1
Running Head: APPLYING THE PRINCIPLES OF HARMONY IN BUSINESS
11
APPLYING THE PRINCIPLES OF HARMONY IN BUSINESS
[bookmark: _GoBack]                      





[bookmark: _Toc30425129][bookmark: _Toc30461262]Tittle:  BMSP6006 Strategies for Resilience and Prosperity
Assignment Name: Applying the Principles of Harmony in Business
Student Name: Daniel Ramsey
Course Name and Number: Globally Responsible Business BMSP6001
Lecturer: Dr Louise Emanuel
Date: 20th January 2020



Contents
Introduction	3
Main Findings	5
The Principle of Circular Economy	5
The Principle of Promoting Good Relations Internally and Externally	6
The Principle of Solving Social, Economic and Environmental Issues	8
The Case study of “The Green Scoop” shop in Carmarthen	10
Conclusion	12
References	14

[bookmark: _Toc30461263]

Introduction
The principles of harmony set forth the means of conducting responsible business, founded on the premise that the self-interested quest of profitability, without concern for the environment, society and shareholders, will ultimately result in business failure, sometimes, in counterproductive regulation. Responsible business management has demonstrated to be the most efficient and effective management framework for embedding social responsibility, sustainability and business ethics, and harmonious principles into any model of business (Willard & Hitchcock, 2009).  When businesses operate in harmony with its stakeholders, the environment around it and the community, there is no short term gain, however, long term, it implies higher profits and greater shareholders’ value.  Accordingly, business managers should always assert ethical leadership and responsible business practice to protect the bases for sustainable success. The principle of harmony to responsible business comprises various major principles, namely; the principles of the circular economy, the principles of promoting good relations internally and externally, and the principle of solving social, economic and environmental issues.
The circular economy is an economic model with the aim of producing goods and services sustainably, through regulating the consumption and waste of resources – energy, water and raw materials – and the creation of waste. The model proposes to transform waste into recycled raw materials for product design or other uses (George, Lin & Chen, 2015). It fits directly into a more general concept of sustainable development. It is part of an international strategy, which also uses, among other things, the principles of the economy of functionality, industrial ecology, eco-design, or green economy. 
Furthermore, the principles of promoting good relations internally and externally are about respecting stakeholders beyond shareholders by being responsible to the business stakeholders. A responsible company recognizes its obligation to add value to the community through the employment and wealth it generates and the goods and services it offers to customers (González-Rodríguez, Díaz-Fernández & Simonetti, 2015). Besides, a responsible company upholds its commercial viability and health for both its shareholders and stakeholders. Similarly, to promote good relations, a responsible company respects the shareholders’ interests and conducts its activities with fairness and honesty toward its employees, consumers, competitors, suppliers, and the larger society.  
Similarly, the principles of solving social, economic, and environmental issues focus on contributing to environmental, social, and economic development.  A responsible company acknowledges that it cannot sustainably succeed in communities that lack economic growth. Therefore, a responsible company contributes to the environmental, social and economic growth of the societies where it operates, to sustain its crucial operating capital – environmental, social, financial, and all types of goodwill (Blackburn, 2012). The firm improves the community through prudent and effective usage of resources, fair and free competition, and technological innovation and corporate activities (Rondinelli & Berry, 2000). Besides, a responsible company focuses on protecting and improving the environment and evades careless usage of resources. It also makes sure that its activities conform to the best practices for environmental management which meet the present needs and do not compromise the future generation’s needs. 
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The principles of harmony are based on various doctrines, and one of them is the circular economy principles. A circular economy is a system of the economy focused on removing waste and the persistent usage of resources (Stahel, 2016). Circular systems deploy recycling, remanufacturing, refurbishment, repair, sharing and reuse for creating a closed system, reducing the utilisation of resources, and creating pollution, and carbon emissions, and waste. Geissdoerfer et al. (2017) state that the circular economy aims at keeping infrastructure, equipment and products in usage for longer, therefore enhancing the output of such resources. The “waste” must be turned into “food” for other processes – either by-products or restored resources for other industrial processes, or as regenerative resources for the environment such as compost. 
One of the circular economy principles is that resources and energy are golden. At the center of a circular economy, the concept is the goal of eradicating waste.  It is founded on the notion that there is nothing like a waste. To attain this, products are developed last through the use of high-quality resources and enhanced for a phase of reuse and disassembly which would make it simpler to deal with and convert or renovate them (Andersen, 2007). Eventually, these close-fitting product cycles distinguish the circular economy concept from recycling and disposal, in which vast quantities of fixed labour and energy are lost. The key objective is to preserve and improve natural resources through the control of limited stocks and balance the renewable resources’ flow. 
The second principle of the circular economy is following the cycles and designs of nature. The circular economy concept distinguishes between biological and technical cycles. Consumption occurs solely in organic cycles, in which biologically-based resources are designed for feeding back into the system via methods such as composting (Stahel, 2016). Such cycles restore living organisms like soil, which offer the economy renewable resources. In turn, technical cycles recuperate and renovate materials and products through approaches such as recycling, remanufacture, reuse, and repair (Lewandowski, 2016). In the end, the circular economy tries to optimise resource produces through circulating components, yields and the material being used at the highest utility always in both biological and technical cycles. The last principle is about renewable energies, and the energy needed for fueling this cycle must be naturally renewable, aiming at reducing resource dependency and augmenting resilience of systems. In essence, this principle focuses on increasing the efficiency of the system by disclosing and removing undesirable externalities. 
