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CHAPTER -1

INTRODUCTION

Generally, ethics refers to rightness or wrongméss action. In other words,
it implies what ought to do or ought not to dapplied ethics deals with difficult
moral and ethical questions and controversial missales that people actually face in
their lives. For example- the moral issues regaraiportion, euthanasia, giving to the
poor, sex before marriage, the death penalty, gstyihn marriage, censorship, so
called “white lies”, paying bribe, cheating to ttiestomers, barren promise and so on.
Further, applied ethics is a field of ethics thatld with ethical questions in many

fields, such as medical, technical, legal, mediafgssional and business ethics.

Businessthics is one of the important aspects of appltecte that examines
ethical principles and moral or ethical problemet #frise in business environment. In
other words, business ethics means the applicafi@thical rules and regulations in
the field of business. It is applied to all fornfsboisiness. It is related to the conduct
of individuals and business organizations as a &htil is one of the emerging
branches of philosophy in general, applied ethicparticular. Business Ethics deals
with most of the aspects of a man and his obligatimwards the customers, society
and environment. One should be ethical while cotidgdhe business. It not only
deals with the individual, but also with the sogjetnvironment, animals and plants,

etc. It also affects every walks of people.

R.C. Solomoh (1992) points out in his article “Corporate Rol&ersonal
Virtues: An Aristotelean Approach to Business Eshic¢hat the search for morality
and social responsibility in business operationd ameractions with the human
society and the environment can be traced baékitsiotle, who can be termed as the
first business ethicist in the world. Aristotle gave utmost emphasis olivation of
good virtues. According to him, an individual ipart of the society and his decision
is society’s decision. Therefore, it is paramoumpaortance to cultivate good virtues
and habits. One has to think of oneself as a membéne larger community and
strive to excel, to bring out what was best in shared enterprise. Further, he held

that those who trade for profits, they are callpdrasites”. All trade was a kind of

! R. C. Solomon, “Corporate Roles, Personal Virtues:Aristotelean Approach to Business Ethics”,
Busines<thics QuarterlyVol. 2, No. 3, July 1992, pp. 317-339.



exploitation, for him. Although not all businessnueres can wholly be described as
exploitative, yet he was right in believing thaeith was a need to reduce the gap
between business and the rest of life in ordera&ersure that business organizations
conform to the customary standards of moral condsctesired by society.

|. 1 TheProblem of the Study

There are innumerable problems in business ethicwill be difficult to
practice business ethics or to ask others to follbem, unless one adheres one’s
personal code of ethics. In business, how do yaue lethics, when you need to be
cut-throat? This is a great dilemma for the busipessons who want to make profit
only. Nothing else, only profit and profit! Thesearcher has encountered a few
issues and challenges that are crucial and vetinpet with regard to ethical issues

in business. The prominent problems are

Is there any place of ethics in business?

What are the ethical challenges in business?

What is the moral link between business and enwnent?
Does business believe in socially responsible didesnents?
What are the ethical issues behind CSR?

YV V. V V V V

Why should a customer patronage a particular brand?
|.2 Review of Literature

Adam Smith (1776nentioned that individuals are fully capable otisgtand
regulating prices for their own goods and serviesargued passionately in favor of
free trade, yet stood up for the little person.sTiok provided the first and still the
most eloquent-integrated description of the workimg a market economy. Smith
viewed competition as economically efficient: “Eyemdividual is continually
exerting himself to find out the most advantageenmployment for whatever capital
he can command. It is his own advantage, indeatinanhthat of the society which he
has in view. But the study of his own advantagenadiy, or rather necessarily, leads
him to prefer that employment which is most advgetaus to the society.” (pp. 569-
570) This unabridged edition offers the modern eeadfresh look at a timeless and

seminal work that revolutionized the way governmeahd individuals view the



creation and dispersion of wealth-and that consnieeinfluence our economy right

up to the present day.

Milton Friedman (1983) (in T. Donaldson and P.H. Wane (eds.) Ethical
Issues in Business: A Philosophical Approach) esged that there is one and only
one social responsibility of business... to incrasserofits....Further he argued that,
What does it mean to say that “business” has respitities? Only people can have
responsibilities. A corporation is an artificial rpen and in this sense may have
artificial responsibilities, but “business” as a oild cannot be said to have
responsibilities, even in this vague sense. Agéihat does it mean to say that the
corporate executive has a “social responsibility’his capacity as businessman? If
this statement is not pure rhetoric, it must méwsat he has to act in some way that is
not in the interest of his employers. For exampkejs to refrain from increasing the
price of the product in order to contribute to tbecial objective of preventing
inflation, even though a price increase would bethe best interests of the
corporation. Or at the expense of corporate profits is to hire “hardcore”
unemployed instead of better qualified availableknuen to contribute to the social
objective of reducing poverty.

Norman E. Bowie (2002) applied Kantian approacbusiness ethics. Kant’s
ethical theory on business ethics is known as déogy. Kant held that we should
respect to the persons and any business practit@uks money on par with people is
immoral. He framed three formulations based ongmateal imperative and applied it

to business ethics. The three formulations are:

1. Act only on that maxims which would become a urseétaw.

2. Always treat the humanity in a person as an end, rever as a means
merely.

3. So act as if you were a member of an ideal kingdbends in which you

were both subject and sovereign at the same time.

C.K. Prahalad (2005) held that it is not only theéydof businesspersons to
earn profit but also there is enough scope to eatelipoverty through profits. He
asserts that there are around 7 billion peopléenworld, 4 to 5 billion people live at
the bottom of the pyramid (BOP). Those 4 to 5 duillpeople who live on less than $2
a day? It is the moral and ethical duty of the besspersons to uplift their living
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standards in the form of investments. Why cannot mabilize the investment
capacity of large firms with the knowledge and caimment of NGOs and the
communities that need help? Why cannot we co-crgatpie solutions?

D. Harkef et al., (2005) expressed that in order to checkcomptable or
irresponsible advertising, government must framfecéive Advertising Standards
Authority (ASA). Harker and co insisted that afgefQulatory approach is the need
of the hour to deal with unfair, misleading, deoemt offensive, false and socially
irresponsible advertising. They discovered two eamrks to handle irresponsible
advertising. The first one deals with AdvertisinglfSRegulation (ASR) process:
complaint acceptance and processing. The NZ ASRy bdodes not monitor
advertising because of healthy economic reasonreT$leould be a filter system that
rectifies or modifies fake ads. However, rathemtbbae person being responsible for
this important filter task, a small committee sliblde formed to ensure that the
process is fair. The second one highlights thattprais different from theory. Unless
and until, a law is implemented in letter and g$pitine law becomes useless. The
advertising industry in NZ spoke to the advertissodtly and gently regarding
unacceptable ads. Thus, even before complainteeetved, ASA regulators take the
informal route and warn advertisers of possiblebfmms with ads. In this way,
numerous potentially unacceptable ads are amended wathdrawn from the

marketplace before the damage is done.

S. K. Bhatia (2008) mentioned three approachesdtegt the social interests
of man, namely, Corporate Social Responsibility RESBusiness Ethics and
Corporate Governance. CSR has its origin in USAuakeven decades ago. It is an
obligation of decision-makers to take actions, Whacotect and improve the welfare
of society as a whole along with their own intesessuch decisions may affect
environment, consumers and community. The secopdoaph deals with business
ethics. It is concerned with social values thatlate consumer and environmental
protection. Business ethics are rules of businessluct, by which propriety of

business activities may be judged. It is equalljates to the behavior and

?> Debra Harker, Glen Wiggs and Michael Harker. “Respee Advertising Regulation: A Case Study
from New Zealand”Australian Journal of Political Scienc&ol. 40, No. 4, December 2005, pp. 541-
554,



responsibilities of managers and ethical obligatiah business professionals. The
third approach is corporate governance that adesathancing the accountability of
the board of directors to shareholders, more tresp auditing and more
responsibilities of independent directors and asdwn of roles of chairperson and
chief executive, etc. The importance of good cafmrgovernance can hardly be
over-emphasized, especially after witnessing tloelghg corporate failures like that

of Enron, Satyam and recently 2G Spectrum scam.

Biswanath Ghosh (2008) maintained that ethics leasrbe a part of business
because it has been realized that ethics and goftbgether. In the long-run good
ethics is good business. Business ethics is camsides a management discipline
since the birth of social responsibility of busiseBusiness has the responsibility to

improve society and not simply to exploit it.

Surya Deva (2012)critically elaborated two recent Indian initiativesmely,
the National Voluntary Guidelines on Social, Enmmtental and Economic
Responsibilities of Business 2011 and the CompaBik<2011. Both the two laws
aim at promoting CSR in India. The Indian Compadkfirst came in 2009 and its
refined version came in 2011 for sustainable dgraknt and CSR. The Companies
Bill 2011 held that a company has to spend at [2#sbf average net profits on CSR
activities annually. The author held that the neédhe hour is to humanize the
corporate law to ensure that companies conductnessiin a socially responsible
manner. Again, the author doubted whether the doeke and the Bill in fact
embody a distinctly Indian approach to CSR. Dewso asked the very pertinent
guestion, Does Mahatma Gandhi’s trusteeship theaunyd be practiced to develop an
Indian approach to CSR? He concludes that Gandhisteeship theory can be
implemented to develop an Indian approach to C8Ritmight not be feasible to do
so in near future. Further, he expressed that lapploach in international business
failed to work globally because the companies hvevork as per the tunes of

international business.

* Surya Deva, “Socially Responsible Business in Indias the Elephant Finally Woken Up to the
Tunes of International Trends3dpurnal of Common Law World Revigvol. 41, Issue. 4, 2012, pp.
299-321.



L. C. Leonidod et al., (2013), in their research paper mentiotred how
unethical business practices of firms affect thestmmers in terms of trust,
satisfaction, and loyalty. The study showed thaghhievels of perceived corporate
unethicality decrease consumer trust. This in weduces consumer satisfaction,
which ultimately has negative effects on custonogalty. It was also revealed that,
though both consumer gender and urbanity have aeratidg effect on the link
between perceived unethicality and trust, the agemand level of education of the
consumer did not exhibit such an effect. With rdgdao consumer cultural
characteristics, both high uncertainty avoidanag law individualism were found to
increase the negative impact of business unettycalfi trust, as opposed to power

distance and masculinity that did not have any metdey effect on this relationship.

Jilla A. Brown and William R. Forst2r2013) argued that how companies
should morally prioritize corporate social respoigy (CSR) initiatives and
stakeholder claims from the body of Adam Smith’skyancluding two lesser-known
manuscripts—th&heory of Moral Sentimentand Lectures in Jurisprudenc&mith
makes philosophical distinctions between justicd @eneficence and perfect and
imperfect rights. We leverage those distinctionspeak to contemporary CSR and
stakeholder management theories. We address #e-odiglected question as to how
far a company should be expected to go in purdu@SR initiatives and we offer a
fresh perspective as to the role of business atiogl to stakeholders and society as a
whole. Smith’s moral insights help us to propogwactical framework of legitimacy
in stakeholder claims that can help managers safgmiopriate and responsible CSR

activities.

* Leonidas C. Leonidou, Olga Kvasova, ConstantinosLBbnidou and Simos Chari, “Business
Unethically as an Impediment to Consumer Trust: Vioelerating Role of Demographic and Cultural
Characteristics”Journal of Business Ethic¥ol. 122, Issue 3, February 2013, pp. 397-415.

> Jilla A. Brown and William R. Forster, “CSR and Egholder Theory: A Tale of Adam Smith”,
Journal of Business Ethic¥ol. 112, Issue 2, January 2013, pp. 301-312.
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Heather R. Dixon-Fowl&ret al., (2013) tried to show the relationship hestw
Corporate Environmental Performance (CEP) and Corporate Financial
Performance (CFP). Generally, CEP and CFP demonstrate a positiaioakhip.
However, some arguments and empirical results daweonstrated otherwise. As a
result, researchers have called for a contingeppyoach to this research stream that
moves beyond the basic question “does it pay tgrben?” and instead asks “when
does it pay to be green?” In answering this ch#ytprovide a meta-analytic review
of CEP—CFP literature in which they identify potehimoderators to the CEP—CFP
relationship including environmental performanceety(e.g., reactive vs. proactive
performance), firm characteristics (e.g., large small firms), and methodological
issues (e.g., self-report measures). By analyzhmgpd contingencies, this study
attempts to provide a basis on which to draw cachs regarding some
inconsistencies and debates in the CEP-CFP resedoche of the results of the
moderator analysis suggest that small firms amyliko benefit more than large firm
as far as environmental performance is concernedhé&r, US firms seem to benefit
more than international counterparts do and enwental performance seems to

have the strongest influence on market-measurésasfcial performance.

|.3 Methodology

Basically there are two types of research, namesypirical and conceptual.
Empirical research deals with the empirical issaephenomenal issues whereas
conceptual research deals with the concept or gtploy of the concerned concept.
An attempt is made to follow a logical, analytieadd conceptual method that helps
the researcher to have more clarity of thought\asidn for future of the research.

| .4 Sour ces

The present work heavily depends on the seconadargss that include

books, journals, business magazines, daily newspapel other electronic sources.

