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Abstract 

Ethics is the branch of study that deals with what is good of action for 

humans. Ethics is a requirement for human life. Business Ethics and CSR re-

fer to an individual's moral judgments about right and wrong. Decisions taken 

in an organization can be taken by individuals or groups (corporations), but 

everyone has to be influenced by culture. The decision to behave ethically is 

moral. Everyone must decide how to act. Ethical decision-making can helpful-

ly be thought of as a matter of marketing tactic/strategy. Marketing Ethics is 

an area of applied ethics that deals with the moral principles behind the oper-

ation and regulation of marketing. Marketing Ethics refers to making market-

ing decisions that are morally / ethically right. Marketing Ethics is a strategic 

consideration in organizational decisions. 

Keywords: Corporate Social Responsibility (CSR), Business Ethics, Man-
agement Morality, Marketing Tactic / Strategy 
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1. Introductory remarks: Corporate Social Responsibility and 

Marketing  

 

"A business is a productive organization - an organization 

whose purpose is to create goods and services for sale, usually at 

a profit. Business is also an activity. One entity (e.g., a person, an 

organization) "does business" with another when it exchanges a 

good or service for valuable consideration. Business ethics can 

thus be understood as the study of the ethical dimensions of 

productive organizations and commercial activities. This includes 

ethical analyses of the production, distribution, marketing, sale, 

and consumption of goods and services" (Stanford Encyclopedia, 

2016; Stark, 1993:38-48) 

Marketing ethics is an area of applied ethics (Broni, 2019:802; 

Krishna, 2016; Majtán/Dubcová, 2006-2007) that deals with the 

moral principles behind the operation and regulation of market-

ing (Thompson, 1995:177-191). Some areas of marketing ethics 

(for example, ethics of advertising and promotion) overlap with 

media ethics (Hunt/Vitell, 1993). 

Mobile Marketing Ethics is a set of rules or obligations follow-

ing the area of applied ethics, which deals with the moral princi-

ples behind the operation and regulation of marketing activities 

in the specific context of m-commerce (Mobile marketing, as a 

branch of m-commerce (Varshney/Vetter, 2002), refers to any 

marketing activities conducted via mobile technologies. Usually, 

m-commerce is regarded as a subset of e-commerce (Coursa-

ris/Hassanein, 2002). That is true, but due to the characteristics 

of mobile technologies, mobile marketing is different from other 

e-commerce activities. The first difference is caused by mobile 

technologies’ ability to reach people anywhere and anytime; 

therefore, mobile marketing can take advantage of contextual in-

formation. Dey/Abowd (2001) defined context as "any infor-

mation that characterizes a situation related to the interaction be-

tween users, applications, and the surrounding environment." 

Time, location, and network conditions are three of the key ele-

ments of context. The second difference is caused by the charac-

teristics of mobile devices. Mobile devices have limited display 

abilities (Velentzas et al., 2018). The screens are usually small, 

and some of the devices cannot display color pictures or anima-
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tions. On the other hand, mobile devices have various kinds of 

screen shapes, sizes, and resolutions. Thus, delivering appropriate 

content to specific devices is very important. Mobile devices also 

have limited input abilities, and this makes it difficult for cus-

tomers to respond (Velentzas et al., 2018). 

Basic principles and values that govern the business practices 

of those engaged in promoting products or services to consumers 

(Velentzas/Broni, 2017:61). Sound marketing ethics are typically 

those that result in or at least do not negatively impact consumer 

satisfaction with the goods and services being promoted or with 

the company producing them (Drucker, 1981:18-36; Akaah, 

1996:605-613; Akaah/Riordan, 1989:112-121). 

Marketing ethics are the moral principles and values that need 

to be followed (Kotler/Levy, 1969:10-15; D. Luck, 1969:53-55) 

during any kind of marketing communication (Broni et al., 

2017a:145, 189, 541; Krishna, 2016; Majtán/Dubcová, 2006-

2007). They are the general set of guidelines which can help 

companies to decide (Laczniak, 1983:7-18; Laczniak, 1993:91-96; 

Laczniak/Murphy, 1993; Murphy/Laczniak, 1981) on their new 

marketing strategies (Assael, 1993). But then it depends on one’s 

own judgement of "right" and "wrong". Any unethical behaviour 

is not necessarily illegal (R. Deny, 1989:855-862). If an entity is 

making any kind of claims about their products (Fer-

reil/Fraedrich, 1997), and is unable to live up to those claims, it 

may be called an unethical behaviour (Ferreil/Gresham, 1985:87-

96). 