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Another principle of harmony is concerned about organisations promoting good relations internally and externally.  This principle is based on the notion that companies need to focus on key stakeholder relationships. Indeed, greater stakeholder satisfaction is essential for successful organisations in a highly competitive environment (Žukauskas, Vveinhardt & Andriukaitienė, 2018). The stakeholder theory shows that businesses do manage their relations with various stakeholder groups. According to Šimanskienė & Paužuolienė (2010), companies pursue relationships with stakeholders to gain the benefits related to minimising their costs or growing their revenues. By building good relations, companies hope to achieve stakeholder loyalty and satisfaction, while stakeholders look for quality. 
Businesses should respect stakeholders beyond shareholders by being responsible to the business stakeholders. A responsible company recognizes its obligation to add value to the community through the employment and wealth it generates and the goods and services it offers to customers. A company’s stakeholders give it financial and practical support.  The liaison between a company and its stakeholders at its best is health and symbiotic, while, at its worst, it centers on contradictory interests and demands and results in slow and stressful decision-making.  An effective association between a firm and its stakeholders is founded on the corporation towards shared objectives (Fransen, 2013). Workers rely on the business for their livelihoods, and when the business treats them decently, they will be involved as a group and a team to go beyond and above the requirements of their jobs to promote the company’s best welfares. If the company offers products or services which openly enhance the quality of the life of the customers, the customers are likely to praise the business, spreading the word about its offering since they sincerely wish the company to perform well (Moore, Slack & Gibbon, 2009). Further, shareholders hold a monetary stake in the business and they definitely need financial returns, although if the organisation’s interests are in line and the investors are concerned about the company, their relationship with the organisation could go far above the need of making money. 
A company with a stakeholder community that is engaged will realise monetary benefits from the relations. Workers who are mindful about their job and highly esteem it will offer their best and serve as representatives for the company’s products. Consumers who have faith in the business and its products and services will support it with their long-standing business (Jones, Wynn, Comfort & Hillier, 2007). Suppliers who view the organisation as not just a trade opportunity will go further step to ensure the company has materials it needs to for making sales and generating income, and they might even create flexible terms when they know the business is stressed business-wise. Engaged shareholders will support the company with funds and working capital to expand the business.  
Besides, a responsible company upholds its commercial viability and health for both its shareholders and stakeholders. Similarly, to promote good relations, a responsible company respects the shareholders’ interests and conducts its activities with fairness and honesty toward its employees, consumers, competitors, suppliers, and the larger society.  Overall, effective relations with both internal and external stakeholders are crucial to the success of the company.  Nevertheless, it takes vision and hard work to create these strong relationships. When possible, an organisation should work on aligning its business interests with those of its stakeholders. It should pay employees fairly and treat them well so that they will work towards the company’s joint success. The company should strive towards creating the highest quality products, to enable the customers to go an extra mile of helping the company keep offering them.  Similarly, the company should cultivate relations with stockholders that are more concerned about the long-term feasibility instead of short-run bonuses. 
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Further, according to the principles of harmony, a company should help in solving social, economic and environmental issues. Business and society’s sustainable development have turned into a magical method in addressing social and economic problems as well as the issues of preserving the secure environment, essential for human life, through social responsibility. Many researchers approve that social responsibility symbolises human values which seek to benefit the company’s stakeholders and create harmonious relationships with the public (Cathcart, 2006).  
This principle is based on the social, economic, and environmental responsibility of business. Under social responsibility, a company is an essential part of the community and it must conduct its activities and make money in means which satisfy society’s expectations (McWilliams, Siegel & Wright, 2006). A business’s social responsibility is the obligation to make decisions and carry our business operations that are desirable concerning the values and goals of society (Friedman, 2007). It is the notion that businesses must balance activities for making profits with activities that benefit the community. Thus, the company is required to solve societal challenges, while at the same time making profits. 
Under the economic responsibility, the business is in itself an economic activity, with its principal objective being profit-making. However, earning profit means understanding the demands and needs of customers whether it is the product quality or price (Kitzmueller & Shimshack, 2012). Economic responsibility is focused on practices that facilitate long-term business development while fulfilling the environmental, ethical and philanthropic standards. By balancing financial decisions with their far-reaching impacts on society, businesses may enhance their operations while also taking part in sustainable practices (Usunier, Furrer & Furrer-Perrinjaquet, 2011; Haase, 2017). An example of economic responsibility is when a company modifies its production processes to comprise recycled products that might benefit the company by likely decreasing materials’ cost and as well benefit society by the consumption of fewer resources. 
