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Chapter 1 Business and Society
(@& 5H%)

I. The Social Responsibility of Business
(42 54T)

Social responsibility is the obligation a business assumes to maxi-
mize its positive impact and minimize its negative impact on society!!l,
This contrasts with the traditional role in which they considered only the
profits of their business activity. Social responsibility suggests that such
narrow interest undermines the overall benefits to society!?,

Advocates of social concernt! believe that business should take an ac-
tive role in improving society and solving social problems. They believe
that businesses, by working to improve the overall society, can often im-
prove their operation and profits in the long runl.

One of the strongest arguments for the social concern of business is the
premisc that society grants organization the right to exist”l. Cultural norms!!
— sometimes expressed through legal means — allow businesses to form
and function; actions of individuals in society enable them to flourish.
Business leaders should not forget that their right to cxist carries an obli-
gation to serve society’s goals. Business organizations should serve soci-
ety rather than society serving business™®. It is the moral duty of all units
of society ~— including business — to strive for a better world. As overall
conditions improve, all the components of society will benefit accord-
ingly®l.



In many cases, a company will make greater profits in the long run if it
considers benefits to society. Customers actualfy vote for products and.
companies when they make a purchaset'®. If a product is priced fairly,
satisfies their needs and has no negative side cffects, they will probably
buy it more than once. But if the product fails or has negative side ef-
fects!'), they will probably selcct another product and may become so
angry at the manufacturer that they never purchase another of their prod-
ucts. When enough people belicve a business no fonger serves society’s
best interests, they may pressure the firni into its grave by boycotting its
goods or services!'?l, influencing officials against it, condemning it in the
medial®l, or patronizing other firms!*l. Social concern can also benefit
short-run profits'*! because of current public expectations. Because the
public now expects business to benefit society, a firm that maintains a
good record will find it easier to hire better employees and win more cus-
tomers.

Although social responsibility may seem an abstract idea. managers
consider it on a daily basis as they deal with real issuesi‘!. To be success-
ful, a business must monitor changes and needs in society!'” in order to
behave in a socially responsible way.

Notes:

1. Social responsibility is ...on society: (> MrH)#SFITRIEH
MAGERHEFHE RSB 515 30 BT SR 3

2. undermines overall benefits to society: B3 2 A ¥ IEF) 25

3. advocates of social concern: #2185 Mt SF(TERIA

4.inthe long run: M IIIH#

.2.



5. society grants organization the right to exist : 1123 F A FAH| o
HESF, business, organization, enterprise, firm, venture % iA] 1 7]
Tlk.
6. cultural norms: SCALAR
7. to form and function: JEJ8H1Z
8. rather than society serving business: i A&t 4 v IR %
9. all the components ... accordingly: ¥4 &N IR H LT 35
10. Customers ... they makc a purcl;ase: FRBETEM KR A, HERE
X7 A TR

11. side effects: &5

12. pressure the firm into its grave by boycotting its goods or services:
ABLHIRENZ N B P SRR 45 K HL 8 L Ha k.

13. condemning it in the media: 3 5 57 P 48 A X Ho AT 3%

14. patronizing other firms: BFR JLAh /47

15. short-run profits: &3 %)3id

16. real issues: SZPR (a5

17. monitor changes and needs in society: %1 & B MER

I1. Consumerism

(BRE 1 15 AL 4R

The public demand for more protection of buyer’s rights is called con-
sumerism!l. In America, about 230 million people spend more than $3
billion every day. They are satisfied with a lot of things: product avail-
ability, varieties of goods, opportunities to work, and a high standard of
living.

But as consumers deal with business, some serious problems occur.

Here arc just a few complaints from the files of a consumer protettion
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agency: “When I bought this coffee iaker they said “satisfiction guaran-
teed@, "but I have been trving to return it for three weeks and the company
refuses to give my money back.” ~A washing machine repair person gave
me an estimate of $25, but charged $110 for the job.” “I had my hair
colored in a beauty shop; the color was awful, my hair went flat and my
scalp burned for a week, and there was nothing I could do but let it grow
ouF-".” In the United States, the 143 Better Business Bureaus!¥ around the
country receive an average of one million complaints filed by consumers.
Better Business Bureaus are nonprofit organizations that businesses orga-
nize to monitor and control unecthical and illegal practices™; most deal

with poor service.