Marketing ethics basically promotes fairness and honesty 

(Jackson, 1990) in all their advertisements (Broni, 2019:816). 

Any kind of false claims to the consumers, invading consumers’ 

privacy, stereotyping, and targeting the vulnerable audience [like 

children (Paine, 1983:119-146) and the elderly] are considered to 

be unethical behaviour by the companies. Even trying to harm 

the competitor’s image is considered immoral. 

Ethics are still subjective and should be openly discussed by 

the companies while making (Ford/Richardson, 1994:205-221) 

any marketing decisions (Carson et al., 1985:93-104; Langrehr, 

1994:158-159; Fritzsche, 1991:841-852). Companies following the 

marketing ethics (Fritzsche, 1988:29-39) can gain the trust of the 

consumers (Korten, 1995) and create a positive image for them-

selves. 
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The root of the term "ethical marketing", naturally, is ethics 

(Broni, 2019:816). The word itself comes from the Greek word 

"ethos" (adjective: ethikos), which means "habit" or "custom" 

(Velentzas/Broni, 2013:43-44). 

 

 

2. Corporate Social Responsibility and Management / Marketing 

 

Corporate social responsibility has been a topic of academic 

study for several decades (Friedman et al., 1976; Carrol, 1979; 

Davis, 1973; Frederick, 1978; Freeman, 1984; Miles, 1987; Pres-

ton / Post, 1975; Wartick/Cochran, 1985; Anderson, 1989). It is 

usually studied in combination with the related area of manage-

rial / marketing ethics (Clarke, 2004; Crawford, 2007). 

One of an organization's primary goals is its obligation to op-

erate in a socially responsible manner (Carroll, 1979; Colley et al., 

2004; Kotsiris, 2002). Therefore, the recognition that the vast 

power of the modern corporation (Carroll, 2000; Mintzberg, 

1983) carries with it an equally large responsibility (Chonko, 

1995; Chonko/Hunt, 1985:339-359) to use that power responsi-

bly is an important message for managers (French, 1995). 

Numerous studies have tried to arrive at a consensus defini-

tion of social responsibility (Feltus et al., 2009) but have failed to 

do so (French, 1984). Although it is difficult to present a precise 

definition of social responsibility (Velentzas/Broni, 2017:579), 

much of the research attempts to identify various kinds of social-

ly responsive activities (Haley, 1991), present the list of these ac-

tivities to the business manager (Hoecklin, 1995, Triantari, 2024), 

and then measure and tabulate the relative frequency of response 

to which the activities are practiced by those agencies or people 

being questioned (Collins, 1995; Velentzas/Broni, 2017:623). 

Moreover, the concept of social responsibility is a continually 

evolving concept and means different things to different people 

(Stange, 1994:461). 

Social responsibility refers to the obligation of businessmen to 

pursue those policies, to make those decisions, or to follow those 

lines of action which are desirable in terms of objectives and val-

ues of our society (Bowen, 1978). 
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The fundamental idea of corporate social responsibility is that 

business corporations have an obligation to work for social bet-

terment (Frederick, 1986; Broni, 2010). 

Morality must be introduced as a factor that is external to both 

the profit motive and the law (Velentzas et al., 2018). This is the 

approach taken by most philosophers who write on business eth-

ics, and is expressed most clearly in the following from a well-

known business ethics essay (Laczniak, 1983): Proper ethical be-

havior exists on a plane above the law. The law merely specifies 

the lowest common denominator of acceptable behavior (Broni, 

2009a; Vavouras, 2024). 

The contemporary view is that businesses, as important and 

influential members of society, are responsible for helping main-

tain and improve society's overall welfare (Broni, 2009b). 

A classic definition of corporate responsibility has introduced 

the following 5 propositions (Davis, 1975; Velentzas et al., 2018): 

Proposition 1: Social responsibility arises from social power. 

Proposition 2: Business shall operate as a two-way open 

system with open receipt of inputs from society and open dis-

closure of its operation to the public. 