® Heather R. Dixon-Fowler, Daniel J. Slater, Jonatha Johnson, Alan E. Ellstrand and Andrea M.
Rome, “Beyond “Does it pay to be green?” A Meta-es of Moderators of the CEP-CFP
Relationship” Journal of Business Ethic®ol. 112, Issue 2, January 2013, pp. 353-366.



|.5 An overview of all Chapters

The first chapter discusses about the importanagtotal values in business.
Ethics plays a vital role in the field of busine&shics deals with the rightness or
wrongness of actions. It helps the businesspersdméow where he/she committed
mistakes, and provides the scope to bounce badkemasis of ethical reasoning.
Gandhiji maintains, “Where else, do you think, eshare more relevant, than in
business?” This shows that ethics is an indispensable pattusiness. Ethics and

business has to go simultaneously in any fieldusiress.

It is said that, “to reach the top is easy, butetain the position is difficult.” In
order to retain the top position in business, oag to adopt the core ethical values.
An attempt is made to show the importance of ethiglues in business. How do the
ethical values help for the growth of business&olheone fails in a business, he/she
will look back at the core ethical values to guide. The ethical values that can be
practiced in business are honesty, integrity, rasipdity, quality, trust, respect,
teamwork, leadership, corporate citizenship andetidder value. Unfortunately, life
is not that easy and there is always disagreemamitavhat values should reign
supreme. Edward Spranger defines the values, &asdhstellation of likes, dislikes,
viewpoints, inner inclinations, rational and ircatal judgments, prejudices, and

association patterns that determine a person’s efahe world.®

In the second chapter, the researcher intends rough light on ethical
challenges in business. As the twenty-first centapproaches the beginning of its
second decade, all kinds of organizations encowateety of changes and challenges
that will have a profound impact on their well bgintheir dynamics, their
performance and the form of their survival. Thé édimany Corporations in the West
as well as in the East has given one clear messagiee fore: ethics matters in
business. You can fool some people all the timalbpeople for some time, but
ultimately you cannot fool all the people at athés. If you are not running an ethical
enterprise, it will cost you dearly at some pointtlee other. Business leaders, thus,

need to bring ethical conduct to the core of tagenda, if they have not already done

" M.B. Athreya, “Are Ethics Irrelevant in Businessi?’ M.R. Gera (ed.)Corporate Governance &
Business Ethicdll India Management Association, New Delhi, 1997104.

8 S.K. BhatiaBusiness Ethics & Corporate GovernanBeep & Deep Publications, New Delhi, 2005,
p. 145.



so. In order to achieve success at the interndtienal in business seems to be a
daunting challenge. The researcher has tried histbaliscuss the challenges that are

crucial in business. Some of them are:

The challenge of ethical behavior
The challenge of managing a diverse workforce
The challenge of new technologies

The challenge of increased quality

a r w0 Db

The challenge of employee motivation and commitment

This (3rd) chapter presents a critical analysisthed relationship between
business and environment. Business fulfils the grgvday-to-day demands of the
people, and environment provides a safe workplaseork as well as live. In order to
fulfill the demands of the people, business hasseduso much environmental
problems, such as., global warming, ozone depletoi rain, tropical deforestation
or top soil erosion and remains to be seen. Anmgiteés made to discuss precisely,
clearly and elaborately the moral issues relatdolginess and environment, from all
the perspectives like what are the main sourcdbrehts to the environment? What
are ethical issues raised by pollution from comma¢and industrial enterprises? The
scholar also discussed about the significance sinkss and environment in the
society. And he has reached a conclusion that bsisishould not be done at the cost
of environment and too much environmentalist apgnos also not good for the
mankind. There should be a proper balance betwéen tivo (business and
environment). One should not grow at one’s cositggament and the society have to

play a crucial role in bringing the harmony betwéesiness and environment.

The need of the hour is green business. Greendsssia otherwise known as
sustainable business. Basically, green businesssr&d environmentally sustainable
business; which has no negative impact on the glawalocal environment,
community and economy. Again, green business igsinbss that strives to meet the
triple bottom line of sustainability- economic, &dcand environmental. Sustainable
business has been defined in many ways: “Meetings meeds while not
compromising the ability of future generations toean theirs” (Bruntland
Commission), “Living well within the limits of nata” (Mathis Wackernagel, author

of Sharing Nature’s Interestor simply “Not cheating on our children” (formeiK

9



Environment Minister John Gummer). Whatever mayheedefinition, those who are
working in the field of sustainability, they have take up the three realmsitriple
bottom line of sustainability (economic, social ar/ironmental). Instead of trading
these realms off against one another (jobs or tiver@ament; economic growth or
environmental health; development or habitat), ésoability aims to optimize all

three®

The fourth chapter states one of the most imporant inevitable aspects of
business, that isSocially Responsible Advertising (SRA). Business is marketing
and marketing is a lot about advertising. The psepof advertising is to
communicate with people with regard to the produgtd at the same time compel
them to buy the products. Advertising has a hugeachon the social, political and
economic aspects of a country. Since advertisingoisvisible, it gets criticized
frequently, for both what is and what is not. Byluencing people to try their
products, companies risk public criticism and &tddheir advertising displeases or
offends the audience or if their products do notasuee up to the advertised
promised. Although there are false, bogus, puféegied tall-claim advertisements are
frequently shown on Televisions, the scholar ingetalthrough light on SRA. Does
SRA pay? Is there anything called SRA? Do thermssipersons take responsibility
with regard to advertisements? If at all thereRASwhat kind of ad that is? Do they
compromise their business mind-set? At the end, rdsearcher concluded that
advertising should be responsible. After all, iyp&0 be responsible. The researcher
has taken the examples of Aircel (save the tig@rsg Body Shop (beauty comes
from within), Amul (the taste of India), Tata Tgaggo re campaign), and ldea’s keep
cricket clean. An attempt also made to criticalightight Socially Irresponsible
Advertising (SIA) like Fair & Lovely and Complan. After going thrdughe pros and
cons of advertising, it seems that SRA pays irldhg-run.

The fifth chapter presents ethics behind Corpoi@ateial Responsibility
(CSR) or the ethical issues involved in Corporatei& Responsibility. CSR plays a
pivotal role in the corporate sector. CSR is a ephevhereby organizations consider

the interests of society by taking responsibility the impact of their activities on

® Darcy Hitchcock and Marsha Willar@the Business Guide to Sustainabjlipyblished by Earthscan,
London, 2008, pp. 8-9.

10



customers, suppliers, employees, shareholders, coities and other stakeholders,
as well as the environment. In other words, it bandefined as, “Corporate Social
Responsibility is a commitment to improve communityell-being through

discretionary business practices and contributidre®rporate resources®

In the early 28 century, the first and foremost aim of businesmsi was
maximization of profits. The social activities qtiesed to the business firms with
regard to their singular objective of profit maxaaiion. They insisted that since
business derives their existence from society, tiese some obligations towards it.
Business has the responsibility to give back sometto the community. The concept
of social responsibility became popular after thwbligation of Howard R. Bowen’s
Social Responsibilities of BusineSsBowen argued that business enterprises should

consider the impact of their decisions on society.

The concept of CSR has come from USA about sevead#s ago. It is an
obligation of decision-makers to take actions thratect and improve the welfare of
society as a whole along with their own interes$sich decisions may affect
environment, consumers and community. It was Htecker who later emphatically
argued that management should assume social raésgipnsManagement has to
consider the impact of every business policy anmaaipon society. Again, it has to
consider the actions that are likely to promote pélic good and to advance the
basic beliefs of society, and to contribute tositability, strength and harmony. He
laid emphasis on “quality of product and custoneevise.”* Now-a-days, companies
spend a considerable amount of money in the CSRiteg. Several marketing
studies have found that social responsibility paogg have a significant influence on

several customer related outcomes.

Business has to be done for eradicating poverbutiir profits by targeting at
the bottom of the pyramid (BOP). BOP as a term eodcept has seen a recent
renaissance through the work of an eminent ProfesSK. Prahalad of the
University of Michigan. Out of 6.5 billion peopl@& ithe world today, according to

9P, Kotler and N. LeeCSR: Doing the most good for your company & yourseaWiley India Pvt.
Ltd., New Delhi, 2008, p. 3.

'35, K. Bhatia,Business Ethics & Global ValueBeep & Deep Publications Pvt. Ltd., New Delhi,
2008, pp. 227-28.

2 Ibid.

13 C. B. Bhatacharya and S. Sé@ning better at doing good;alifornia Management Review, 47(1),
pp. 9-24.
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Prahalad, more than 4 billion live at the bottom, lmy some of the their varying
definitions, at below $2 a day or below a purchggiower parity of $1,500 a yeHr.
Due to their inherent lack of money, businessesraddhe world have largely ignored
this vast collection of poor people. According t@lfalad, such neglect constitutes a
missed opportunity of vast proportions, for the tiudles at the bottom represent an

almost-limitless and promising pool of future coms&us. In his words, “as
multinational firms search for avenues for profieagrowth and radical innovation in
the new millennium, they may find a unique, countguitive opportunity-the 4

billion poor that are at the bottom of the econopycamid. Converting the very poor
into active consumers will foster innovations ioteologies and business modefs.”

In recent statements, Prahalad further elabor&tdsince two or three or four billion
additional consumers and producers will inevitapli a tremendous strain on the
environment, and particularly water and energy ueses, the issue of what he calls
“inclusive growth of poor people” and the issue adrporate sustainability are

inextricably linked"®

From the above discussion and analysis, it shoatsetihics plays a key role in
business. In other words, it pays to be ethicalfakss the historical background and
the current scenario are concerned, it inferstti@afuture of business ethics is bright
and prosperous. At the concluding part, the schotands to prove that whether it is
a deontological ethics, teleological ethics oraditonal ethics. The scholar advocates

the whole thesis is all about teleological ethics.

14 C. K. PrahaladThe Fortune at the Bottom of the Pyramidharton School Publishing, New Jersey,
2005, pp. 3-30.

' Ibid.

1% |bid.
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CHAPTER-1I

THE IMPORTANCE OF ETHICAL VALUES IN BUSINESS

In this chapter, the scholar is going to highlighé significance of ethical
values in the field of business. Ethical valueg @sasignificant role, not only for the
growth of business, but also for the upliftmenthd living conditions of the workers.
Ethics plays a pivotal role in the field of busisekthics deals with the rightness or
wrongness of actions. It helps the businessmamewkwhere he/she committed a
mistake and provides the scope to bounce back erbdisis of ethical reasoning.
Gandhiji maintains, “Where else, do you think, eshare more relevant, than in
business? This shows that ethics is an indispensable pabusfness. Ethics and its

values have to go simultaneously in any field dibess.

It is said that, “to reach the top is easy, butet@in the position is difficult.”
In order to retain the top position in business bas to adopt the core ethical values.
An attempt is made to show the importance of ethakies in business. How do the
ethical values help for the growth of business8otheone fails in a business, he/she
will look back at the core ethical values to guidm. The ethical values in business
are honesty, integrity, responsibility, qualityudt, respect, teamwork, leadership,
corporate citizenship and shareholder value. Uanfately, life is not that easy and

there is always disagreement about what valueddéheign supreme.

Edward Spranger defines the values, “as the cdastvel of likes, dislikes,
viewpoints, inner inclinations, rational and ircatal judgments, prejudices and

association patterns that determine a person’s efete world.”
[I.1 Honesty

It is said that, “honesty is the best policy.” Tiestrue today more than ever.
This is just not a lip service, but most of thepmryations showed their commitment to
honesty. Claiming to be honest in an employee masyesse. One can be honest or

not. Even if one has not been caught yet, mostlpdapw who is and who is not.

! M.B. Athreya, “Are Ethics Irrelevant in Business?ih M.R. Gera (ed.)Corporate Governance &
Business Ethics, All India Management Association, New Delhi, 1997104.

2 S.K. BhatiaBusiness Ethics & Corporate Governance, Deep & Deep Publications, New Delhi, 2005,
p.145.
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The dramatic collapse of some of the Fortune 500pamies such as Satyam, Enron
and World.com or the well-known auditing firm Anden showed that even
successful companies could ultimately meet witlastisr, if their managers did not
practice the basic principles of honesty. For eyanfession “we would think of a
code of conduct or a set of values, which has ahwantent and that would be the
essence of ethics for that professidriThere should be transparency in operations
leading to accountability, which should ensure tyaénd protect the interest of all
stakeholders.

