the global moral bottom line, showing sufficient cultural background and strategic flexibility, and integrating ethical principles into localized business models, so that enterprises can truly build trust, win reputation, and achieve the goal of sustainable development.
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