Proposition 3: Both the social costs and the social benefits 

of an activity, product, or service shall be thoroughly calculat-

ed and considered to decide whether or not to proceed with it. 

Proposition 4: Social costs related to each activity, product, 

or service shall be passed on to the consumer. 

Proposition 5: Business institutions, as citizens, have the re-

sponsibility to become involved in certain social problems that 

are outside of their normal areas of operation. 

 

Many managers counter that the most socially responsible ac-

tion a company can engage in is to maximize its profits [Milton 

Friedman’s 1970 article 'The Social Responsibility of Business Is 

to Increase Its Profits' (The New York Times Magazine, Septem-

ber 13, 1970) is one of the most assigned, and most debated, pa-

pers in social issues pedagogy]. 

 

This view is founded on four related ideas (Stahl/Grigsby, 

1997:100-101): 

• Profit-maximizing is the only legitimate purpose of busi-

ness. 
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• Social responsibility subverts the market system. 

• The roles of government and business will be confused. 

• The pursuit of social programs as well as economic goals 

could make corporations too powerful. 

 

Managers today feel that a once clear separation between pub-

lic and private sectors has broken down (Ciulla, 2004a; Ciulla, 

2004b). 

To respond effectively and efficiently to the major social issues 

and demands of the day, corporate social policy must be inte-

grated into corporate strategy (Davis, 1973); at the same time, 

many of these stakeholders feel that much of the business com-

munity has not and is not adequately dealing with many of these 

social problems of concern (Velentzas/Broni, 2017:81). 

In earlier times, managers had only to concern themselves 

with the economic results of their decisions (Ostas, 2001). 

Today, it is generally accepted that business firms have social 

responsibilities (Fuller/Tilley, 2005). 

Social responsibility is complex because it must be applied in a 

wide variety of areas (Mescon / Taylor, 1987). 

Corporate social responsibility can be defined as the economic, 

legal, ethical, and discretionary expectations that society has of 

organizations at a given point in time (Archie, 2000; Carroll, 

1996; Kitson/Campbell, 1996; Velentzas/Broni, 2017:156). 

The concept of corporate social responsibility means that or-

ganizations have moral, ethical, and philanthropic responsibilities 

(Kotsiris, 2002; Kourtoglou, 2024) in addition to their responsi-

bilities to earn a fair return for investors and comply with the 

law (Capaldi, 2005). A traditional view of the corporation sug-

gests that its primary, if not sole, responsibility is to its owners, 

or stockholders (Decker, 2004). 

However, CSR requires organizations to adopt a broader view 

of their responsibilities that includes not only stockholders, but 

many other constituencies as well, including employees, suppli-

ers, customers, the local community (local self-government), state 

government, environmental groups, and other special interest 

groups (Viswesveran et al., 1998). Collectively, the various 

groups affected by the actions of an organization are called 

"stakeholders" (Velentzas/Broni, 2017:132) 
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Corporate social responsibility is related to, but not identical 

with, business ethics (Velentzas/Broni, 2017:61). Business ethics 

can be understood as the study of the ethical/moral dimensions 

of productive organizations and commercial activities, which in-

cludes ethical analyses of the production, distribution, marketing 

(Donaldson / Walsh, 2015), sale, and consumption of goods and 

services (Velentzas/Broni, 2010a; Velentzas/Broni, 2012). 

 

The economic responsibilities refer to society's expectation that 

organizations will produce goods and services that are needed 

and desired by customers and sell those goods and services at a 

reasonable price (Decker, 2004). Organizations are expected to be 

efficient, profitable, and to keep shareholder interests in mind 

(McWilliams/Siegel, 2001). The legal responsibilities relate to the 

expectation that organizations will comply with the laws set 

down by society to govern competition in the marketplace 

(Stange, 1994). Organizations have thousands of legal responsi-

bilities governing almost every aspect of their operations, includ-

ing consumer and product laws, environmental laws, and em-

ployment laws (Conry/Nelson, 1991).  