In order to maintain the ethical climate within thrganization, the first step is
to be a model of ethical behavior. Since we aradiyvn a monkey-see and monkey-
do world, the manager is the big monkey as everyoi@oking at him. Every single
action of his is judged/watched closely by the sutinates. If the employees look at
him cutting corners and consistently working onygaeeas, then they are probably
going to do the same thing regardless of what ymate of ethics says. If he is
ethical, then ethical people will come and do thsitess with him and vice-versa. A
saying goes like, “ethical business attract ethp@bple.” In India, one prominent
ethical house is Tata. Once J.R.D. Tata askedftnedthe House of Tatas and what
links that forge the Tata companies together: “Ulslocall it a group of individually
managed companies united by two factors: Firsiedirfg that they are part of a
larger group which carries the name and prestigéatds, and public recognition of
honesty and reliability-trustworthiness. The otreason is more metaphysical. There
is an innate loyalty, a sharing of certain beli&t all feel a certain pride that we are
somewhat different from other8 These several values that J.R.D. Tata refersue ha
been derived from the ideals of the founder ofgiaip, Jamsedji Tata.

Honesty does not come from outside. It has to cdren inside the
organization. Business operates as a system oévaglating to business goals and
techniques to meet specific human ends. This wouwdn viewing the needs and
aspirations of individuals as part of society.l#cameans realization of the personal

dignity of human beings. The prime role of leadgrsh to inculcate personal values

% p. Suresh Chandra Pal, Chairman’s message, |IEEfalls&Section Newsletter, September 2004.
<http://www.ewhi.ieee.org>

* Robert F. Drinan, Globalisation and Corporate Ethics’, 10" J.R.D. Tata oration on Ethics in
Business, Jamshedpur: XLRI,*ecember 2000.

14



and impart a sense of business ethics to the aa@mal members. An organization
should walk the talk on honesty. This is confirmimdthe Stern Stewart analysis of
Market Value Added (MVA), the Fortune magazine gs@l of the most admired

companies and by the ranking put out by Businessk/¥ethe US Research on 500
of the largest American corporations show that tihg 14 per cent distinguished

themselves by making an explicit public commitmienethics’
[1.2 Integrity

Honesty and integrity are the two sides of the sapir. One cannot have
honesty, without having integrity. These two (hdpeand integrity) are inter-
dependent with each other. Integrity connotes gtheand stability. It means taking
the high road by practicing the highest ethicahdsads. Demonstrating integrity
shows completeness and soundness in one’s chaaacteén his organization. Again,
integrity means soundness, firm adherence to a,cpdeciples and values and
openness and honesty (i.e., transparency, accdlifytand responsibilityf. Without
integrity at the individual, organizational, or 8% level, there is no trust and there
can be no social, competitive, community or ecaagsustainability nor effective
business transactions. The market system itseliatasurvive without a foundation
of participant trust in the integrity of the tranBans that are taking place and
reporting that is being done by companies and thaditors. Without trust, the
system tends toward chaos. Mr. A.R.Ansari, Chairgian-Managing Director of
NLC (Neyveli Lignite Corporation) said that honestyd integrity will spur growth.
Mr.A.R. Ansari held thaf:

“The employees of Neyveli Lignite Corporation shbwork with single-
minded devotion for the company’s growth.... honesid integrity were
two qualities that ought to be inborn and could m®taught. If employees
were pursuing any part-time commercial venturespoild certainly affect

their performance in the NLC because none couldessvo masters at the

> Dipankar GuptaEthics Incorporated, Response Books, New Delhi, 2006, p. 159.

® R.A. Peterson & O.C. FerreBusiness Ethics: New Challenges for Business Schools and Corporate
Leaders, Prentice-Hall of India Private Limited, New Del2i007, p.105.

" “Honesty, integrity will spur growth: NLC ChairmanThe Hindu, 18 November, 2009.
<http://www.thehindu.com>
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same time and remain loyal to both. In coursemgtisuch diversionary
pursuits would harm both the company and the engglgy personal

life....”
I1.3 Responsibility

Blaming others, claiming victimhood or passing thek may solve short-
term crises but refusal to take responsibility esodespect and cohesion in an
organization. People who practice ethics take nmesipdity for their actions.
Likewise, actions show the ability to be resporesibbth in the little and big things.
According to the “BSR (Business for Social Resphbifity) /Globe Sean State of
Sustainable Business poll 2009” of 274 businesdelesafrom 15 countries at the BSR
Conference 2009, climate change and human rigkttharmost significant priorities
for business’ sustainability efforts in the yeaeatt. The survey also revealed that
companies should take two key actions to rebuitdhblic’s trust in business that
dropped after the financial crisis: Demonstrateitp@s social and environmental
impacts and innovate for sustainability. Mr. Ratdata has taken the social
responsibility to provide clean (Swach) drinkingterato the rural people where
power cut occurs frequently. The news publishedhi@ Times of India, on "7
December, 2009:

“ A few years ago, the sight of four members ofamily precariously
balanced on a two-wheeler on Indian roads, movddrRaata enough to
come up with Nano, a “people’s car”. This time arduhe chairman of
Tata group is all set to launch a water purifieatalis responding to the
hardship faced by thousands of people in India efeodeprived of clean
drinking water (swach pani).... This feature mostppeals to the vast
rural population that faces power shortages. Theemwpurifier makes
brackish water potable. Studies estimate that [B02@nore people will

die because of water-borne diseases than AIDS.”

Corporate Social Responsibility (CSR), also knowrs a@&orporate

responsibility, corporate citizenship, responsibigsiness, sustainable responsible

8 D.R. Kiran,Professional Ethics & Human Values, Tata McGraw-Hill, New Delhi, 2007, p.36.
°“Tata’s ‘Swach’ water plan”, The Times of Indid" December, 2009.
<http://www.timesofindia.indiatimes.com>
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business (SRB), or corporate social performancea iform of corporate self-
regulation integrated into a business model. Ige&SR policy would function as a
built-in, self-regulating mechanism whereby bussesuld monitor and ensure its
adherence to law, ethical standards and interratioorms. Business would embrace
responsibility for the impact of their activitiesh dhe environment, consumers,
employees, communities, stakeholders and all atiembers of the public sphere.
Furthermore, business would proactively promotepiielic interest by encouraging
community growth and development, and voluntariisnmating practices that harm
the public sphere, regardless of legality. Essinti@SR is the deliberate inclusion
of public interest into corporate decision-makiramd the honouring of a triple

bottom line: people, planet, profit.

The practice of CSR is subject to much debate atidiem. Proponents argue
that there is a strong business case for CSR aincibrporations benefit in multiple
ways by operating with a perspective broader anddo than their own immediate,
short-term profits. Critics argue that CSR distsaitom the fundamental economic
rule of business; others argue that it is nothingranthan superficial window-
dressing; others yet argue that it is an attempreéeempt the role of governments as

a watch-dog over powerful multinational corporation
[1.4 Quality

Quality plays a pivotal role in a company’s repiatiat Quality should be more
than making the best product but should extendveryeaspect of your work. A
person who recognizes quality and strives for itydaas a profound sense of self-
respect, pride in accomplishment and attentivernieas affects everything. From
one’s memos to one’s presentations, everything tonehes should communicate

professionalism and quality.

Quality business manages to attract customers,neehtheir experience,
satisfy and delight them, and generate repurchdsethical conduct of service
providers penalize customers, tarnish their expeagcause dissatisfaction that result
in customer defection. Customers unfortunately, inoeeasingly being subject to
unethical conduct by service providers. How dacsthelp to maintain the quality of

an organization? Ethics makes a link between therthand practice. The sole aim of
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an organization is to provide better quality sesvic the customer as far as possible.
Without customer’s satisfaction, a business orgditn cannot grow. Customers are

the deciding factors of the fate of a company.
[1.5 Trust

Legendary entrepreneur Warren Buffett has rightyned out: “Trust is like
the air we breathe. When it is present, nobodyiyertices. But when it is absent,
everybody notices.” There is no free ride. Trudtasd to earn and even harder to get
back after one lost it. Trust is composed of tHueelamental elements: predictability,
dependability, and faitlf. Predictability tends to eliminate surprises, wharke not
usually welcome in the business environment. Depleility provides assurance that
one can be counted on to perform as expected. Faithe belief that one will
continue to be predictable and dependable. The feeddust arises when one faces
some type of risk. Trust in a person or a firm év@loped based on experience over
time. As one gains positive experience and develays in another, the perceived

risk of dealing with the party declines. Thus tnssa risk-reducing mechanism.

1 pDavid J. FritzscheBusiness Ethics: A Global & Managerial Perspective, Tata McGraw-Hill,
Singapore, 1997, p. 22.
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[1.5.1 Trust in Supplier Relations

Suppliers, often called vendors, provide a firmhvtlie products and services
it needs to conduct business. These include, lutnat limited to raw materials,
products, communication services, consulting sessifinancial services, accounting
services and computer services. Thus, suppliersinpertant stakeholders of an
organization. A business often deals with somet®fsuppliers over an extended
period of time, developing symbiotic relationshipsirchases move from a series of
discrete transactions to an ongoing buyer-sellatiomship which we will refer to an
as exchange relationship. An exchange relationgshipased on trust between both
parties that each will honour her or his commitrseard thus minimize surprise. This
significantly reduces the risk involved in the huyiprocess. A buyer earns a
supplier’'s trust when good credit standing is neamgd, and all commitments are
honoured. A supplier’s trust is lost when a buyegages in “sharp” (questionable)
practices such as playing off one supplier agansther in an effort to gain a price
advantage. Other attempts to chisel on price, dicoty lying and cheating, also

destroy trust.
[1.5.2 Trust in Customer Relations

The supplier's contact with a customer is through s$ales force. A
salesperson earns a customer’s trust by being daepkn honest, competent,
customer-oriented and likeable. Customers relyuppkers to provide products and
services of acceptable quality when promised. Hyniesexpected and is required to

maintain trust. Competence is also a prerequisitaust.
[1.5.3 Trust in Employee Relations

There should be mutual co-operation and understgratnong the employees
in an organization. A climate of trust provides noyed communications; greater
predictability, dependability, and confidence amoagployees; a reduction in
employee turnover; an openness and a willingnesksten and accept criticism
nondefensively; a reduction of friction among enygles. Jitendra Mishra and Molly

Morrissey report factors that promote trust are:
l. open communications
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Il. giving workers a greater share in the decision ngki
[l sharing of critical information
V. true sharing of perceptions and feeling

Employee empowerment is a pre-requisite for theeld@ment of quality
circles and work teams designed to improve prodactiefficiency and
competitiveness. By making work meaningful, empés/edevelop an internal
commitment to their job. They determine the besy waget the job done and take
ownership in the quality of the results. They abkedo see and develop a pride in
their accomplishments. This is possible becausatarosphere of trust promotes a

sense of self-efficacy and trust rests on a fouodatf ethical behavior.
1.6 Respect

Respect is more than a feeling, but a demonstratidmonour, value and reverence
for something or someone. We respect the laws,pd@ple we work with, the
company and its assets and ourselves. It is saig t@ourtesy pays nothing, but
gains much.” Everyone in the organization has tpneapect towards each other. As
a leader of the group, one has to improve attituitlesrder to get respect. A person’s
attitude can have a powerful influence on thewatt@t of others who may be around
him/her. This is especially evident when people iawlved in a team effort. You
have probably experienced the feeling you get whemeone causes a positive
change in the attitudes of a group. Also, one naselexperienced the negative effect
produced when someone allows his or her negativiédudd to infect others.
Therefore, it is very crucial to respect all thepboyees in the organization from top

to the bottom level! There are seven principles of respectable busetesss.

[1.6.1 Be Trustful: Recognized customers want to do business with gpaoythey
can trust; when trust is at the core of a compdny,easy to recognize. Trust defined,

is assured reliance on the character, abilityngtieand truth of a business.

" H.R. Wallace and L.A. MasterBersonality Development, Cengage Learning, India, Pvt. Ltd. New
Delhi, 2006, p. 38.
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11.6.2 Keep an Open Mind: For continuous improvement of a company, the leader
of an organization must be open to new ideas. Aslopinions and feedback from

both customers and team members and your compdingowiinue to grow.

11.6.3 Meet Obligations: Regardless of the circumstances, do everythingneiso
power to gain the trust of past customers and tsljgrarticularly if something have

gone awry. Reclaim any lost business by honouringpanmitments and obligations.

11.6.4 Have Clear Documents: Re-evaluate all print materials including small
business advertising, brochurasd other business documents making sure they are
clear, precise and professional. Most importantkensure they do not misrepresent

or misinterpret.

11.6.5 Become Community Involved:Remain involved in community-related issues
and activities, thereby demonstrating that one'sirless is a responsible community

contributor. In other words, stay involved.

[1.6.6 Maintain Accounting Control: Take a hands-on approach to accounting and
record keeping, not only as a means of gainingtibkeel for the progress of one’s
company, but as a source for any “questionableiviies. Gaining control of

accounting and record keeping allows one to enddabjous activities promptly.