In many countries, consumer legislation* encompasses four basic ar-
cas: the right to safety, the right to be informed, the right to choose, and
the right to be heard!.

The Right to Safety. The right to safety means that a product must be
safe for its intended use, must include thorough and explicit directions for
use, and must have been properly tested to ensure reliability and quality.
To ensure product safety, business must not knowingly® sell anything
that could result in personal injury or harm to consumers. Laws have been
passed to keep dyes and other chemicals out of foods, to require the warn-
ing “may be injurious to your health” to be printed on cigarette packages,
and to force the recall of automobiles with defective brakes!® Defective or
dangerous products also do harm to public confidence in the ability of
business to serve society.

The Right to Information. The right to be informed gives consum-
ers the freedom to review complete information about a product before
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they buy. This means that detailed information about ingredicnts and in-
structions for use are to be printed on labels and packages. The right to be
informed also applies to services. The true cost of borrowing money and

repayment terms!'®}, for example, must be clearly stated in a contract.

The Right to Choose. The right to choose ensures that consumers
have access tol!"a variety of products and services at competitive prices.
The assurance of satisfactory quality and scrvice at a fair price is also a
part of the consumer’s right to choose. The right to choosc means that
competition is frec to flourish('). No company becomes so dominant that
it limits consumers’ opportunities to find new, improved, and less expen-

sive products.

The Right to be Heard. The right to be heard assures consumers that
their interests will receive full and svmpathctic consideration when the
government formulates policy!™¥. It also assures the fair treatment of con-
sumers who voice their complaints about a purchased product. Consumer
concerns!*! have been heard at the top levels of government because of
the efforts of consumer advocates!'sl, who take it upon themselves to!i6)
inform lawmakers about issues and problems important to consumers. In
addition, many trade groups!'"! have been organized to process grievances!'®!
so that consumers can appeal beyond a company!! if they are unable to
solve a problem with the munufacturer or provider of a service. Most busi-
nesses realize that one highly dissatisfied, vocal?® customer can have a
widespread, negative impact on its image or reputation. Thercfore, most
businesses try very hard to reduce consumers- dissatisfaction and resolve
their complaints.
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Notes:

1. consumerism: & % b : P —E R TEEAE

2 batisfaction guaranteed: A& 238

3. my scalp ...but let it grow out: IHIK LK 7 — 12, ERT Wr
HARNS —S Pt BH -

4. Better Business Bureaus: [35[H | i 5 & &

5. monitor and control unethical and illegal practices: Ji$a 331 B b8
EHFEENEE

6. consumer legislation: Jii #% 37 i

7. the right to be heard: BHfFHIALH|

8. knowingly: ¥ b,

9. recall of automobiles with defective brakes: {Z [l F) %A B KK E

10. repayment terms: A 2x 5

11. have access to: BEIEIT: W 3KR

12. free to flourish: ;@17 G

13. formulates policy: il & B 2K

14. Consumer concerns: 8 # % 5% 0 i) (] 51

15. consumer advocates: JH§ & B S H

16. take it upon themselves to...: {4 ] & JEH-----

17. trade groups: BfMLEI K ( HALHE # Better Business Bureaus
ARBARG W BAE A

18. process grievances: AL FHF

19. appeal beyond a company : AR F 72— Bl R

20. vocal: 1% H3EHY

II1. Business Ethics

(BN

Ethics are principles of right or good behaviors. They involve moral
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values as to what coﬁduct is proper. And business ethics involve other
moral values existing in society I, As one businesswoman said, “Many of
OLTrberal decisions are borderline!’; some people view a certain practice
as being unethical, while others think it to be totally proper.” Many influ-
ences in society determine which behavior is ethical.