The ethical responsibilities concern societal expectations that 

go beyond the law, such as the expectation that organizations will 

conduct their affairs in a fair and just way (Broni, 2009a). This 

means that organizations are expected to do more than just com-

ply with the law, but also make proactive efforts to anticipate 

and meet the norms of society, even if those norms are not for-

mally enacted in law (Velentzas/Broni, 2010a; Velentzas/Broni, 

2012). Finally, the discretionary responsibilities of corporations 

refer to society's expectation that organizations be good citizens 

(Kotsiris, 2002). This may involve such things as philanthropic 

support of programs benefiting a community or the nation (Col-

lins, 1995; Mescon/Taylor, 1987). It may also involve donating 

employee expertise and time to worthy causes (Collier / Esteban, 

2007). 

Corporate policy should state clearly (Broni et al., 2017b:243, 

344, 655). Illegal actions in any form will not be condoned or 

tolerated by the company (Conger/Kanungo, 1998). 

Much of the battle that goes on between government, business, 

and society is a result of the conflict between their different views 
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on economic and social responsibility goals (Cornuel/Kletz, 

2003). 

Today, businesses cannot operate without contact and interac-

tion with the government and its myriad of rules and regulations 

(Price, 2006). 

The managers of the corporation must take responsibility to 

fulfill their duties to their stockholders and to the public (Green, 

1994; Solomon, 1996) at large by extending themselves further 

by making more personal contact among employees, business 

management, the academic community, and political groups 

(Trevino/Nelson, 2004). This, in turn, will permit corporate lead-

ers to become influential in political affairs to an extent never be-

fore realized (Bass/Steidlemeier, 1998; Broni, 2009b; Mendon-

ca/Kanungo, 1998). 

 

The most convenient way to explore this approach is to con-

sider the supra-legal moral principles that philosophers common-

ly offer (Velentzas/Broni, 2017:591).  

Five fairly broad moral principles suggested by philosophers 

are as follows (Fieser, 1996): 

Harm principle: Businesses should avoid causing unwar-

ranted harm. 

Fairness principle: Businesses should be fair in all of their 

practices. 

Human rights principle: businesses should respect human 

rights. 

Autonomy principle: Businesses should not infringe on the 

rationally reflective choices of people. 

Veracity principle: Businesses should not be deceptive in 

their practices. 

The attraction of these principles is that they appeal to univer-

sal moral notions that no one would reasonably reject. But the 

problem with these principles is that they are too general (Fieser, 

1996). 

 

The above principles are abstract in nature. That is, they 

broadly mandate against harm and broadly endorse autonomy. 

Because they are abstract, they will be difficult to apply to con-

crete situations and consequently not give clear guidance in com-

plex situations (Fieser, 1996). An alternative approach is to forget 
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the abstract and focus instead on concrete situations that affect 

the particular interests of consumers, workers, stockholders, or 

the community. The recent stakeholder approach to business eth-

ics attempts to do this systematically (Velentzas/Broni, 2010a; 

Broni, 2009).  

It may be expressed in the following (Velentzas/Broni, 2017): 

Stakeholder principle: businesses should consider all stake-

holders' interests that are affected by a business practice (Phil-

lips, 2003). 

A stakeholder is any party affected by a business practice, in-

cluding employees, suppliers, customers, creditors, competitors, 

governments, and communities (Harrison / Freeman, 1999). Ac-

cordingly, the stakeholder approach to business ethics emphasiz-

es that we should map out the various parties affected by a busi-

ness practice (Clarkson, 1995). But this approach is limited since 

proponents of this view give us no clear formula for how to pri-

oritize the various interests once we map them out (Weiss, 2003).  

All stakeholders' interests must be treated equally -from the 

largest stockholder down to the garbage man who empties the 

factory dumpster. Probably no defenders of the stakeholder ap-

proach would advocate treating all interests equally (Freeman, 

2000). 

Alternatively, should the stockholders' interests have special 

priority? If we take this route, then the stakeholder principle 

(Marcoux, 2003) is merely a revision of the profit principle (Car-

roll, 1996).  

Another way of looking at concrete moral/ethical obligations in 

business is to list them issue by issue (Goodpaster, 1991; Good-

paster/Nash, 1998). This is the strategy (Freeman, 1984) behind 

corporate codes of ethics that address specific topics such as con-

fidentiality of corporate information, conflicts of interest, bribes, 

and political contributions (Freeman/Evan, 1990).  