11.6.7 Be Respectful: Treat others with the utmost of respect. Regasdles
differences, positions, titles, ages or other typkslistinctions, always treat others

with professional respect and courtesy.
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1.7 Teamwork

It is not finance, strategy and technology. Teankw@mains the ultimate
competitive advantage because it is so powerfulsandare. Can one think of oneself
working on a project alone in the office and no @ there to support and assist
you? Obviously not! We all love to be part of anteand accomplish things through
teamwork. Teamwork can be defined as an activitg eet of inter-related activities
done by more than one person in order to achiese@amon objective. Teamwork is
not followed only in the corporate world today;hat it is one of the oldest things
known to man. Mankind has been working in teams guogips since the primitive
days of civilization. Hunting and wandering togetire groups is an apt example of
teamwork during those days. It is only in recemes, that it has been developed as a

“concept” in the management jargon.
T -Together
E-Everyone
A-Achieves
M-More

Most of the organizations fail to achieve genuieantwork because they
unknowingly fall prey to five natural but dangerapisfalls, Patrick Lenciorif calls

those five pitfalls as five dysfunctions of a tedrhe five dysfunctions are
1. absence of trust
2. fear of conflict
3. lack of commitment
4. avoidance of accountability

5. inattention to results

12 patrick LencioniThe Five Dysfunctions of a Team, Wiley India Pvt. Ltd., New Delhi, 2013, pp. 188-
220.
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[1.7.1 Absence of trust

The first dysfunction is an absence of trust amteagn members. It stems
from their unwillingness to be vulnerable withiretgroup. There are some members
who are not genuinely open with one another abloeit imistakes and weaknesses
make it impossible to build a foundation for trusttequires team members to make
themselves vulnerable to one another and be cartfidieat their respective
vulnerabilities will not be used against them. Thanerabilities here refer to
weaknesses, skill deficiencies, interpersonal sbarings, mistakes and requests for
help. Teams that lack trust waste inordinate anwohttime and energy managing
their behaviors and interactions within the grolipey tend to dread team meetings
and are reluctant to take risks in asking for derrig assistance to others. As a
result, morale on distrusting teams is usually ejidw, and unwanted turnover is
high.

Members of teams with an absence of trust...

v Conceal their weaknesses and mistakes from onéemot
v Hesitate to ask for help or provide constructivedieack

v Hesitate to offer help outside their own areasesponsibility

v Jump to conclusions about the intentions and ajeuof others without

attempting to clarify them
v Fail to recognize and tap into one another’s skilld experiences
v' Waste time and energy managing their behavioreffect
v" Hold grudges
v' Dread meetings and find reasons to avoid spendimgtbgether
Members of trusting teams...
v' Admit weaknesses and mistakes
v Ask for help
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v' Accept questions and input about their areas gforesibility

v' Give one another the benefit of the doubt befor@iag at a negative conclusion
v' Take risks in offering feedback and assistance

v Appreciate and tap into one another’s skills anukeences

v" Focus time and energy on important issues, notigmli

v Offer and accept apologies without hesitation

v' Look forward to meeting and other opportunitiesvtork as a group

How to overcome Dysfunction 1?

How to build a trust in a team? This question isli#fscult as building a trust
in a team. Unfortunately, vulnerability-based traahnot be achieved overnight. It
requires shared experiences over time, multipléantes of follow-through and
credibility, and an in-depth understanding of timque attributes of team members.
However, by taking a determined and focused approacteam can dramatically
accelerate the process and achieve trust in relgtshort order. Here are a few tools

that can bring this about.
Personal Histories Exercise:

In less than an hour, a team can take the firgisstieward developing trust.
This low risk exercise requires nothing more thamg around the table during a
meeting and having team members answer a shodf lggiestions about themselves.
Questions need not be overly sensitive in natuk raight include the following:
number of siblings, hometown, unique challengeshdfihood, favorite hobbies, first
job, and worst job. Simply by describing these treddy innocuous attributes or
experiences, team members begin to relate to ooemon a more personal basis
and see one another as human beings with lifeest@md interesting backgrounds.
This encourages greater empathy and understandim),discourages unfair and
inaccurate behavioral attributions. It is amaziogvHittle some team members know
about one another, and how just a small amountfofmation begins to break down

barriers.
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Team Effectiveness Exercise:

This exercise is more rigorous and relevant thanptevious one, but may
involve more risk. It requires team members to idgrthe single most important
contribution that each of their peers makes totélaen, as well as one area that they
must either improve upon or eliminate for the gaédhe team. All members then
report their responses, focusing on one persontiateg usually beginning with the

team leader.
360-Degree Feedback:

These tools have become popular over the past ywessirs and can produce
powerful results for a team. They are riskier trany of the tools or exercises
described so far because they call for peers tcemspkcific judgments and provide
one another with constructive criticism. The keyrtake a 360-degree program work,
in scholar’s opinion, is divorcing it entirely frontompensation and formal
performance evaluation. Rather, it should be useal developmental tool and allows
employees to identify strengths and weaknesseoutithny repercussions. By being
even slightly connected to formal performance eaatun or compensation, 360-

degree programs can take on dangerous politicartomks.
The Role of the Leader:

The most important action that a leader must takentourage the building of
trust on a team is to demonstrate vulnerabilitgtfilThis requires a leader’s risk
losing face in front of the team, so that subortfisawill take the same risk
themselves. The team leaders must create an amert that does not punish
vulnerability. Even well intentioned teams can $ubliscourage trust by chastising
one another for admissions of weakness or faileigally, displays of vulnerability
on the part of a team leader must be genuine; ¢hapot be staged. One of the best
ways to lose the trust of a team is to feign vudbdity in order to manipulate the

emotions of others.
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[1.7.2 Fear of conflict

When there is absence of trust among team memhelsads to fear of
conflict.’® Teams that lack trust are incapable of engaginmfiitered and passionate
debate of ideas. All great relationships that tagr time require productive conflict
in order to grow. This is true in marriage, pareaith friendship and certainly in
business. Unfortunately, conflict is consideredadmo in many situations, especially
at work. The higher one goes up the managemenh,ctie@@ more one finds people
spending inordinate amounts of time and energpdryo avoid the kind of passionate

debates that are essential to any great team.

It is important to distinguish productive ideolaogliconflict from destructive
fighting and interpersonal politics. Ideologicalnéiect is limited to concepts and
ideas, and avoids personality-focused, mean-spiattacks. However, it can have
many of the same external qualities of interpersapaflict-passion, emotion and
frustration-so much so that an outsider observeghinieasily mistake it for
unproductive discord. But teams that engage inymtie conflict know that their
only purpose is to produce the best possible swiut the shortest period of time.
They discuss and resolve issues more quickly angpkxiely than others, and they
emerge from heated debates with no residual feelimgcollateral damage, but with

an eagerness and readiness to take on the nexttanpissue.

Ironically, teams that avoid ideological conflidtem do so in order to avoid
hurting team members’ feelings, and then end upwaging dangerous tension.
When team members do not openly debate and disapmeé important ideas, they
often turn to back-channel personal attacks, whiehfar nastier and more harmful
than any heated argument over issues.

Teams that fear conflict...
v' Have boring meetings
v Create environment where back-channel politicsgerdonal attacks thrive

v' Ignore controversial topics that are critical tartesuccess

2 bid.
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v Fail to tap into all the opinions and perspectivEteam members

v' Waste time and energy with posturing and inter-queakrisk management
Teams that engage in conflict...

v" Have lively, interesting meetings

v Extract and exploit the ideas of all team members

v Solve real problems quickly

v" Minimize politics

v Put critical topics on the table for discussion

How to overcome Dysfunction 2?

How does a team go about developing the abilitywaitichgness to engage in
healthy conflict? The first step is acknowledgihgttconflict is productive and many
teams have a tendency to avoid it. As long as steamm members believe that
conflict is unnecessary, there is little chancet thawill occur. But beyond mere
recognition, there are a few simple methods for ingakonflict more common and

productive.
Mining:

Members of teams that tend to avoid conflict mustagionally assume the
role of a “miner of conflict”; someone who extrattsried disagreements within the
team and sheds the light of day on them. They mmarg¢ the courage and confidence
to call out sensitive issues and force team memtmensork through them. This
requires a degree of objectivity during meetingd ancommitment to staying with
the conflict until it is resolved. Some teams manito assign a member of the team

to take on this responsibility during a given megsi or discussion.
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Real-Time Permission:

In the process of mining for conflict, team memhbseed to coach one another
not to retreat from healthy debate. One simple ditéctive way to do this is to
recognize when the people engaged in conflict amoiming uncomfortable with the
level of discord and then interrupt to remind thémat what they are doing is
necessary. As simple and paternal as this may sdisca remarkably effective tool
for draining tension from a productive but difficulnterchange, giving the
participants the confidence to continue. And onlee discussion or meeting has
ended, it is helpful to remind participants tha tonflict they just engaged in is good

for the team and not something to avoid in theritu
The Role of the Leader:

One of the most difficult challenges that a leaf@ees in promoting healthy
conflict is the desire to protect members from haffhis leads to premature
interruption of disagreements and prevents team lmeesnfrom developing coping
skills for dealing with conflict themselves. Th&snot unlike parents who overprotect
their children from quarrels or altercations witbliegs. In many cases, it serves only
to strain the relationships by depriving the pgvaats of an opportunity to develop
conflict management skills. It also leaves them gmynfor resolution that never
occurs. Therefore, it is key that leaders demotestrastraint when their people
engage conflict, and allow resolution to occur raty, as messy as it can sometimes
be. This can be a challenge because many leaddrh& they are somehow failing

in their jobs by losing control of their teams chgyiconflict.
11.7.3 Lack of commitment

A lack of healthy conflict is a problem becausersures the third dysfunction
of a team: lack of commitmeht.Without having aired their opinions in the coud$e
a passionate and open debate, team members r&reWer, buy in and commit to
decisions, though they may feign agreement durimgtimgs. In the context of a
team, commitment is a function of two things: d¢haand buy in. Great teams make

clear and timely decisions and move forward witmptete buy-in from every

bid.
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member of the team, even those who voted agaiagdghision. They leave meetings
confident that no one on the team is quietly hargpdoubts about whether to

support the actions agreed on.

The two greatest causes of the lack of commitment tae desire for

consensus and the need for certainty:

Consensus: Great teams understand the dangerkifigeensensus and find
ways to achieve buy-in even when complete agreenenimpossible. They
understand that reasonable human beings do not toegeit their way in order to
support a decision, but only need to know thatrtbginions have been heard and
considered. Great teams ensure that everyone’s ateagenuinely considered, which
then creates a willingness to rally around whatelesision is ultimately made by the
group. And when that is not possible due to an sapathe leader of the team is

allowed to make the call.

Certainty: Great teams also pride themselves ongbable to unite behind
decisions and commit to clear courses of actiomevken there is little assurance
about whether the decision is correct. That is beedhey understand the old military
axiom that a decision is better than no decisidreyTalso realize that it is better to
make a decision boldly and be wrong-and then chdirgetion with equal boldness,

than it is to waffle.
A team that fails to commit...
v Creates ambiguity among the team about directionpaiorities

v' Watches windows of opportunity close due to exeesanalysis and unnecessary

delay
v Breeds lack of confidence and fear of failure
v Reuvisits discussions and decisions again and again

v' Encourages second-guessing among team members
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A team that commits...

v Creates clarity around direction and priorities

v Aligns the entire team around common objectives

v Develops an ability to learn from mistakes

v' Takes advantage of opportunities before competitors
v" Moves forward without hesitation

v" Changes direction without hesitation or guilt

How to overcome Dysfunction 3?

How does a team go about ensuring commitment? IBggaspecific steps to
maximize clarity and achieve buy-in, and resisting lure of consensus or certainty.

