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Extent to which ethics is the sole basis of CSR decisions
Ethics and CSR are important in their application in business operations with significant results. From an investment perspective, it can be observed that business organizations have different perceptions regarding ethics and CSR. There are those who believe that CSR transparency through the filing of financial statements can be regarded as ethical. It can also be argued that ethics is based on activities, which are perceived to have positive results, by the clients. For example, Nike suffered after customers understood it to be unethical after being involved with suppliers that employed offensive labor practices (Porter and Kramer 80). From this observation, it can be assumed that firms need to consider ethics in every step of their process. However, according to Nijhof and Jeurissen (622), it can be observed that some business proprietors believe that ethical considerations are only significant at certain levels. This statement is based on the example that when a business is on the competitive advantage segment, it does not have to think about ethical considerations. It only needs to rely on the commerce logic to sustain its process and not on ethical considerations.  However, Porter and Kramer (80) continue to assert that the role of ethics in business organizations cannot be ignored. On the contrary, it can be observed that ethical issues have become important aspects of businesses, especially in their annual reports. In the UK, for example, there is pending legislation that necessitates that all companies, publicly listed, to divulge ethical, environmental, and social risks in their annual reports. 
It would be important to highlight a brief overview of the growth of CSR, to enhance the comprehension of CSR. The growth of Corporate Social Responsibility (CSR) has not been entirely deliberate (Porter and Kramer 80). CSR involves additional activities rather than profits, and these may include societal issues such as housing for workers, their employment and cultural development in general (Nijhof and Jeurissen 619). Some companies have engaged in activities such as building schools, towns, libraries. Thus, it can be observed that CSR is associated with activities that impact the surrounding community. To an augmented extent, the growth of CSR can be linked to public responses regarding the conduct of firms. Many business organizations came to learn of the importance of CSR after evaluating the responses of the public regarding issues that these companies never thought formed part of their organizational responsibilities (Porter and Kramer 80). For example, in the 1990s, it emerged that Nike suffered diminished reputation and dismal financial performance after media outlets, such as the New York Times, carried information regarding distasteful labor practices at a section of its Indonesian suppliers (Porter and Kramer 80). After customers had come to learn about the offensive labor practices, they boycotted Nike’s products and services. This example can be used to show that stakeholders’ perception about a given firm contributes to the performance of that business in the long run. Customers thought that Nike was unethical by allowing workers to be abused and therefore, customers decided to boycott the firm. In another instance, Shell Oil faced public protests after deciding to sink its old oil rig, Brent Spar (Porter and Kramer 80). These protests were aimed to inform Shell Oil that the public did not condone what the firm’s action because the action had the potential of harming the environment and sea life. 
Thus, in such an instance, it can be seen that Nike and Shell Oil’s embracing of CSR were involuntary because customers forced it. These examples can be used to acknowledge the observation that the embracing of CSR by companies has not been wholly voluntary, but had been forced by the public response. 
The above examples can be used to show the association between ethics and CSR. It is through actions that were deemed unethical that provoked the relevant firms to embrace CSR. Had the firms not embraced CSR, there are high probabilities they would have lost a significant customer base leading to losses. Customer protests augmented the desire for companies to become ethical by avoiding engaging in activities that were hurting clients. 

It is worth noting that ethics may not form the sole basis of CSR decisions, but that its inclusion in CSR is necessary.  Sometimes, companies may be forced by commerce logic to achieve CSR, without necessarily relying on ethical elements. However, it does not mean that ethics is not necessary for company operations. For example, if an organization wants to enhance and elevate client loyalty, it may need to invest in innovations to generate high efficiency and thus achieve customer loyalty. Additionally, the objective of a company to diminish energy costs, for example, may not necessitate moral thinking but may need to invest in processes and systems that decrease costs (Nijhof and Jeurissen 621). From these examples, it can be observed that CSR can be attained without the employment of ethical reflection. 
It can be argued that profit and ethics-leaning CSR may not exist simultaneously hence, companies that have a sole purpose of pursuing financing growth through CSR, and not a moral obligation, cannot be perceived to be morally-founded (Nijhof and Jeurissen 624). Regarding moral obligation, Nijhof and Jeurissen (622) assert that an introduction in ethics will have to commence much earlier in a firm’s CSR career if it has to appear like a decent actor on the ultimate stage. However, this does not mean that the moral element is not essential to the promotion of CSR. Porter and Kramer (81) assert that moral obligation is an instrumental part of CSR. Business organizations have a duty and responsibility to engage in ‘good conduct’ (81). Furthermore, it emerges that CSR is strongly permeated with a moral imperative. This statement is based on the observation that companies need to be morally upright when engaging in such activities as the filing of financial statements and annual reports, which contribute to the CSR of the companies. If companies could not participate in the truthful disclosure of their activities, then it can be asserted that their process towards CSR is dishonest. It is worth noting that honesty is not only imperative when it involves the filing of financial information. On the contrary, honesty is necessary through the entire process employed by a firm to run its activities. Moreover, companies need to embrace honesty whenever they inform their stakeholders about their plans, activities, and the consequences of these activities to the stakeholders. 
However, it can be observed that the moral element can sometimes be challenging to implement particularly when there variations in cultural perspectives. For example, while Google keeps the moral element while in the USA, it experienced problems, upon entering the Chinese market, whereby the firm found out about the Chinese regulations regarding censorship of information (Porter and Kramer 82). Morally, Google had to weigh between two social benefits, which was a challenge because of the cultural variations, whereby censorship and legal concepts in one country are perceived differently from the principles of another country. 
It can further be noted that CSR can be problematic when it moves away from its moral foundation. Nijhof and Jeurissen (619) assert that CSR can be immaterial and intrinsically inadequate when it loses its foundation in ethics. Thus, it can be observed that CSR and ethics need not be de-linked, but need to be complemented in business operations to acquire an adequate balance. While firms think about the implementation of CSR, they need to ensure that their activities are ethical. These activities should have to be directed towards the attainment of good. Moreover, Porter and Kramer (92) assert that companies need to evaluate the activities in which they would like to engage to serve the communities under CSR. The decision to choose should be based on what the companies deem the best activities that promote the company positively, while also advancing the lives of community members. Firms need to engage in activities that will ensure they gain the most valuable competitive benefit. Companies, as investors, have a responsibility of gaining competitive advantage to remain relevant in their respective industries. Thus, engagement in CSR, for business firms, can be beneficial by impacting on a community’s social good than can be the case for purely philanthropic organizations. 
In conclusion, it can be argued that ethics and CSR are important in business investment and operations. The application of ethics and CSR cannot be totally de-linked but can be used together for the benefit of the company. The ethical platform is gaining a legal element, whereby countries are passing legislations that demand the inclusion of ethics in a company’s CSR. Companies need to ensure that their ethical elements are embedded in their CSR activities to ensure they also gain from their objective of attaining a competitive advantage.
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