Although corporate codes of ethics are often viewed cynically 

as attempts to foster good public relations or to reduce legal lia-

bility, a corporate code of ethics is a reasonable model for under-

standing how we should articulate moral principles and intro-

duce them into business practice (Heath, 2006). The practical 

advantage (Singhapakdi/Vitell, 1991:1-12; Singhapakdi et al., 

1996:635-644) of this approach is that it directly stipulates the 

morality of certain action types, without becoming ensnared in 
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the problem of deriving particular actions from more abstract 

principles, such as the harm principle (Velentzas/Broni, 2010a). 

But, the limitation of the corporate code model is that the princi-

ples offered will appear to be merely rules of prudence or good 

manners (Smith/Quelch, 1993) unless we can establish their dis-

tinctly moral character (Smith, 1995:85-97; Tybout/Zaltman, 

1974:357-368). And this requires relying on more general princi-

ples of ethics described above, which, we've seen, come with their 

own set of problems.  

 

 

3. Ethical Principles for Business  

 

3.1. The Six Pillars of Character  

 

People with integrity value other principles, including honesty, 

respect, personal responsibility, compassion, and dependability. 

These qualities are integrated into the Six Pillars of Character (Jo-

sephson Institute). 

 

The six Pillars of Character are the core ethical values of char-

acter counts, i.e., the core ethical values that transcend cultural, 

religious, and socioeconomic differences. 

The pillars are (Velentzas, 2020:545; Velentzas et al., 2018): 

• Trustworthiness 

• Respect 

• Responsibility 

• Fairness 

• Caring 

• Citizenship 

 

Each Pillar is consistently identified with a color: Trustworthi-

ness - Blue, Respect - Gold / Yellow, Responsibility - Green, Fair-

ness - Orange, Caring - Red, Citizenship - Purple. 

 

a. Trustworthiness 

Think "true blue" 

• Be honest  

• Don’t deceive, cheat, or steal  

• Be reliable - do what you say you’ll do  
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• Have the courage to do the right thing  

• Build a good reputation  

• Be loyal - stand by your family, friends, and country 

 

b. Respect 

Treat others with respect; follow the Golden Rule  

• Be tolerant and accepting of differences  

• Use good manners, not bad language  

• Be considerate of the feelings of others  

• Don’t threaten, hit, or hurt anyone  

• Deal peacefully with anger, insults, and disagreements 

 

c. Responsibility 

Do what you are supposed to do  

• Plan ahead  

• Be diligent  

• Persevere  

• Do your best  

• Use self-control  

• Be self-disciplined  

• Think before you act  

• Be accountable for your words, actions, and attitudes  

• Set a good example for others 

 

d. Fairness 

Play by the rules  

• Take turns and share 

• Be open-minded; listen to others  

• Don’t take advantage of others  

• Don’t blame others carelessly  

• Treat all people fairly 

 

e. Caring 

Be kind  

• Be compassionate and show you care  

• Express gratitude  

• Forgive others  

• Help people in need  

• Be charitable and altruistic 
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f. Citizenship 

Do your share to make your community better  

• Cooperate  

• Get involved in community affairs  

• Stay informed; vote  

• Be a good neighbor  

• Obey laws and rules  

• Respect authority  

• Protect the environment  

• Volunteer 

 

In addition to the Six Pillars of Character, the science (Joseph-

son Institute) offers twelve Ethical Principles for Business Execu-

tives: 

 

3.2. The Twelve Ethical Principles for Business Executives 

 

Ethical values, translated into active language establishing 

standards or rules describing the kind of behavior an ethical per-

son should and should not engage in, are ethical principles (Bro-

ni et al., 2018).  

The following list of principles (Josephson Institute) incorpo-

rates the characteristics and values that most people associate 

with ethical behavior (Velentzas, 2019:25):  

 

a. Honesty 

Ethical executives are honest and truthful in all their dealings, 

and they do not deliberately mislead or deceive others by mis-

representations, overstatements, partial truths, selective omissions, 

or any other means. 

 

b. Integrity 

Ethical executives demonstrate personal integrity and the 

courage of their convictions by doing what they think is right 

even when there is great pressure to do otherwise; they are prin-

cipled, honorable, and upright; they will fight for their beliefs. 

They will not sacrifice principle for expediency, be hypocritical, 

or unscrupulous. 
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c. Promise-Keeping & Trustworthiness 

Ethical executives are worthy of trust. They are candid and 

forthcoming in supplying relevant information and correcting 

misapprehensions of fact, and they make every reasonable effort 

to fulfill the letter and spirit of their promises and commitments. 