Here are a few simple but effective tools and ppies.
Cascading Messaging:

One of the most valuable disciplines that any team adopt takes just a few
minutes and is absolutely free. At the end of # steeting or off-site, a team should
explicitly review the key decisions made during theeting, and agree on what needs
to be communicated to employees or other constiasrabout those decisions. What
often happens during this exercise is that membietise team learn that they are not
all on the same page about what has been agreedamabthat they need to clarify
specific outcomes before putting them into actigloreover, they become clear on
which of the decisions should remain confidentiad avhich must be communicated
quickly and comprehensively. Finally, by leavingetiegs clearly aligned with one
another, leaders send a powerful and welcomed messaemployees who have
grown accustomed to receiving inconsistent and eggrtradictory statements from
managers who attended the same meetings.
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Deadlines:

As simple as it seems, one of the best tools feusmg commitment is the
use of clear deadlines for when decisions will bedes and honouring those dates
with discipline and rigidity. The worst enemy oft@am that is susceptible to this
dysfunction is ambiguity and timing is one of th@sncritical factors that must be
made clear. What is more, committing to deadlir@siritermediate decisions and
milestones is just as important as final deadlibesause it ensures that misalignment

among team members is identified and addressedebiie costs are too great.
Contingency and Worst-Case Scenario Analysis:

A team that struggles with commitment can beginrcwing this tendency
by briefly discussing contingency plans up frontbetter yet, clarifying the worst-
case scenario for a decision they are strugglingd&e. This usually allows them to
reduce their fears by helping them realize thatdbsts of an incorrect decision are

survivable and far less damaging than they hadimeag
The Role of the Leader:

More than any other member of the team, the leamlest be comfortable with
the prospect of making a decision that ultimatelsn$ out to be wrong. And the
leader must be constantly pushing the group foswl® around issues, as well as
adherence to schedules that the team has set. tihlgader cannot do is place too

high a premium on certainty or consensus.
11.7.4 Avoidance of accountability

When there is a lack of real commitment and buyteam members develop
an avoidance of accountability, the fourth dysfioret® Without committing to a
clear plan of action even the most focused andedripeople often hesitate to call
their peers on actions and behaviors that seemtequaductive to the good of the
team. Accountability is a buzzword that has lostmaf its meaning as it has become
as overused as terms like empowerment and quétityhe context of teamwork,
however, it refers specifically to the willingnestteam members to call their peers

' bid.
31



on performance or behaviors that might hurt thenteehe essence of this dysfunction
is the unwillingness of team members to tolerae ititerpersonal discomfort that
accompanies calling a peer on his or her behavidrthe more general tendency to
avoid difficult conversations. Members of great nbsaovercome these natural

inclinations, opting instead to “enter the dangeith one another.

Of course, this is easier said than done, even gnoohesive teams with
strong personal relationships. In fact, team memb#ro are particularly close to one
another sometimes hesitate to hold one anotheruataiole precisely because they
fear jeopardizing a valuable personal relationslhvipnically, this only causes the
relationship to deteriorate as team members begiesent one another for not living
up to expectations and for allowing the standafd®i® group to erode. Members of
great teams improve their relationships by holdomge another accountable, thus
demonstrating that they respect each other and haye expectations for one

another’s performance.
A team that avoids accountability...

v' Creates resentment among team members who haverediff standards of

performance
v' Encourages mediocrity
v' Misses deadlines and key deliverables
v' Places an undue burden on the team leader asléhseasmce of discipline
A team that holds one another accountable...
v' Ensures that poor performers feel pressure to ingpro

v Identifies potential problems quickly by questiomione another’'s approaches

without hesitation
v Establishes respect among team members who aréohtble same high standards

v' Avoids excessive bureaucracy around performanceagsment and corrective

action
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How to overcome Dysfunction 4?

How does a team go about ensuring accountabilih&@key to overcome this
dysfunction is adhering to a few classic managertoas that are as effective as they

are simple.
Publication of Goals and Standards:

A good way to make it easier for team members tad lame another
accountable is to clarify publicly exactly what team needs to achieve, who needs
to deliver what and how everyone must behave irrotd succeed. The enemy of
accountability is ambiguity and even when a teamihgially committed to a plan or
a set of behavioral standards, it is importantdegkthose agreements in the open so

that no one can easily ignore them.
Team Rewards:

By shifting rewards away from individual performanio team achievement,
the team can create a culture of accountabilitys dhcurs because a team is unlikely

to stand by quietly and fail because a peer iguobing his or her weight.
The Role of the Leader:

One of the most difficult challenges for a leadehowwants to instill
accountability on a team is to encourage and atlvteam to serve as the first and
primary accountability mechanism. Sometimes strégapers naturally create an
accountability vacuum within the team, leaving tisefwes as the only source of
discipline. This creates an environment where tes@mbers assume that the leader
is holding others accountable, and so they holdk lexen when they see something
that is not right. Once a leader has created aireulbf accountability on a team,
however, he or she must be willing to serve asuuthmate arbiter of discipline when
the team itself fails. This should be a rare oange. Nevertheless, it must be clear to
all team members that accountability has not beksgated to a consensus approach,
but merely to a shared team responsibility, and tina leader of the team will not
hesitate to step in when it is necessary.
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[1.7.5 Inattention to results

Failure to hold one another accountable createsrmironment where the

fifth dysfunction can thrivé® Inattention to results occurs when team membets pu

their individual needs (such as ego, career dewatop, or recognition) or even the

needs of their divisions above the collective goafsthe team. The ultimate

dysfunction of a team is the tendency of membersate about something other than

the collective goals of the group. An unrelentimgus on specific objectives and

clearly defined outcomes is a requirement for aesnt that judges itself on

performance.

A team that is not focused on results...

v

v

v

v

v

Stagnates/fails to grow

Rarely defeats competitors

Loses achievement-oriented employees

Encourages team members to focus on their own rsaaee individual goals

Is easily distracted

A team that focuses on collective results...

v

v

Retains achievement-oriented employees
Minimizes individualistic behavior
Enjoys success and suffers failure acutely

Benefits from individuals who subjugate their owoatg/interests for the good of

the team

Avoids distractions

1% bid.
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How to overcome Dysfunction 5?

How does a team go about ensuring that its attemidocused on results? By
making results clear, and rewarding only those Wehs and actions that contribute

to those results.
Public Declaration of Results:

In the mind of a football or basketball coach, afi¢he worst things a team
member can do is publicly guarantee that his otéemn will win an upcoming game.
In the case of an athletic team, this is a proldbeiwause it can unnecessarily provoke
an opponent. However, for most of the teams, it banhelpful to make public
proclamations about intended success. Teams thawiiing to commit publicly to
specific results are more likely to work with a pasate, even desperate desire to
achieve those results. Teams that say, “We willodo best”, are subtly, if not

purposefully, preparing themselves for failure.
Results-Based Rewards:

An effective way to ensure that team members foloes attention on results
is to tie their rewards, especially compensatian,thie achievement of specific
outcomes. Relying on this alone can be problentstause it assumes that financial
motivation is the sole driver of behavior. Stilttieg someone take home a bonus
merely for “trying hard”, even in the absence ofulés, sends a message that
achieving the outcome may not be terribly importiter all.

The Role of the Leader:

Perhaps along with other dysfunction, the leadestraat the tone for a focus
on results. If team members sense that the leaeewy anything other than results,
they will take that as permission to do the samelfemselves. Team leaders must be
selfless, objective and reserve rewards and rettognfor those who make real

contributions to the achievement of group goals.
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11.8 Leadership

A leader is one who commands respect from the sitaes. A leader is
called an ethical leader not because of taking oatiynal and useful decisions for
the benefit of the company, but also takes timextend human touch to his/her staff
when they are in need. A person does not becomeadet within a fortnight.
Leadership is a process, not a positibrOne cannot be called a as leader, because of
his position or title. Leadership involves somethinappening as a result of the
interaction between a leader and followers. Thuseems that leadership as the
process of influencing others towards achievingommon/group goal. Leadership
should not be confused with the manager. A manageone who deals with
management activities. The word management suggestds like efficiency,
planning, paperwork, procedures, regulations, ob@ind consistency. Leadership is
often more associated with words like risk takidgnamic, creativity, change, and
vision. Some expressed that leadership is fundattemt value-choosing, and thus a
value-laden activity, whereas management is notrdhare some distinctions

between managers and lead&rs.

v' Managers administer; leaders innovate.

v/ Managers maintain; leaders develop.

v' Managers control; leaders inspire.

v" Managers have a short-term view; leaders havegtinm view.
v' Managers ask how and when; leaders ask what and why

v' Managers imitate; leaders originate.

v' Managers accept the status quo; leaders challénge i

" R.L. Hughes, R.C. Ginnett, and G.J. Curpbsadership: Enhancing the Lessons of Experience (6
edition), Tata McGraw-Hill Publishing Company Limited, Né&welhi, 2008, pp. 1-7.
18 i

Ibid.
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In order to become a popular and dominant leadperson should have the

following qualities:
11.8.1 Planning

A leader has to plan certain things effectivelyorder to realize the common
goals of the organization. He has to seek all alsbgl information, define the task of

the group and make a workable plan towards the digaction’®
11.8.2 Initiating

The first and foremost duty of a leader is to ait#i the plan, discussion,
proposal and project of an organization. The le&@asrto share and explain the aims
or a plan that is necessary to the subordinatepeson will become an aimless
wanderer if he does not have any aim or ambitiam.stirvive in the market, an

organization should have certain aims, goals anfectbes.
11.8.3 Controlling

A leader has the capacity to control the groupBuencing the team spirit
towards attaining organizational objectives. Eveigcussion that is going on in the
group, that (discussion) should be focused, releaad useful to make a decision or

arrive at a conclusion. If a leader fails to cohth@ group, then it leads to chaos.
11.8.4 Supporting

A leader has to support the employees and theasidelans and innovative
thoughts. It is the prime duty of the leader todawleasing and amiable personality.
So that, the subordinates would be easily convintexlideas and suggestions given
by the leader§’

11.8.5 Informing

A leader should inform the subordinates regarding hew ideas, plans,
innovative thinking, meetings and task of the oigaion. He has to pass the

information to the employees and reciprocate tineesa

19 John AdairLeadership and Motivation, Kogan Page, New Delhi, 2008, pp. 13-16.
20 [
Ibid.
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11.8.6 Evaluating

A leader has to evaluate the performance of thel@maps and checking the
feasibility of an idea. Again, he has to help theup to evaluate its own performance

against standards.
11.8.7 Sharing decisions

A wise leader will involve the team in decision-rnrakas far as possible. The
more people share decisions that affect their wgrkife, the more they are
motivated to carry them out. After all, there istmog wrong to share with

subordinates. If there is anything wrong, that wélrectified?*
11.8.8 Integrity

Integrity has been defined as the quality that rmadeople trust. It has central
importance in all personal relationships. Integnitgans literally personal wholeness.
It also conveys the sense of adherence to standardsalues outside oneself-

especially the truth. Trust and truth are firstsios.
11.8.9 Enthusiasm

O.P. Sharma has rightly pointed out: “Enthusiasna istate of mind that
determines our attitude towards life. It breedsmjsim and an enthusiastic approach
to life provides a man with powerful driving fort& The moment one discovers the
secret of enthusiasm, success cannot elude hinthusiasm is contagiods.An
enthusiastic person changes the atmosphere ofdahe where he is present. His zeal
points out brood over his past mistakes, insults d@isappointments. He knows very
well that this cripples enthusiasm. A leader carmotcalled a leader unless having

enthusiasm. It seems to be a general charactesidéaders”

21 i
Ibid.
220.P. SharmaBe a Winner, Pustak Mahal Publishers, New Delhi, 2003, pp5@8-
23 i
Ibid.
24 John Adair Not Bosses but Leaders (3" edition), Kogan Page, New Delhi, 2009, p. 10.
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[1.8.10 Warmth

A “cold fish” does not usually make a good lead&rwarm personality is

infectious.
[1.8.11 Calmness

An important characteristic, recognized long agotbg Roman historian
Tacitus when he wrote: “Reason and calm judgemthd, qualities especially

belonging to a leader”
11.8.12 Tough but fair

The combination of toughness or demandingness antkess has emerged in

industry during the past 10 years as a desiraldétyu
11.9 Corporate Citizenship

Corporate Citizenship (CC) is a term that describempany’s role and
responsibilities towards the society. That is wegmetimes it is called as Corporate
Social Responsibility (CSR), Corporate ResponsihiliCorporate Citizenship,
Corporate Ethics, Responsible Business and Subtaifaevelopment. Corporate
Citizenship can be defined as the extent to whigsirtesses are socially responsible
for meeting legal, ethical and economic responfidsl placed on them by
shareholders. The aim of the business is to cregteer standards for living and
quality of life in the communities in which they enate, while still preserving
profitability for stakeholders. Nike defines CC “&ur vision is to be an innovative
and inspirational global citizen in a world wherg company participates. Every day
we drive responsible business practices that dari&gito profitable and sustainable

growth.”

% |bid.
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[1.10 Shareholder Value

A company cannot run without having profit. Praditan indispensable part of
any business. Every employee should understand hewor she fits into the
profitability picture. Everyone’s common goal shabdie to build a strong, profitable
company that will last long. The real test of theséues comes from the resulting
action. It takes concerted, company-wide efforesydmd manual to make it happen.
Shareholder Value can be defined as the valueeatelivto shareholders because of
management's ability to grow earnings, dividendd simare price. In other words,
shareholder value is the sum of all strategic dautssthat affect the firm's ability to
efficiently increase the amount of free cash floverotime. In other words, it can be
defined as making wise investments and generatitgadthy return on invested
capital are the two main drivers of shareholdeu®alt is no wonder why there is a
fine line between responsibly growing shareholdalue and doing whatever is
needed to generate a profit. Reckless decisionsaggressively chasing profit at the

expense of the environment or others can easilyecabareholder value to decline.
Conclusion

The above discussion infers that despite failinfjsame, there is plenty of
room at the table for good ethics and profitablsihess to reside. Together they can
lay the cornerstone in securing a prosperous socigiese ten values can be put in
the employee manual and mean it. Remember, chasydmmot compromise on key
values they hold dear because compromise is a gouttella, but a poor rodd.
History revealed that those who have applied ethiahues in their business, have
come out with flying colors. Without ethical valyese cannot be as successful as
like J.R.D. Tata, Ratan Tata, Bill Gates and WaBaeffett, Steve Jobs, Carlos Slim,

etc.

