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Component 2 coursework essay 
[Business ethics and CSR are both about conducting business in an ethical manner and acting in an ethical manner and acting responsibly towards stakeholdersand looking after the environemt]
The importance of ethics and corporate social responsibility (CSR) in influencing how companies function in a globalised and socially conscious economy has grown in recent years. According to Needle and Jane's (2023) assertion, business ethics and corporate social responsibility (CSR) are inherently linked to conducting business in an ethical, responsible, and environmentally conscious manner. The purpose of this report is to define and analyse business ethics and corporate social responsibility (CSR), emphasising their significance and areas of overlap. It will use pertinent theories and models, such Carroll's CSR Pyramid and the Triple Bottom Line, to clarify these ideas and evaluate how they affect company success. Through the analysis of three organisations- unilever, patagonia and volkswagen—this report will explore how ethical behaviour and social responsibility impact reputation, profitability, and long-term sustainability.

Defining Business Ethics and CSR
Buisness ethics refers to the principles, values, and standards that guide behaviour in the world of business (Crane & Matten, 2016). It involves distinguishing right from wrong and making decisions that align with both legal standards and moral expectations. Ethical business practices include honesty, transparency, fairness, and respect for stakeholders.
Corporate social responsibility (CSR) on the other hand, goes beyond legal compliance. It is defined by the European Comission (2011) as "the responsibility of enterprises for their impacts on society." CSR involves voluntary actions taken by a business to operate in an economically, socially, and environmentally sustainable manner.
While both concepts focus on doing the right thing, ethics is iternally driven by moral principles, whereas CSR is externally focused involving initiatives that contribute to societal goals.

Relevant Models and theories 
a) Carroll’s CSR Pyramid
Carroll’s (1991) Corporate Social Responsibility Pyramid identifies four key layers of responsibility that businesses should fulfil:
· Economic – The fundamental obligation to generate profit.
· Legal – Compliance with laws and regulations.
· Ethical – Acting in a morally sound and fair manner.
· Philanthropic – Voluntarily contributing to society and promoting the public good.
This framework highlights that CSR is not limited to legal and economic responsibilities but also includes ethical considerations and voluntary contributions to society. A clear example is Unilever, a global consumer goods company, which integrates environmental and social sustainability into its core strategy. Through its "Sustainable Living Plan," Unilever aims to reduce environmental harm while simultaneously enhancing brand value and business growth. In doing so, the company addresses each layer of Carroll’s model.
b. the triple bottom line (TBL)
Developed by Elkington (1997), the triple bottom line framework encourages organisations to measure success across three interconnected dimensions: people (social responsibility), planet (environmental sustainability), and profit (economic performance). This model challenges businesses to extend their focus beyond financial returns and consider their wider impact on society and the environment.
Patagonia, an outdoor apparel brand based in the United States, provides a strong example of the TBL in action. The company advocates for environmental sustainability, contributes financially to grassroots environmental initiatives, and utilises eco-friendly materials in its products. Although these practices increase operational costs, Patagonia’s ethical positioning has strengthened its brand reputation and fostered long-term customer loyalty—benefitting both society and the business’s bottom line.

Relationship between ethics, CSR, and business perfromance 
There is growing evidence that ethical and socially responsible practices contribute positively to business performance in both the short and long term.
· Reputation and Brand Loyalty: Ethical conduct builds trust with stakeholders. For instance, Patagonia’s transparency about supply chains and environmental activism has led to increased customer loyalty and a premium brand image.
· Risk Management: Ethical and CSR-focused companies are less likely to face scandals or legal actions. Conversely, unethical behaviour can severely damage reputation and profits. A key example is Volkswagen’s “Dieselgate” scandal in 2015, where the company cheated emissions tests. This ethical breach cost VW billions in fines and caused lasting reputational harm.
· Employee Engagement and Retention: Organisations that commit to ethical values and CSR often experience higher employee morale and lower turnover. A sense of purpose can motivate employees and improve workplace culture.
· Investor Confidence: More investors are aligning portfolios with Environmental, Social, and Governance (ESG) criteria. Ethical and CSR-focused firms are increasingly seen as lower-risk investments, which can improve access to capital.
However, some critics argue CSR initiatives may be costly and distract from profit-making. Yet, modern business thhinking suggests that ethical and responsible practices create long-term value. The shared value concept, proposed by porter and kramer (2011), supports this by arguing that businesses can enhance competitivness while also advancing social and environemntal conditions.
This report has explored the interrelated concepts of business ethics and corporate social responsibility, showing that both aim to guide companies toward responsible and sustainable operations. Using models like Carroll’s CSR Pyramid and the Triple Bottom Line, it becomes clear that ethical principles and CSR initiatives are not only about “doing good,” but also play a strategic role in enhancing business performance. The examples of Unilever and Patagonia demonstrate how ethical behaviour and responsibility to society and the environment can foster long-term profitability and trust. In contrast, Volkswagen illustrates how ethical failures can severely damage a business. Overall, businesses that embed ethics and CSR into their core strategies are more likely to achieve sustainable success in a competitive global economy.
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