They do not interpret agreements in an unreasonably technical or 

legalistic manner in order to rationalize non-compliance or create 

justifications for escaping their commitments. 

 

d. Loyalty 

Ethical executives are worthy of trust, demonstrate fidelity and 

loyalty to persons and institutions by friendship in adversity, 

support and devotion to duty; they do not use or disclose infor-

mation learned in confidence for personal advantage. They safe-

guard the ability to make independent professional judgments by 

scrupulously avoiding undue influences and conflicts of interest. 

They are loyal to their companies and colleagues, and if they de-

cide to accept other employment, they provide reasonable notice, 

respect the proprietary information of their former employer, and 

refuse to engage in any activities that take undue advantage of 

their previous positions. 

 

e. Fairness 

Ethical executives and fair and just in all dealings; they do not 

exercise power arbitrarily, and do not use overreaching or inde-

cent means to gain or maintain any advantage, nor take undue 

advantage of another’s mistakes or difficulties. Fair persons man-

ifest a commitment to justice, the equal treatment of individuals, 

tolerance for and acceptance of diversity, the they are open-

minded; they are willing to admit they are wrong and, where 

appropriate, change their positions and beliefs. 

 

f. Concern for Others 

Ethical executives are caring, compassionate, benevolent, and 

kind; they like the Golden Rule, help those in need, and seek to 

accomplish their business objectives in a manner that causes the 

least harm and the greatest positive good. 
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g. Respect for Others 

Ethical executives demonstrate respect for the human dignity, 

autonomy, privacy, rights, and interests of all those who have a 

stake in their decisions; they are courteous and treat all people 

with equal respect and dignity regardless of sex, race, or national 

origin. 

 

h. Law Abiding 

Ethical executives abide by laws, rules, and regulations relating 

to their business activities. 

 

i. Commitment to Excellence 

Ethical executives pursue excellence in performing their duties, 

are well-informed and prepared, and constantly endeavor to in-

crease their proficiency in all areas of responsibility. 

 

j. Leadership 

Ethical executives are conscious of the responsibilities and op-

portunities of their position of leadership and seek to be positive 

ethical role models by their own conduct and by helping to cre-

ate an environment in which principled reasoning and ethical de-

cision making are highly prized. 

 

k. Reputation and Morale 

Ethical executives seek to protect and build the company’s 

good reputation and the morale of its employees by engaging in 

no conduct that might undermine respect and by taking whatev-

er actions are necessary to correct or prevent inappropriate con-

duct of others. 

 

l. Accountability 

Ethical executives acknowledge and accept personal accounta-

bility for the ethical quality of their decisions and omissions to 

themselves, their colleagues, their companies, and their communi-

ties. 
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4. Conclusion 

 

Corporate social responsibility is essentially a concept in which 

companies voluntarily decide to contribute to a "better society" 

and a "cleaner environment". The socially responsible person not 

only fully fulfills his legal obligations, but also exceeds the limits 

of law enforcement by investing more in human resources and 

the environment. 

Corporate social responsibility, as a process through which 

companies manage their relationships with a wide range of im-

portant stakeholders, which can substantially affect their license 

and its importance to business, becomes clear. That is why it is 

proposed to treat it as an "investment" and not as a cost, like 

"quality management". 

Ethics in business and marketing shows the frightening dy-

namics, positive or negative, and the diversity of the social envi-

ronment in which we live. 

Moral education is not the miraculous elixir of virtue. But its 

lack would be a missed opportunity to develop the capacity for 

judgment with the rationale of promoting moral analysis in our 

new, unknown world. 

We are facing a new categorical command, according to Kant: 

The better we want to live, the more responsibility develops; the 

more uncertainty spreads, the more responsibility increases; the 

more the "risk society" and its labyrinthine morphology expand, 

the more the dogmatic logic of prosperity through profit maximi-

zation will mutate into a logic of weighing. 

 The work in the moral field does not end with the revelation 

of only the moral truth, even with its passage to the moral con-

sciousness. 

The work in the ethical field in business and marketing does 

not end with the revelation of only the moral truth, even with its 

passage to the moral consciousness. 
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