The scholar has discussed a lot regarding ethilaleg in business. Ethics
played a central role for the growth of busine&$ter a lengthy discussion regarding
ethical values in business, it seems that, why doattach so much importance on

ethical values in business? There is no otherraltee to ethics or there is only

% Arun K. Jain, “Relevance of Business Ethics”, inRVl Gera (ed.)Corporate Governance &
Business Ethics, All India Management Association, New Delhi, 199720.
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ethics, ethics and ethics... why should people ellificghics does not pay? Is there
any reward for ethical people in the organizatiDaes the corporate business pay for
ethical people in the organization? It has beercadtthat ethical people suffer most.
They (ethical people) have to face the music ohdpéionest. They have to pay the
price. There is hardly any organization that gieedra incentives to the ethical
people. Again, here a pertinent question can ksedai“Why be honest if honesty
does not pay?” It has been noted that there aitermo economic or other incentives
to encourage ethical behavior and discourage wathehavior. They contend that it
is most often the dishonest individual who getsaghend that cases where unethical
behavior was punished are far outweighed by thosehich either there were no
consequences or unethical behavior was rewarddiks dives plenty of thoughts to
ponder, does unethical behavior really pay? What the ethical challenges in

business? Let us proceed to the third chapteraavkail these things.
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CHAPTER-III

THE ETHICAL CHALLENGES IN BUSINESS

The world of globalization, commercialization argeralization has opened a
flood of ethical and unprecedented challenges sinass. The ethical challenges have
a profound impact on their well being, dynamicsifgrenance and the form of their
survival. In order to achieve success at the natiand international level in business
seems to be a daunting challenge. The researcletried his best to discuss the

challenges that are crucial in business. Someeotiiallenges are:

The challenge of ethical behavior
The challenge of managing a diverse workforce

The challenge of new technologies

w0 NP

The challenge of increased quality
5. The challenge of employee motivation and commitment

Let us discuss the challenges one by one.
l1l.1 The Challenge of Ethical Behavior

Ethics plays a pivotal role in business. The sigarice of ethics in business
should not be neglected or overlooked. It seemBetauite surprising that ethical
behavior occurs in organizations. An effective edhatmosphere can promote ethical
business. Even though ethical behavior may cosaiiailly, but in the long-run it
pays. In this section, the scholar is going to hagit three things:

1. Reasons behind unethical behavior in organization

2. Highlight the importance of organizational cultirethavior in establishing
an ethical climate within the organization

3. Some suggestions for creating and maintaining dmcadly-oriented

culture
[11.1.1 Reasons behind unethical behavior in orgaraation

The capacity of a man to behave unethically is tless. Unfortunately,
unethical behavior occurs frequently in a businéBse reason is: when greed

overtakes concern about human welfare. Warren Buitdd that the characteristics
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he seeks in a manager are intelligence, hardwatkraagrity. “If you do not have the
third, the first two will kill you.™ For example- Ramalinga Raju at Satyam, Jeff
Skilling at Enron, and 2G spectrum scam. Let usudis the three examples one by

one:
Satyam fraud:

Satyam fraud took place in January, 2009. Satyaair@an Ramalinga Raju
confessed the offence before the public. He hagned from the board admitting that
he cooked the balanced sheet to show cash bal&i® 6,361 crore instead of Rs.
321 crore’ No board members had any knowledge of the reahtsin. Accured
intrest of Rs. 736 crore in books is non-existétd. 1,230 crore was arranged to
Satyam, but was not reflected in the books. Evenatinditors’ did not catch such a
blatant cooking of bookdSatyam has turned into ‘Asatyam’ (falsehood). thlbse

things happened on account of greed only.
Enron scandel:

The Enron scandal came into limelight in Octobe®220It is one of the
biggest frauds in the world, led to the bankruptdythe Enron Corporation, an
American energy company based in Houston, Texaaddlition to being the largest
bankruptcy organization in American history at thide, Enron was attributed as the
biggest audit failure. Kenneth Lay formed Enronl1®85 after merging Houston
Natural Gas and Inter-North. Several years lattlerwJeffrey Skilling was hired, he
developed a staff of executives that, through the af accounting loopholes, special
purpose entities and poor financial reporting wedbée to hide billions in debt from
failed deals and projects. Chief Financial Offiéexdrew Fastow and other executives
not only misled Enron’s board of directors and aucbmmittee on high-risk
accounting practices, but also pressured Arthur efsmh to ignore the issues.
Shareholders lost nearly $11 billion when Enroritsck price, which hit a high of
US$90 per share in mid-2000, diminished to less thh by the end of November
2001. The US Securities and Exchange CommissioiC)S$Eegan an investigation

! The Hindu Business Line, dated on 08.11.2010. pghttww.thehindubusinessline.com>
2 India Today, 12 September, 2011, pp. 48-49. < http://www.indiajoit2gscam.in>

* India Today, 8" August, 2011, pp. 18-20.
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and rival Houston competitor Dynegy offered to age the company at a fire sale
price. The deal fell through and ofi* December, 2001, Enron filed for bankruptcy
under Chapter 11 in United States Bankruptcy Céaheon’s $63.4 billion in assets
made it the largest corporate bankruptcy in USohyst

2G Spectrum Scam:

This scam came into limelight in 2008 and costgbeernment Rs. 1.76 lakh
crore? The then telecom minister A. Raja issued 2G liesn® private telecom
players at throwaway prices. He flouted the rutegulations and procedures while
issuing licenses, according to the Comptroller Anditor General (CAG). He sent to
Tihar Jail on 2 February, 2011. The scam revealed the names gfoce,

bureaucrats and politicians.

The above three examples, viz., Satyam, Enron @nsicam vividly illustrates
the human greed over national/organizational isterehe unethical behavior occurs
in the organizations by the individuals knowingyne question can be raised why
individuals consciously commit unethical actionsdzhon the idea that organizations
often reward behaviors that violate ethical stadsfar For example, how many
business executives are expected to deal in bahdspayoffs, despite the negative
publicity and ambiguity of some laws and how goodoorate citizens who blow the
whistle on organizational wrongdoing may fear bemgnished for their actions.
Jansen and Von Glinow (1985) explain that orgammat tend to develop
counternorms, accepted organizational practicesatigacontrary to prevailing ethical

standards.

Indeed, governmental regulations requiring fullctbsure and freedom of
information reinforce society's values toward op=®and honesty. However, within
organizations, it is often considered not only atakle, but desirable, to be much
more secretive and deceitful. The practice of st@héeng, willingly hiding relevant
information, is quite common. One reason for teishiat organizations may actually
punish those who are too open and honest. Lodkeatégative treatment experienced

by many employees who are willing to blow the wieisin unethical behavior in their

* India Today, 18 January, 2009.
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organizations. Also, consider for example, the |ldmaore that B. F. Goodrich
rewarded employees who falsified data on qualitgraft brakes in order to win
certification (Vandevier, 1978).Similarly, it has been reported that executives at
Metropolitan Edison encouraged employees to witthhoformation from the press
about the Three Mile Island nuclear accident (Gragt Rosen, 1982). Both incidents
represent cases in which the counter norms of sgcamd deceitfulness were

accepted and supported by the organization.

It has been noticed that there are many other ag@aonal counter norms that
promote morally and ethically questionable prastiCEhese practices are commonly
rewarded and accepted suggests that organizatiagsbm operating within a world
that dictates its own set of accepted rules. Téaswoning suggests a second answer to
the question of why organizations knowingly act thieally, because managerial
values exist that undermine integrity. In a recamdlysis of executive integrity, Wolfe
explains that managers have developed some wahking (of which they may be
quite unaware) that foster unethical behavior (\&/01088)°

Research shows that there are two kinds of mentdiveloped by the
individuals, one is “bottom-line-mentality” and tbhéher one is “political-bottom-line-

mentality”.
Bottom-Line-Mentality (BLM)

BLM refers that financial success as the only vatube considered. It helps
to get short-term financial success, although iisea the problem for the whole
organization. It promotes an unrealistic beliefttlewerything boils down to a
monetary game. An individual is ready to come dawany standard or any level to

earn money. There is no ethics, conscience or moifar them. Let us take the

® K. Vandevier, “The Aircraft Brake Scandal: A Caurtary Tale in Which the Moral is Unpleasant”, in
A. G. Athos and J. J. Babarro, (edsrjterpersonal Behaviour: Communication and Understanding
Relationships, Prentice-Hall, Englewood Cliffs, NJ, 1978, pp9540.
® D. Wolfe, “Is There Integrity in the Bottomline: aaging Obstacles to Executive Interity”, in S.
Srivastva, (ed.)Executive integrity: The Search For High Human Values in Organization Life, Jossey-
Bass, San Francisco, 1988, pp. 140-171.

45



example of 2G scam. In order to earn money, the CBA directors crossed all
limits. Unitech Wireless (Tamil Nadu) managing die@ Sanjay Chandra, Swan
Telecom director Vinod Goenka and three senior @kees of Reliance ADA Group-
Gautam Doshi (group MD), Surendra Pipara (senioe-president) and Hari Nair
(senior vice-president), who have been arrestetthdyCentral Bureau of Investigation
(CBI).” They had a ot to lose.

Political-Bottom-Line-Mentality (PBLM)

PBLM occurs in public sector. This type of mentalmaintains that in order
to gain political advantage of one party over aaotbarty, the ruling party spends a
hefty amount of money in their own-ruled statesr lexample- UPA (United
Progressive Alliance) government is at the centgrtmow. When the budget was
presented in the parliament, the lion’s share wenthe UPA-ruled states only.
Railway minister, Mamata Banerjee presented Raillmagget in parliament, 2009-
10. She allotted nineteen out of sixty-nine trams Bengaf Out of nineteen, fifteen
are normal trains and four non-stop trains. Shedhiced “Macher Jhol” in Railway
menu and allocated some big projects such as expamnd the Kolkata Metro
network, a coach factory in Singur and a rail irdak park in Nandigrami. When
Lalu Prased Yadav was the Railway minister durif4209, he also did the same
thing. Lalu introduced “Litti Chokha” and “Kulhardgh Railway menu. He allotted
thirty nine new trains to Bihar during his five yedenure. But the neighboring state
Orissa hardly had any new trains. This PBLM compiespoliticians to overlook the

welfare of all and concentrate only on their owaitest and constituencies.

The moment the parliamentarians attach importanoe their own
constituencies, they have to spend a hefty amdumoney for the upliftment of the
local people irrespective of the significance d# firoject or schemes. They have to
allocate special projects or schemes to create golosgain political support. This
practice is called pork-barreling. This practicecsmmon among the politicians
because many MPs believe that it will help them getes in the forthcoming

" Business World, 02.05.2011, p. 17. <http://wwwibessworld.in>
8 Railway Budget, 2009-10.
° Railway Budget, 2011-12.
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elections. For example- Suresh Kalmadi, the big L WG scam in Delhi, January
2011, was proposing projects from Tihar Jail at R8.crore for Pune constituency.
The person who claimed himself to be suffering frd@mentia, how could propose a
project. This kind of gimmick is to catch the atien of people and bank on votes in
the next elections. The image and reputation oéSuKalmadi has tarnished badly in
CWG scam. A senior BJP leader Yogesh GogawaletBatdKalmadi had fooled the

Indian citizens beyond the tolerance level. "IfHes been diagnosed with dementia,
then how can he lead the city and work for thezers. It was funny to read the news
about his sending proposals from Tihar Jail toRbeae District Collector office about

spending money from his MP funds", he said.

The newly elected Chief Minister of Paschim Bangjaerf West Bengal)
opposed the Tata Nano project at Singur in Hoogstridt, Paschima Banga,
November 2006, in order to gain mass support. Thallscar was scheduled to roll
out of the factory by 2008. She blamed the ruling Communist Party for forcible
grabbing the fertile lands of farmers. The momém same to power on Yy
2011, she announced to return 400 acres of lanohwolling farmers in Singuar. If
Tatababu is keen, he can set up his factory ometimaining 600 acres, otherwise we
will see how to go about it", she mentiofédShe also brought a Railway Coach
Factory in Singuar. Similarly, when Sonia Gandlaught a new Rail Coach Factory
in her Lok Sabha Constituency, Rae Bareli in 2008yawati, Chief Minister of UP,
opposed the project. Mayawati cancelled the progud returned the land to

Railways®?

