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[bookmark: _Toc225452454]Introduction
The purpose of this report is to examine the concepts of business ethics and social responsibility and to evaluate how these principles influence organisational performance. In contemporary business environments, stakeholders increasingly expect organisations to demonstrate ethical conduct, transparency, and responsible behaviour. These expectations extend beyond legal compliance and require businesses to consider the social, environmental, and cultural implications of their decisions. This report defines business ethics and social responsibility using academic literature and applies theoretical frameworks such as the Triple Bottom Line (TBL) and Johnson and Scholes’ Cultural Web to explain how organisational culture shapes ethical and socially responsible behaviour. The analysis draws on examples from Patagonia, Microsoft, and Unilever to illustrate how ethical values and responsible practices are embedded within organisational culture and strategy. The report concludes by assessing the relationship between ethical behaviour, social responsibility, and business performance, highlighting how responsible practices can enhance reputation, stakeholder trust, and long‑term success.

[bookmark: _Toc225452455]Business Ethics: Definition and Explanation
Business ethics refers to the moral values, principles, and standards that guide behaviour within organisations. It involves determining what is right or wrong in business contexts and ensuring that decisions align with ethical norms such as fairness, honesty, integrity, and respect. Crane and Matten (2016) describe business ethics as the study of ethical dilemmas and moral issues that arise in business environments, including interactions with employees, customers, and society. Ethical behaviour is essential for building trust, maintaining a positive reputation, and ensuring compliance with legal and regulatory frameworks.

[bookmark: _Toc225452456]Social Responsibility: Definition and Explanation
Social responsibility refers to an organisation’s obligation to act in ways that benefit society beyond its economic objectives. It includes environmental sustainability, ethical labour practices, community engagement, and transparent governance. Social responsibility requires organisations to consider the wider impact of their decisions on stakeholders such as employees, communities, and the environment. According to Porter and Kramer (2006), socially responsible organisations integrate societal concerns into their strategic decision‑making, creating shared value for both business and society.

[bookmark: _Toc225452457]Theoretical Models: Triple Bottom Line and the Cultural Web
[bookmark: _Toc225452458]Triple Bottom Line (TBL)
The Triple Bottom Line, developed by Elkington (1997), expands the traditional financial bottom line to include social and environmental performance. The three pillars People, Planet, and Profit emphasise that long‑term business success requires balancing economic goals with social equity and environmental protection. The TBL model encourages organisations to measure success not only through financial outcomes but also through their contributions to sustainability and social welfare.

[bookmark: _Toc225452459]Johnson and Scholes’ Cultural Web
Johnson and Scholes’ Cultural Web provides a framework for understanding how organisational culture influences behaviour, including ethical and socially responsible practices. The model consists of six interconnected elements stories, rituals and routines, symbols, organisational structures, control systems, and power structures that collectively shape the “paradigm” or core beliefs of an organisation (Johnson, Scholes & Whittington, 2008).
This model is particularly useful for analysing how ethical values become embedded within organisational culture. For example:
• 	Stories can reinforce ethical role models or highlight past misconduct.
• 	Rituals and routines can normalise responsible practices such as sustainability reporting.
• 	Control systems can reward ethical behaviour and penalise unethical conduct.
• 	Power structures can prioritise ethical leadership and stakeholder engagement.
By examining these elements, organisations can identify cultural strengths and weaknesses that influence their ethical and social responsibility performance.

[bookmark: _Toc225452460]Organisational Examples
[bookmark: _Toc225452461]Patagonia
Patagonia is widely recognised for its commitment to environmental sustainability and ethical business practices. The company uses recycled materials, promotes fair labour standards, and donates 1% of its sales to environmental causes. Patagonia’s culture reinforced through stories of activism, symbols such as its repair programme, and routines that prioritise sustainability aligns strongly with both the TBL model and the Cultural Web. This cultural alignment has enhanced brand loyalty and long‑term performance (Patagonia, 2022).

[bookmark: _Toc225452462]Microsoft
Microsoft integrates social responsibility into its organisational culture through global education programmes, carbon‑negative commitments, and community development initiatives. Its control systems emphasise transparency and ethical governance, while its power structures prioritise responsible leadership. These cultural elements support Microsoft’s CSR strategy and strengthen its global reputation (Microsoft, 2023).

[bookmark: _Toc225452463]Unilever
Unilever’s Sustainable Living Plan demonstrates how social responsibility can be embedded into organisational culture. The company’s stories, symbols, and routines emphasise sustainability and ethical sourcing. Unilever reports that its sustainable brands consistently outperform others in terms of growth and profitability, illustrating the link between responsible culture and business performance (Unilever, 2023).
[bookmark: _Toc225452464]Relationship Between Business Ethics, Social Responsibility, and Business Performance
There is a strong relationship between ethical behaviour, social responsibility, and business performance. Ethical conduct enhances organisational reputation, reduces legal risks, and builds trust with stakeholders. Social responsibility initiatives can improve employee motivation, attract socially conscious consumers, and create competitive advantage. Porter and Kramer (2006) argue that organisations that integrate social responsibility into their strategy can create shared value, benefiting both society and the business.
The examples of Patagonia, Microsoft, and Unilever demonstrate that ethical and socially responsible behaviour is not only morally desirable but also strategically beneficial. Their cultures shaped by the elements of the Cultural Web reinforce responsible practices that contribute to long‑term financial success, innovation, and stakeholder trust.

[bookmark: _Toc225452465]Conclusion 
This report has examined the concepts of business ethics and social responsibility, drawing on academic definitions, theoretical models, and real‑world organisational examples. Business ethics provides the moral foundation for responsible decision‑making, while social responsibility emphasises the broader societal and environmental obligations of organisations. The Triple Bottom Line highlights the need to balance economic, social, and environmental performance, while Johnson and Scholes’ Cultural Web demonstrates how organisational culture shapes ethical and responsible behaviour. The examples of Patagonia, Microsoft, and Unilever show how responsible practices can be embedded into organisational culture and strategy. Overall, the relationship between business ethics, social responsibility, and business performance is clear: organisations that cultivate ethical cultures and act responsibly are better positioned for long‑term success, sustainability, and positive societal impact.
 Also, in a critical view of business ethics and social responsibility suggests that corporate commitments often sit uneasily alongside commercial imperatives. Microsoft’s antitrust and data-privacy controversies, for example, expose tensions between ethical rhetoric and market dominance, while Unilever’s sustainability branding has been questioned considering ongoing concerns about supply-chain impacts and greenwashing (Hoffman, 2025; Petrylaite et al., 2026). Moreover, Johnson and Scholes’ Cultural Web, although useful for diagnosing organisational culture, can entrench existing assumptions by privileging the dominant narrative and underplaying marginalised voices, thereby limiting genuine ethical transformation. Overall, these cases indicate that ethics and CSR risk becoming symbolic or instrumental unless supported by robust accountability mechanisms and a willingness to challenge the underlying cultural paradigm.
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