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In the current highly competitive business environment, organisations are becoming more and more likely to be held to some responsible conduct towards society, the environment and their stakeholders. The essay examines the two mutually related notions of business ethics and corporate social responsibility (CSR), which play a crucial role in maintaining the sustainable and ethical conduct of business. This report aims to define and analyse those concepts using the main academic theories and models, including the Triple Bottom Line and the Carroll CSR Pyramid. It will also explore the effect of ethical behaviour and CSR strategies on business performance, including financial performance, brand reputation and stakeholder trust. By applying practical cases in organisations which act ethically and unethically, the report illustrates the importance of embracing ethical theories in business planning. This analysis encompasses both a theoretical approach and practice to evaluate the role of moral responsibility in promoting long-term business success.
Business ethics can be defined as adopting moral codes and values in business decision-making and conducting business (Ferrell et al., 2017). It entails considering whether something is right or wrong in business, and directs the behaviour of individuals and organisations. Ethical businesses pay attention to equity, ethics, openness and responsibility. Related closely to business ethics, corporate social responsibility (abbreviation CSR) is the duty of a firm to the rest of society and the environment beyond what the law requires. CSR motivates businesses to act in a way that can improve the lives of people, protect nature and grow the economy (O’Riordan, 2023). CSR and business ethics both strive to have organisations perform a positive contribution to stakeholders and a lesser burden on individuals and the earth. Business ethics and CSR are concepts that can be enhanced with models and theories. Triple Bottom Line is one of the most broadly used frameworks where a company is assessed depending on three aspects: people, planet, and profit (Hussain et al., 2018). It is a model that is motivating organisations to look beyond financial success and focus on their social and environmental effects. People means the social responsibility of the business relating to staff treatment, community support and respect for human rights. Planet is associated with being environmentally responsible, e.g., being low in carbon emissions, waste management and the use of sustainable resources (Conway, 2018). The essential role of profit is still accorded, but in a balanced measure of the other two dimensions. The other important model is the Pyramid of CSR developed by Carroll that defines four levels of social responsibility, namely economic, legal, ethical and philanthropic (Silva Junior et al., 2020). The foundation of the pyramid is economic responsibility that emphasises the role of profitability. Legal responsibility is the second layer, and it involves adherence to laws and rules. The third level is ethical responsibility, which would mean urging businesses to do right even beyond the law. Its highest level is philanthropic responsibility, indicated by voluntarily taking measures to advance the welfare of the community, like a donation or a social initiative (Kotler and Maon, 2016). A combination of these levels provides the total idea concerning what a business owes to society. Business ethics, CSR and their impact on business performance are significant. Ethical conduct and responsible business are rewarded when they suffice to raise reputation and customer loyalty, employee satisfaction, and ultimately profitability in the long term (Parboteeah et al., 2018). Companies that adopt positive ethics stand a higher chance of securing the hearts of stakeholders, reducing legal costs and developing sustainable business models. As an example, a company with a higher standard of employee welfare and equality will hire and keep talent, leading to increased productivity and innovativeness. Organisations with environmental sustainability strategies are likely to make operational efficiencies and savings through saving resources and reducing waste. Real-life examples can help to realise the business success of ethical behaviour and CSR.  Unilever is a multi-national consumer goods brand that incorporates sustainability to help achieve its business goals by encouraging responsible sourcing, minimising plastic waste and making investments in communities (Unilever, 2023). Such efforts have not only enhanced the brand name of Unilever but have also created more customer interactions and investor assurance. The Volkswagen emissions scandal, when the company altered emission levels on diesel engines, dealt a heavy blow to the company and a costly financial penalty, as well as consumer loss (Bierema et al., 2023). In this case, the unethical aspect is a bad way to influence the level of business performance and long-term value. The last case in point is Patagonia, an outdoor apparel brand with a high level of environmental responsibility. The company contributes part of its earnings towards environmental activities and advocates the use of recycled products in its products. This firm's ethical position has helped its customer base and commercial success. Maintaining ethical business practices and CSR is not a moral charge but a strategic necessity that affects business results (Brown and Nwagbara, 2018). Some of the models, like the Triple Bottom Line and Carroll's Pyramid, can make organisations aware of the wider role they play (Swanson et al., 2018). Enterprises with ethical values and societal responsibilities can enjoy sustained growth, stakeholder belief and sustained competitive advantage. Ethics and CSR are necessary components of business strategy in the current social marketplace.
The essay has looked at the basic ideas about business ethics and corporate social responsibility and how they are increasingly gaining popularity in the modern business world. Business ethics is concerned with moral traditions in business practice, whereas CSR implies the social and environmental sustainability of an organisation that goes beyond legal compliance. Important models like the Triple Bottom Line and Carroll's CSR pyramid present organised frameworks for comprehending and integrating these ideas in practice. This analysis has revealed that ethically responsible corporations are more likely to have stakeholder trust, a good brand name and long-term commercial success. Case study (Unilever, Patagonia) illustrates that ethical and socially responsible behaviours may result in a competitive edge, but unethical behaviour (as in the Volkswagen example) can badly hurt both performance and reputation. Considering ethics and CSR business strategy is a need, not just a moral requirement, but also a practical means of attaining sustainable growth and organisational success.
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