Wolfe also holds that managers have developed inwdskof mentality. The
first one is called exploitative mentality and thier one is called Madison Avenue
mentality. Exploitative mentalily is a view that encourages "using” people in a way
that promotes stereotypes and undermines empathganpassion. This is a selfish
perspective that sacrifices concern for the sakattwdrs in favour of benefits to one's

own immediate interests. In other words, this mégtgives importance on self-

1 The Hindu Business Line, dated on 26.11.2006.
' The Times of Indiadated on 21.05.2011.
2 The Economic Times, dated on 26.10.2008. <http/vesanomictimes.indiatimes.com>
13 Ronald R. Sims, “The Challenge of Ethical BehaviouOrganizations”Journal of Business Ethics,
Vol.11, Issue. 7, 1992, pp. 60-74.
47



interest rather than organizational interest. Thextnone is Madison Avenue

mentality®, a perspective suggesting that anything is righthé public can be

convinced that it is right. This reveals that irder to convince the audience, the

managers could go to any extent. It provides thestape to hide their unethical

practices. The best way to catch the minds of aedids through advertisement.
Advertising is a highly attractive and visible usss activity and any lapse in ethical
standards can often be risky for the company irertd be consumer-oriented, an
advertisement will have to be truthful and ethidw-a-days, most of the companies
believe in “jo dikhata hai bo bikhata hai” (whateveto be shown, to be sold). This is
a wrong notion of most of the companies. To sdirtiproducts, they can go to any

extent. They portrait false advertisements on Tislens through models, actors or

actresses to appeal the emotions and sentimentiseopeople. This is called the

fallacy of Argumentum ad populufi. However, this should not be done in business.

Notwithstanding, the ads of the celebrities orlaters can turn the tide in company’s

favour, but in the long-run, it would not help dt &et us consider the top most

watched ads on Television till March 20f1The following table presents the

rankings, brands and taglines of the ten most veatelus.

Rank Brand Tagline™’
1. Complan Drink Complan and see the difference
2. Sprite First drink, then think, Sprite-Univeysdf Freshology
3. Tata Indigo Manza | Indulge in Style
4, Thums Up Grow Up to Thums up
Cadbury’s Dairy : .
5. Milk Chocolate Glass and a half of full cream dairy milk
Fair and lovely :
6. Multivitamin Gorepan sa kahi zyaada, saaf gorapan
7. Fanta Fanta ka signal loud, Bunking is allowed
8. Mountain Dew Darr ke aagey jeet hai
9. CC;(éllgate Max Fresh Not just fresh Max fresh
10. Maaza Maaza Lao, Aam Ki Pyaas Bujhao (Quench your th
for Mangoes by Maaza)
“Ibid.

5 K. OM. Narayana Raot2Logic: Deductive and Inductive, Kalayani Publishers, Ludhiana, India,
2007, pp. 133-34. This is a fallacy where corposatetor, instead of arguing on rational groundrehe
is appeal to emotion and passions of the peopgbeitchase their products.

16 Business Today, 15.05.2011, p. 30. <http://wwsihesstoday.intoday.in>

" The taglines were collected from the respectivebsites and the current taglines have been
mentioned.
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The above table clearly shows that there are ay msufive soft drink brands
in the top ten. However, the number one spot has leken not by any of the soft
drink brands, but by a health food drink, Complians far ahead of its rival brands,
Bournvita and Horlicks, which is not presented ke tlist. Although Complan
occupied the first position, there are many allegat against Complan by the
Advertising Standards Council of India (ASCI). ASGént a notice to Heinz India to
either modify or withdraw an advertisement whiclails that its health drink,
Complan, increases a child's height by as muclwastitnes. ASCI mentioned the
Complan ad, which has the tagline “Drink Complad aee the difference”, depicts
exaggerated growth in children on consuming Complen terms of height,
amounting to gross exaggeration in absence of amntdic validation. Hence, in
order to fool the people, they go to any extentisIhot difficult to recognize the
people, who knowingly engage in unethical practiddse over emphasis on short-
term monetary gain and getting votes in the nexttein may lead to decisions and
rationalizations that not only hurt individuals time long-run, but threaten the very

existence of organizations themselves.

According to a model developed by Baucus and 'Bleasearch, illegal
behavior occurs under certain specific conditioflse results from their research
depicted that (1) large firms are more likely torcoit illegal acts than smaller firms;
(2) although the probability of such wrong doingrieases when resources are scarce,
it is abudant when resources are plentiful; (¥géll behavior is prevalent in fairly
stable environments but is more probable in dynaniyronments; (4) membership
in certain industries and a history of repeatedngrdoing are also associated with
illegal acts; and, (5) the type of illegal activithosen may vary according to the
particular combination of environmental and intém@nditions under which a firm is

operating (Baucus and Near, 1991).
[11.1.2 Organizational culture and ethical behavior

In this section, the scholar would like to highligthe significance of

organizational culture and ethical behaviour in tberporate sector. How do

18'3. M. Baucus and J. P. Near, “Can lllegal Corpmr@ehaviour be Predicted? An Event History
Analysis”, Academy of Management Journal 34(1), Near1991, pp. 9-36.
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organizational culture and ethical behaviour afféw overall performance of the
organizations? Do organizations vary in the “ethatamate” they establish for their
members? The answer of this question depends easrganization. There are some
organizations that set some standards for thensealnd the lower level employees
follow it. What has been set at the top, is to bboWed by the bottom level.
However, this is not true in most of the organasi. In order to click at the
international as well as national levels, orgamizet have to take care of the
customers. As it is said: “A customer is the kinghe market.” It is the corporates,
which depend upon the customers and not vice-vEmaexample- when a few Nano
cars caught fire in the market in November 201haifnan of Tata Motors, Ratan
Tata has retrieved all the 70,000 plus Nano carfrde repairing and servicéSOnly

a few Nano cars caught fire on account of eledhiart-circuits in the manufacturing
design. The company has decided to install a fusehns expected to mitigate the

risk of short-circuit. The company did the socedponsibility regardless of the cost.

Social responsibility has become the paramounbrparation, the same thing
has done by Johnson & Johnson Company. There vatsad confusion when the
infamous Tylenol poisoning took plat®Johnson & Johnson Chairman and CEO
James E. Burke decided to call back all the 93/@ftfles produced in the firm. All
the advertising for Tylenol was suspended. In aoidito this, it maintained open
communication with the public via an eight hundteléphone numbers, thousands of
mailgrams, numerous press conferences and medieviews. Finally, the capsules
that were recalled were replaced without questiorch@rge. The open manner in
which Johnson & Johnson saved the public lives twstcompany $100 millioft.
The ethical climate that the company set at thehtelped the bottom line managers
and executives to take the action quickly. Heransexample of the company, which
crossed all the ethical limits to earn money amdlly collapsed at the end. Beech-
Nut Corporation is a baby-food company in the Uhif&tates. The company had a
good reputation on products known for their puritygh quality and natural

ingredients. Unfortunately, the company did not enaky profit and subsequently, it

¥ The Times of India, dated on 11.11.2011.
% David J. FritzscheBusiness Ethics: A Global and Managerial Perspective, Tata McGraw-Hill,
Singapore, 1997, pp. 25-38.
21 i
Ibid.
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merged with Interjuice Trading Corporation. HenBegch-Nut started to sell apple
juice. Again, there were heavy losses. In ordemtike profit, they started to sell
adulterated and misbranded juice. Though the wgsnocame from Food and Drug
Administration (FDA), they continued it. The FDAn&d Beech-Nut $2 million in
February, 1988. The image and reputation of theparation tarnished. As a
consequence, the firm lost the trust and confiderides customers and their support.
In order to recover from losses; they started ®atlthe customers. They believed that
it is persistent in every business. There is nanhar selling adulterated juicé.
Pressure, opportunity and predisposition can alll ® unethical activities; however,
organizations must still take a proactive stancertamote an ethical climate. In the
final section, the scholar would like to providersouseful suggestions for promoting

an ethical climate in the organization.
[11.1.3 Some suggestions to maintain an ethicallyr@nted culture

Organizations should provide ethics training to émeployees to strengthen
the ethical values. “Ethics is everyone’s busingssim top-level managers to
employees at the lowest levels of the organizatfone of the management’s most
important challenges is to conduct business etliodhile achieving high levels of
economic performance” Values are relatively permanent and deeply held
preferences of individuals or groups. The attitudads personal choices form the
basis of foundation of values. The most stable anduring characteristics of
individuals are governed by the values they live@lues serve the process of
‘becoming’, in the sense of transformation of theel of consciousness to purer and
higher levels. They help us to distinguish betw#den ‘desired’ and the ‘desirable’,
between the ‘delectable’ and the ‘electable’, betwéhe ‘short-term’ and the ‘long-
term’, between the ‘preya’ (the pleasant) and fheeya’ (the good)**

22 i
Ibid.
% 3. pamela Lewis, H. Stephen Goodman, M. Patrieiadf Management Challenges in the 21%
Century, South-Western College Publishing, Thomson Learniingrd Ed. p. 89.
24 Swami Gambhiranand&atha Upanisad, Advaita Ashrama, 1980, Verse 1-2, pp. 34-36.
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In whatever form ethical awareness training prognes have taken up, their
precise nature will vary from company to compainys important that the following

objectives are borne in mirfa:
* Promotion and support of the organizations’ valued standards

 Making managers more aware of the ethical dimessioh their business

decisions and conduct
* Refreshing of the staff in the organization’s ethijoolicies
» Strengthening of the ability of the staff to apfitg organization’s ethics

* Providing a forum for managers to identify ethicalsues and areas of

vulnerability

In order to maintain a high ethical profile theléating might be considered; that

managers:
* Behave ethically themselves

» Screen potential employees

» Implement ethics awareness training

* Reinforce ethical behaviour

» Create a structure to deal with ethical issues

An effective organizational culture should encoeragthical behavior and
discourage unethical behaviour. In order to fosthical behavior, the company has
to directly engage in ethically approved activitisd/or products; or avoid such
involvement. One of the difficulties here is the laguity about what constitutes
ethical behaviour. For some it may be avoiding ggpeproducts (such as alcohol, or

birth control measures); for others it may be emwinental (such as the use of child

% Ronald D. Francis and Mukti MishrBusiness Ethics: An Indian Perspective, Tata McGraw Hill
Education Private Limited, New Delhi, 2010, pp. 431
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labour or military suppression of democracy). Amdhg issues one of them might

consider as serious issues #re:

* Environmental

» Sustainable land use

» Forestry control and woodchipping
* Energy availability

» Efficient use of resources

* Weapons and militarism

» Political tyranny

* Employment conditions

* Racist discrimination

The moment one discourages unethical practicespeggnization is bound to
lose some amount of business. In order to secwsi@dss in any countries, one has to

pay bribe to the agents, otherwise one cannot dméess.

% Ibid.
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Notwithstanding unethical behavior pays in the shan, but in the long-run it
does not pay. Even though one loses business, lgriad ethical behavior, one’s
image and reputation is not at stake. An orgarmattannot survive unless it
produces goods and services that society wantsnaads. Thus an organizational
culture that promotes ethical behaviour is not ohBrmonious with prevailing

cultural values, but also, it makes good sense.

Nielsen (1989) has stressed the significance ofaaager in contributing to
ethical or unethical behaviour. If the managertigscal, there is ethical behaviour in
the organization and vice-versa. A manager shoald beader. He has to lead from
the front. An organization needs an ethical manageris the role model to the sub-
ordinates/employees. A manager has to inculcate gotues and habits among the
sub-ordinates because each and every action ohdnager will be keenly noticed by
the followers. A Persian saying goes: “If the kipilgcks one apple from the public

garden, the public will take away even the roots.”

In order to prevent unethical practices, the mandges to retain the best

people?’

% Employing innovative reward plans

*,

7
L X4

Promotion of continuous training for improvemenugoility of performance

R/
°

Utilizing the people with distinctive capabilities

*0

% Decentralizing operations and rely on self-managerneams

According to the philosopher, Henry David Thoreavery man has the
unquestionable ability to elevate his life by caoss efforts®® Many managers by
experience learn leadership qualities and elevamselves to the status of a good

ethical leader. Most of these ethical leaders aittib following characteristics:

a. Ethical leaders are people-oriented in the semsg ¢tare about people and treat

people with respect. This humanistic approach Buddnfidence from the staff,

" S PrabakararBusiness Ethics and Corporate Governance, Excel Books, New Delhi, 2010, pp. 138-
44,
% |bid.

54



customers and suppliers. It also gives a new dimen® leadership namely

leadership from the heart.

b. The ethical leaders should provide visible ethiaelions by serving as a role

model of ethical conduct and behaviour.
c. Ethical awareness taking the interests of matgthkeholders.
d. Neutral and impartial using fairness in management.

The Institute for Business, Technology and Effficiggests that an ethical

leader should be able to promote the followingdrai a healthy organization:
1. Openness and humility from top to bottom.

2. An environment of accountability and personal resuality.

3. Risk-taking within limits.

4. A commitment to do only the right things.

5. A willingness to tolerate and learn from mistakéswurs and others.

6. Courage and persistence in difficult and challegdimes.

% Ibid.
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Although much remains to be learned about why athiiehavior occurs in
organizations and creating and maintaining orgdiozal cultures that encourage

ethical behavior, organizations can benefit from ftillowing suggestion¥

R/
X4

A clear code of business ethics printed and widedgeminated.