Another aspect of the principle is environmental responsibility, which is concerned about incorporating ecological concerns into the business operations to eliminate emissions and waste, maximize the productivity and efficiency of their resources, and reduce practices that negatively impact the community’s natural resources. Through environmental responsibility, companies focus on solving various environmental problems such as reducing environmental burden by building an environmental friendly, sound recycling system and improving the environment through the reduction of mass production, consumption and disposal of products (Dunne, 2015). Further, companies try to establish harmonious coexistence by maintaining the ecosystem, restoring the mass environment, and creating a sustainable environment for current and future generations and harmonious coexistence between the community and environment. 
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The Green Scoop is a zero-waste shop located in Carmarthenshire. The shop makes use of product dispensers, which require customers to use their own reusable jars to fill up, thus eliminating the use of plastic packaging (Business Wales, 2018). Zero-waste shops reduce single-use packaging and may help in combating food waste since consumers buy the amount they require. The shop sells a range of products including vegetables, rice, spices and fruits and cereals (Peck, 2018). The shop hosts workshops and community groups, promote wellness, environmental consciousness and provides community service through its Pay-It-Forward Scheme – which allows a person to pay for food or drink which is then reserved for another person who might be unable to afford it.  
The founder, Jessica Peck, plans to develop The Green Scoop as a not-for-profit social enterprise by raising funds from the community. Jessica wants to expand the shop into a community hub and a place where the whole community can socialize, develop, interact and acquire new skills through get together, creative and waste-less workshops, group meetings and events (Peck, 2018). More importantly, the shop is focused on waste reduction, encouragement of refills, limiting the use of single-use plastics and incorporating business ethics in the shop (Gregory, 2019).  Besides, the shop focuses on reclaiming and repurposing by recycling fabrics to make comfy chairs made by cushions and repurposing glass bottles for wildflowers on the tables. Jessica wants to inspire people to make small changes to their daily lives, control their own carbon footprint, and promote a more sustainable as well as ethical lifestyle for every person – whether they are disposing of the straw or switching out disposables for reusables. 
Essentially, the Green Scoop shop applies all the three principles of harmony in its operations. The shop applies the principles of the circular economy by eradicating waste and pollution, keeping resources and products in use, and renewing natural systems. The shop encourages recycling and reusing by promoting the use of reusable jars and discouraging the use of plastic packaging and single-use packaging. Also, the shop discourages food waste by encouraging consumers only to buy the amount of food they can consume. Also, as mentioned above, the shop focuses on waste reduction, encouragement of refills, limiting the use of single-use plastics and incorporating business ethics in the shop.  Besides, the shop focuses on reclaiming and repurposing by recycling fabrics to make comfy chairs made by cushions and repurposing glass bottles for wildflowers on the tables (Peck, 2018). The fixings of the shop were made using salvageable materials. The shelving and table are created using pallets, and old floorboards have been used to make a bookcase, while scaffolding boards and apple crates have been used to make a vegetable and fruit section. 
Similarly, the shop uses the principle of solving social, economic, and environmental issues and building good relations internally and externally. Jessica is focused on reducing environmental burden through the reduction of food wastage, recycling and reusing materials, and eliminating plastic packaging.  The shop reuses, repurposes and creates beautiful things using reusable materials. Through crowdfunding, Jessica has been able to create a community space and café for building good relations with the community. The focus is to allow the community to learn about the ways they could make changes to reduce their plastic waste (Peck, 2019). Besides, she is focused on economic responsibility through the pay-it-forward scheme in which the community members can pay for food or drinks for other members who are unable to afford them. Jessica has made her shop into a community hub and a place where the whole community can socialize, develop, interact and acquire new skills through get together, creative and waste-less workshops, group meetings and events, which underpin the principles of solving social, economic and environmental issues, as well as creating good relations externally and internally. 
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 Ideally, businesses should contribute to the social welfare of society at large. Organisations should commit themselves to particular policies, procedures, contributions and values towards being responsive to the community. Organisations must be committed to reducing and eliminating any unsafe business practices and increasing a company’s contributions to human society. The presence of harmony depends on the responsibility of an organisation when it considers the beneficial contributions and welfare of the community through ethical, social, economic and valuable business practices which are useful for stakeholders and the business environment. 
The principles of harmony focus on the responsibility of business to its stakeholders, the environment it operates, and the larger society. Responsible companies must focus on engaging their stakeholders in their operations, and ensuring that their activities are in line with the interests of the stakeholders. Again, businesses should strive to be social, environmental, and economically responsible by solving any social, economic or environmental issues which may occur in their communities of operations. 
An excellent example of a business that practices the three principles of harmony is the Green Scoop shop by Jessica Peck. The shop applies the principles of the circular economy by encouraging recycling and reusing by promoting the use of reusable jars and discouraging the use of plastic packaging and single-use packaging. Also, the shop discourages food waste by encouraging consumers only to buy the amount of food they can consume. Similarly, the shop uses the principle of solving social, economic, and environmental issues and building good relations internally and externally. Jessica is focused on reducing environmental burden through the reduction of food wastage, recycling and reusing materials, and eliminating plastic packaging.  Jessica has made her shop into a community hub and a place where the whole community can socialize, develop, interact and acquire new skills through get together, creative and waste-less workshops, group meetings and events, which underpin the principles of solving social, economic and environmental issues, as well as creating good relations externally and internally.
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