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0 The Social R esponsibility of Business

A2 534

Social responsibility is the obligation a business assum es to m axim ize its n. it
positive in pact and m inim ize its negative im pact on society’’ . This contrasts w ith n. #
the traditional role in w hich com panies considered only the profits of their business
activity . Social responsibility suggests that such narrow interest undemm ines the n. A&
overall benefits to soc]'etym .

A dvocates of social concern'” believe that business should take an active role
working to in prove the overall society, can often in prove their operation and
profits in the long run"" .

0 ne of the strongest argum ents for the social concem of business is the prem ise n. A
that society grants organization the right to exist’ . Cultural nom s''— som etin es
expressed through legalm eans — allow busiesses to form and function”” ; actions of n. FH&
individuals in society enable them to flourish . Business leaders should not forget that vi. SXEE; R

their right to exist carries an obligation to serve society’s goals. Business organizations
should serve society rather than society serving business”' . Tt is the m oral duty of all
units of society — including business — to strive for a better world. A's overall
conditions n prove, all the com ponents of society w ill benefit asoordingly[g: .

In m any cases, a com pany w ill m ake greater profits in the long run if it
considers benefits to society . Custom ers actually vote for products and com panies
w hen they m ake a pun:hase[m . If a product is priced fairly , satisfies their needs
and has no negative side effects''’, they w ill probably buy itm ore than once. But
if the product fails or has negative side effects, they will probably select another

in in proving society and solving social problem s. They believe that businesses, by
product and m ay becom e so angry at the m anufacturer that they never purchase :
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another of their products. W hen enough people believe a business no longer serves
v. A& society’s best interests, they m ay pressure the fim into its grave by boycotting
v. W5 its goods or services'’, influencing officials against it, condem ning it in the
v. 2R media"™ , or patronizing other fim s'' . Social concem can also benefit short run
profit§15‘ because of current public expectations. Because the public now expects
business to benefit society , a firn thatm aintains a good record w ill find it easier
to hire better em ployees and w in m ore custom ers.
a. fhE el A Tthough social responsibility m ay seem an abstract idea, m anagers consider it on a

daily basis as they deal with real issues”’ . To be successful, a business m ust m onitor

changes and needs in socjetym: in order to behave in a socially responsble way .

{ [ 1] Social responsility is ... on society; (VM) 42 TFAT RIGAMHUEI TAT , 2
! B R T T AR BN | Wb 35 R,

¢ [2 Jundem hes the overall benefits to society : BEERHE2S (BT 25

ir [ 3 Jadvocates of social concem ; FEABAME N A1 51412 TEAT A

 [4 ] 1 the bong mn; MNKHIRE

i [ 5 ] society grants organization the right to exist. fL< I T SNV 4B FERA] (G,
; bushess, organization, enterprise . fim ., venture 253l nl vz f5k)

:: [ 6 ] cultural nom s SCAHHIE 5 #E2EN

i [7 7]t fom and finction . JEMIFIELE

! [ 8 Jrather than society serving business; i ANEHE2 A IE 45

i' [ 9 ] all the com ponents ... accordingly . ?i%%?ﬂﬁi%ﬁﬁi@AUﬂtﬁﬁ)ﬁ

t [10]Customers ... they m ake a purchase ; FZZEM IR I, HLSC RN S AT A3
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‘D Consum erism fiy 2 4 75

The public demand for more protection of buyer's rights is called
consum erism " . In Am erica, about230 m illion people spend m ore than $3 billion
every day . They are satisfied w ith a lot of things: productavailability , varieties of
goods, opportunities to work, and a high standard of living .

Butas consum ers deal w ith business, som e serious problem s occur. H ere are
jista few complaints from the files of a consum er protection agency: “W hen I
bought this coffee m aker they said ¢ satisfaction guaranteed”’”, but I have been
trying to returmn it for three weeks and the com pany refuses to give my m oney
back.” “A washing m achine repair person gave me an estimate of $25, but
charged $110 for the pb.” “Thad m y hair colored in a beauty shop ; the color w as
aw ful, my hairwent flatand m y scalp burned for a w eek , and there w as nothing I
could do but let it grow out’ .” Tn the United States, the 143 Better Business

4
Bureaus

around the country receive an average of one m illion com plaints filed by
consum ers. Better Business Bureaus are nonprofit organizations that businesses
organized to m onitor and control unethical and illegal prac‘dcesm ; most deal w ith

poor service.

In m any countries, consum er ]egisla‘don:ﬂ encom passes four basic areas. the
right to safety , the right to be inform ed, the right to choose, and the right to be
heard”” .

The right to safety. The right to safety m eans that a productm ust be safe for
its intended use, m ust include thorough and explicit directions for use, and m ust
have been properly tested to ensure reliability and quality. To ensure product
safety , business m ust not know jngly:“ sell anything that could result in personal
injiry or hamm to consum ers. Law s have been passed to keep dyes and other
chem icals outof foods, to require the w aming “m ay be injurious to your health” to
be printed on cigarette packages, and to force the recall of autom obiles w ith

]

defective brakes’’ . Defective or dangerous products also do ham to public

confidence in the ability of business to serve society .
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The right to inform ation. The right to be informed gives consum ers the
freedom to review com plete inform ation about a product before they buy. This
m eans thatdetailed inform ation about ingredients and instructions for use are to be
printed on labels and packages. The right to be inform ed also applies to services.
f103

The true cost of borrow ing m oney and repaym ent term s
clearly stated in a contract.

, for exam ple, m ust be

The right to choose. The right to choose ensures that consum ers have access
(1]

to
satisfactory quality and service at a fair price is also a part of the consum er’s right

a variety of products and services at com petitive prices. The assurance of

to choose. The right to choose m eans that com petition is free to flourish"*’ . No
com pany becom es so dom inant that it lim its consum ers’ opportunities to find new ,

in proved, and less expensive products.