While each individual develops a code of what is ethical, we are influ-
enced by laws, cultural attitudes, professional codes, and individual val-
uesi®). Many ethical standards are defined by laws. But the law does not
cover all unethical conduct; it merely tries to prevent serious violations.
Since humans make laws, some of them are not perfect and others are later
found to be unconstitutional!¥. Still""l, most authorities agree that abiding
by the law defines a minimum guide for ethical behavior®!, For example,
the law states that each citizen must be honest in filling tax returns'?, yet
recent surveys indicate that as many as 40% of the population cheated on
their income tax returns™. Also the law states that employees should not
steal from their employers, yet many workers see nothing wrong with tak-
ing office supplies home for personal use.

Values are accepted standards of behavior within a given society. All
societies develop broad-based® values that are generally accepted by most
of its members. Communities of people usually share common views. Often,
these views affect the values and conduct of business in local areas. For
example, many communities believe that stores should not sell alcohol
beverages on Sunday. And, in fact, citizens may exert pressure for pas-
sages of laws!'%! that prohibit doing so. Stores in other areas may remain
closed on Sunday mornings, not because of laws, but out of respect for the
community’s values.



Although we may all grow up in the same society, there is a broad
range in the valucs we adopt. Individual values vary with background,
family, religion, and environment. Some people think it is all right to mis-
lead customers!''l in order to get a sale. Others may choose to lose the sale
rather than misrepresent the product’?l in any way. In one survey of busi-
ness people, 19% said they had quit a company for ethical reasons. Some-
times a company may try to influence an employee to act against personal
valucs. In the same survey, 87% said it was wrong to compromise per-
sonal value!'¥ even if the success of the company was at stake!4], While
individual values vary, most people agree that it is wrong to lie, cheat,
steal, and purposely misrepresent.

Are business practices becoming more unethical? There is no easy an-
swer. In America, bribery, profit gouging, price fixing, embezzlement,
monopolizing, and other illegal practices!'*! cost consumers more than
$40 biltion a year in higher prices and taxes. A spokesperson for the U.S.
Chamber of Commerce!'é! says that the extent of bribes, kickbacks, and
payoffs is “pervasivel!7.” A recent study of 3000 executives by the Ameri-
can Management Association!™® found that most emplb?ees felt pressure
from their companies to compromise their personal valucs. Another study
by the Opinion Research Center!'*! of 531 top and middle managers re-
ported that 48% felt that it would be all right to pay bribes to foreign
officials if that were an accepted way of doing business in that country.

Can society thriye without some minimum standards of honesty and
ethics? Not likely™.. Since business depends on society s survival, a cer-
tain level of honest dealing is necessary. The capitalist system glorifies

pursuit of personal interest!*'], but business people understand as never
before that they cannot be successful without the trust of others.
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Some business people feel that it is simply good business to be ethi-
call®?l, Ethical behavior stimulates others to be more cooperative and pre-
vents angry behavior by competitors, peer companies?¥, and government
agencies. Customers like to trade with honest companies, employees value
fair bosses, and investors feel more secure with law-abiding?¥ compa-

nies.

Notes:

1. business ethics involves ... in socicty: BOVE M B it 4 F R HAbE
EA businessethics: FlviEEE s BRIV IE £

2. borderline: A~ B (), B 22 1)

3. While ... values: RS A H 1 CRETERE, AMTERZ
B XEE . B AE AT A LR

4. unconstitutional: AN

5. Still: AN

6. abiding by the law defines a minimum guide for ethical behavior: 2{<F
A AT RO A b

7. taxreturns: ZHH IR AL

8. income tax returns: T AH88 AR

9. broad-based: £1E T IZ ;L Iy ik K (1

10. passages of laws: {1313

11. mislead customers: 1% 5/if{ %

12. misrepresent the product: Wik & 7= i b 5% AR 18

13 compromise personal value: JH 5 A EMHME R &

14. eveniif...at stake: B (SR ] 4 5] B8

—_15.bribery...and other illegal practices: fTWH~ 7% FRYr. =XI5. &

W AT A

16. U.S. Chamber of Commerce: 31 1 4538

—— 17. the extent of bribes, kickbacks, and payoffs is “pervasive”:
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