The right to be heard. The right to be heard assures consum ers that their
interests will receive full and sym pathetic consideration when the governm ent
form ulates po]jcym]

their com plaints about a purchased product. Consum er concerns'’ have been

. It also assures the fair treatm ent of consum ers w ho voice

heard at the top levels of government because of the efforts of consum er
advocates'” , who take it upon them selves to"' inform lawm akers about issues
and problem s in portant to consum ers. In addition, m any trade groups[”] have
been organized to process grievances:m so that consum ers can appeal beyond a
com pany‘19 if they are unable to solve a problem with the manufacturer or
provider of a service. M ost businesses realize thatone highly dissatisfied, vocal™”
custom er can have a widespread, negative in pact on its inmage or reputation.
T herefore, m ost businesses try very hard to reduce consum ers’ dissatisfaction and

resolve their com plaints.

[ 1 Jconsumerisn . iz % by A28 — 1 80 R eE Al ai

[ 2 7] satisfaction guaranteed ; fRUFTHRE ; ANHiaEIE

[3 Jmy scalp ... butletitgrow out: FMILFM%E T AR, bR TWrRdimdh, 1
LINEAREA
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@ Business E thics (i)

E thics are principles of right or good behaviors. T hey involve m oral values as
to what conduct is proper. And business ethics involve other moral values
existing in societym . A s one businessw om an said, “M any of our m oral decisions
are borderline””’ ; som e people view a certain practice as being unethical, while others
think it to be totally proper.” M any influences in society determ ine w hich behavior is
ethical.

W hile each individual develops a code of w hat is ethical, w e are influenced by
law s, cultural attitudes, professional codes, and individual values®’ . M any ethical
standards are defined by law s. But the law does not cover all unethical conduct; it
m erely tries to prevent serious violations. Since hum ans m ake law s, som e of them
are not perfect and others are later found to be unconstitutional HUSHITY, most
authorities agree that abiding by the law defines a m ininum guide for ethical
behavior” . For exam ple, the law states that each citizen m ust be honest in filling
tax retums’ yet recent surveys indicate thatas m any as 4070 of the population
cheated on their incom e tax retums’ . A lso the law states that em ployees should
not steal from their em ployers, yetm any w orkers see nothing w rong w ith taking
office supplies hom e for personal use.

V alues are accepted standards of behavior w ithin a given society . A 1l societies
develop broad-based”” values that are generally accepted by m ost of its m em bers.
Com m unities of people usually share comm on view s. O ften, these view s affect the
values and conduct of business in local areas. For exam ple, m any com m unities
believe that stores should not sell alcohol beverages on Sunday. And., in fact,
citizens m ay exert pressure for passages of law " that prohibit doing so. Stores
in other areas m ay rem ain closed on Sunday m ormnings, not because of law s, but

out of respect for the com m unity’s values.

A Ithough we may all grow up in the sam e society, there is a broad range in
the values we adopt. Individual values vary with background, fam ily, religion,
and environm ent. Som e people think it is all right to m islead custom ers "in order
to get a sale. O thers may choose to lose the sale rather than m isrepresent the



pmduc‘ﬁ12 in any way . In one survey of business people, 19% said they had quit
a com pany for ethical reasons. Som etin es a com pany may try to influence an
em ployee 1o act against personal values. In the sam e survey, 87% said it was
w rong to com prom ise personal values™’ even if the success of the com pany w as at
stake"' . W hile individual values vary , m ost people agree that it is w rong to lie,

cheat, steal, and purposely m isrepresent.

A re business practices becom ing m ore unethical? T here is no easy answ er. In
Am erica, bribery, profitgouging , price fixing, em bezzlem ent, m onopolizing , and n. Jpi; Hk

other illegal practices” cost consum ers m ore than $40 billion a year in higher

prices and taxes. A spokesperson for the U .S . Cham ber of Com m erce”’ says that
» U7 A recent study of

3,000 executives by the Am erican M anagem ent A ssociation™ found that m ost

the extent of bribes, kickbacks, and payoffs is “pervasive o

8
em ployees felt pressure from their com panies to com prom ise their personal values.
A nother study by the O pinion R esearch C enter'”” of 531 top and m iddle m anagers
reported that48% felt that itw ould be all right to pay bribes to foreign officials if

that w ere an accepted way of doing business in that country .

Can society thrive without som e m inin um standards of honesty and ethics?

Not likely™" . Since business depends on society’s survival, a certain 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 w ithout the trust of others.

Som e business people feel that it is sin ply good business to be ethical™ .
v.
n. AL

E thical behavior stim ulates others to be more cooperative and prevents angry
behavior by com petitors, peer com panjes:%: , and govermment agencies.
Custom ers like to trade w ith honest com panies, em ployees value fair bosses, and

. . o1 247] .
investors feel m ore secure w ith law —ab]d]ng[ ° com panies.

[ 1 Jbushess ethics involves ... i society; Mk i8 {835 M 4k 45 b i T Ath 3 7800 &
business ethics; FiMVIE R ; HRAVIE 4
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Exercises

1. Questions forD iscussion

. D efine social responsibility of business. G ive exam ples.

. W hat is consum erism ? D iscuss the m eans by w hich consum ers are protected .

1
2
3. W hat is business ethics? W hat are the m apr influences of business ethics?
4

. Find som e exam ples of socially responsible/irresponsible business in new spapers or

business pumals. Explain why you believe their actions are socially responsible/

irresponsible. W hy do you think the com pany chose to act as it did?

5. Can you suggest som e possible m ethods of in proving ethical standards in business?

B T T T T