L)

% An ethics committee set up to consider issues and their debates conducted in
a collegial spirit.

% Before any complaint of ethical breach is heardramaint should be specific and
accompanied by evidence.

% No financial disadvantage should accrue to a coimgté unless the complaint

was motivated by malice.

+« Protection in the form of career preservation, pkaehere clearly unjustified,

should be provided.
+ An ‘ethical informers’ (whistleblowers) support gqm
+ The use of an independent mediator, with relevapesise.
% An appeals procedure.
% Do not promise what the organization cannot deliver
¢ Provide ethics training programs for all employees.
¢ Provide scope to sub-ordinates to participate eédicision-making process.

The above analysis clearly shows that though diffscult to apply ethical
principles in business and there is hardly any chan success initiatially, still ethical
behavior pays in the long-run. It is rightly poidteut: “When the going is tough, the
tough gets going.” The challenge of ethical behamaost be met by organizations if
they are truly concerned about survival and corntipetiess. The need of the hour is
to step forward and operate with strong, positine &thical cultures. In order to

realize the dream, the application of love in ofgation is a prerequisite one. Love

% Ronald D. Francis and Mukti MishrBusiness Ethics: An Indian Perspective, Tata McGraw Hill
Education Private Limited, New Delhi, 2010, p. 130.
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and concern along with rules and regulations carkwo most of the organizations

because it is a combination of heart and love.

l1l.2 The Challenge of Managing a Diverse Workforce

The challenge of managing a diverse workforce essércond ethical challenge
in business. This is one of the very prominent leingles in business. The concept of
globalization has opened doors for various peommfdiverse cultures, beliefs, and
backgrounds than ever before across the world t& atoone place. People no longer
live and work in an insular marketplace; they apgvrpart of a worldwide economy
with competition coming from nearly every continefhat is why; profit and non-
profit organizations need diversity to become moreative and open to change.
Maximizing and capitalizing on workplace divershgs become an important issue

for management today.

Diversity can be defined as acknowledging, undedihg, accepting,
valuing, and celebrating differences among peoplth wespect to age, class,
ethnicity, caste, creed, race, gender, physicalmedtal ability, sexual orientation,
spiritual practice, and public assistance st3t&ince India is a secular state, Indian
companies are focusing on diversity more than eMeey have to focus on diversity
and look for ways to become totally inclusive origations because diversity has the
potential of yielding greater productivity and costifve advantages. India in
particular and the world in general simply canmgotore diversity.

A question can be raised, what is the role of etlic diverse workforce?
Ethics plays a key role in it. An ethical leadetVaok all religious workers alike. He
should not discriminate the employees because sfhdni community/religious
background. For example, in certain workplaces,sttteolar does not wish to name,
they attached prime importance to their commuretigious people. This should not
happen in the workplace; rather, they should tryatee advantage out of diversity.
They need to inculcate the feeling of oneness antibagvorkers. Who will do this

except an ethical and unbiased leader?

31 K.H. Ansari and June Jacksdvianaging Cultural Diversity at Work, Kogan Page India Pvt. Ltd.,
New Delhi, 1997, pp. 10-15.
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Benefits of diversity

Increased Productivity: Diversity has an uncanny ability to increasedmaivity.
Diversity and Inclusion bring in diverse differaialents together working towards a
common goal using different sets of skills thatitgrheir loyalty and increases their

retention and productivity

* Increased creativity and Problem solving In order to solve a problem, an
organization needs different minds to work togethed diversity has given
perfect platform to solve any problem. Having maiifyerent and diverse minds
coming together many more solutions will arise &g individual brings in their
way of thinking, operating and solving problems dedision making.

» Attract and Retain talent: Diversity attracts and retains new talent thadsad
competitive edge to any organization. Feeling apgdreciation increases loyalty
and belongingness at the workplace. Languagesskitiol is increased and
propels organization forward either to competehm International global world or
to increase its diverse customer base.

* Help to build synergy in teams and enhances commuation skills: Diversity
helps to bring a vibrant atmosphere within the tetat helps to enhance
communication skills that brings in new attitudexl gprocesses that profit the
whole team.

» Litigation expenses: Organizations cannot afford litigation expenses
unnecessarily. Applying the proper diversity andusion management strategies
does not only save money on litigation expensesrged by discrimination
lawsuits but is the right thing to do for the bess.

* Increased market share:Diversity helps to swell market share and create a
satisfied diverse customer base by relating to leefvpm different backgrounds.

It does propel India, China and the United Statesbits status to claim its place

and success in the global business world of tiec2mtury.

*2bid., pp. 60-72.
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Ways to manage a diverse workforce

* We have to believe in the philosophy that our woskare the most important
element of business.

» Take the time to learn the special needs of eajuargroup of workers.

» Supervisors should invest the time to get to knasheemployee and their
personal needs.

* Treat everyone with the highest respect and exgibets to do the same.

* Formulate rules and procedures and publish theancompany manual in all
languages necessary.

» Conduct regular sessions to communicate, eduaaddjsten.

» Make the adjustments necessary to balance the négdar diverse workforce.

* Have a zero tolerance policy toward workplace vioge

* Have a well-organized, ongoing training programyfour new employees.

* Promote fellowship among the diverse with sevevalad events during the year.

The fast changing and secular world has propehedorganization to go for
diversity without any compromise because diversitings high value and great
insights to organizations. Respecting individudfledences will benefit the workplace
by creating a competitive edge and increasing wprkductivity. Diversity
management benefits associates by creating a falr safe environment where
everyone has access to opportunities and challeMgsagement tools in a diverse
workforce should be used to educate everyone abeertsity and its issues, including
laws and regulations. Most of the workplaces arelenap of diverse cultures, so

organizations need to learn how to be successful.
[11.3 The Challenge of New Technologies

This is the third ethical challenge in businesssiBess is no more confined to
a particular area, customer and face-to-face bssine the 2% century, business
could be done through innovative technologies; aaterp internet and e-business
have gained a lot of importance these days. Teogiual innovations have brought

in immense changes to manufacturing, transport ammunications, information
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and knowledge management, pharmaceuticals and cbimitogy, banking and
financial management and to a host of other sphétesimpact of these innovations
on business and industry, as in other walks of Ideimmeasurable. Methods and
processes of productions have been shortenedndestareduced and time taken
lessened in every human endeavour. Business add bave become global. The
world itself has become as small as to be called global village. In this fast-
changing environment- social, political, economitd agovernmental- corporations
have to adapt themselves faster, reckon competnohwork out successful survival
strategies. Even while they have to swim againstrising costs of technology that
included processes and changes, they have to atidenthemselves to newly
evolving corporate cultures and governance practid&@alues keep changing and
corporations have to be in the vanguard of thes@gds to succeed in their business.
If challenges arising out of technological innowas are many, opportunities too are
plentiful. An ever-increasing global market, lagmale manufacturing with its
attendant economies of scale and lowered costajagisg profits and a chance of
becoming transnational corporate players are tguifstant a gain for corporations to

ignore>3

The challenge before the managers is to producenttwzvative and effective
technologies that will be capable of fighting agaioyber theft and virus attack. They
have to frame a mechanism that will check unethicattices like cyber crime and
virus attack. Again, they have to attach prime ingmace to the environmental
sustainable technologies that will produce the goodhich are environmental
friendly. The primary motto of a company shouldtbgroduce the goods that can be

used and recycled. So that, our environment gsssgdellution.
l1l.4 The Challenge of Increased Quality

Quality plays a key role in a company’s reputatiQuality should be more
than making the best product but should extendveryeaspect of your work. A
person who recognizes quality and strives for itydaas a profound sense of self-
respect, pride in accomplishment and attentivetiegsaffects everything. From one’s

memos to presentations, everything one toucheddlcommunicate professionalism

3 A.C. FernandoBusiness Ethics: An Indian Perspective, Dorling Kindersely (India) Pvt, Ltd., New
Delhi, p.106.
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and quality. Quality business manages to attrastoooers, enhance their experience,
satisfy and delight them, and generate repurchBiserefore, most companies are
interested to improve quality of their products amilvices through “Total Quality
Management” (TQMJ* TQM approach focuses on trying to meet customer
expectations or delighting the customer. All gyalinprovement initiatives must
begin with an understanding of customer perceptiand needs. TQM is an
organizational strategy with techniques that deligeality products and services to
customers and achieves total customer satisfacltishould be a customer, which

comes back and not the prodtftt.

The approach is called ‘total’ because it involeasrything the company
does-all its processes and all of its employeesvaty level in the company all the
time® It is a restless approach since it aims at contisuimprovement, the
elimination of waste and costs and the strengtlyerih loyal relationships with
suppliers and customers. Although statistical qualontrol techniques are used, the
approach is more concerned with management thdnspicific techniques. Quality
is a way of managing, not a technical activity. Tdest of quality is a shorthand
formula for all the business costs incurred in acimnig a quality product or service.
These include prevention costs, appraisal coges;nial failure costs, external failure
costs and finally the cost of lost opportunitieakén together these costs can drain a

company include material, capital and time, of wahiee is perhaps the biggest cost.

Comparing one company’s performance with that aftlaer is a reflex of
TQM.*” Competitive benchmarking is a continuous managémgocess that helps
firms assess their competition and themselves anudé that knowledge in designing
a practical plan to achieve superiority in the neaifdace. To strive to be better than
the best competitor is the target. The measurerteqdgs place along the three
components of a total quality programme-products services, business processes

and procedures and peopfe.

* |bid., p.258.
% |pid.
% B. Ghosh,Ethics in Management & Indian Ethos (2™ edition), Vikas Publishing House Pvt. Ltd.,
New Delhi, 2008, pp.249-55.
37 i
Ibid.
% |bid.
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Competitive benchmarking can be defined as theimomis systematic
process for evaluating companies recognized assindieaders to develop business
and working processes that incorporate best pexctiand establish national

performance measures.
Some core values of everyone involved in TQM d&ee: li

Make it right for the customer at any cost.

Customer is always right.

Internal customers are as important as externabewess.

Respond to customer inquiry or complaint by the einithe day.

Answer the phone bell within two rings.

Not only meet customer expectations but delightausrs in the process.
Team work and cooperation are important.

Everyone is involved in quality effort.

Respond to every employee’s suggestion for quatiprovement.

AN N N N N U N N NN

Always strive for continuous improvement. Never dagisfied with level of

quality.
Key perquisite for implementation of TQM
These are as under:

Maintain integrity with customers.
Trust fosters’ participation.
Training of employees for effective job performance

Team working for problem-solving and share respulises.

AN N NN

Communication process to act as an important litk all involved and to get
feedback.

Recognition for achievements.

<

v Employees to adhere ethical values.
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l11.5 The Challenge of Employee Motivation and Comnitment

This is the fifth ethical challenge in businessisTthallenge is considered to
be the backbone of any kind of business. In ordesucceed, as a manager or
supervisor of a company, one has to motivate thpl@raes. It is possible to make
their day or break their day. The word “motivatiomds come from the Latin word
“movere”, which means “to move”. Hence a motiveitgsimply, is something that
moves one to act. Characteristically these wordstifra” or “motivation”, however,
suggest that something within oneself is at warkpelling or driving him forward. It
may be a need, desire or emotion, but it leadd@aet and to act in a certain way.

Abraham Maslow’ has identified five sets of need, which are venpartant
to motivate the employees of an organization. Adicay to Maslow, a key principle
is that a satisfied need ceases to motivate. Bragm’s physiological needs are met,
for example, other needs emerge and supersede ithé@coming the dominating
ones in the organism. When these in turn are satisyet higher needs emerge, and
so on. This is what Maslow meant by asserting that basic human needs are

organized into a hierarchy of relative prepoteridye five needs are the following:

Physiological Needs
Safety Needs

Social Needs
Esteem Needs

a kr 0N e

Self-Actualization Needs
[11.5.1 Physiological Needs

The concept of physiological drives has usuallynb&ken as the starting
point for motivational theory. Here Maslow advochtbe use of the word need as an
alternative to drive, basing his case on the natiophysical homeostasis- the body’s
natural effort to maintain a constant normal stdtthe bloodstream-coupled with the
finding that appetites in the sense of preferemimices of food are a fairly efficient

indicator of actual deficiencies in the body.

39 John Adair Effective Motivation, published by Pan Books, London, 2009, pp. 22-32.
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Not all physiological needs are homeostatic, far liet could be extended to
include sexual desire, sleepiness, sheer activity maternal behavior in animals.
Indeed, Maslow held that if a growing loss of speity in description was
acceptable, it would be possible to extend the distphysiological needs very

considerably.

Maslow considered the physiological needs to bgueirather than typical of basic

human needs for two reasons:

v They could be regarded as relatively independemnef another and of other
orders of need.
v In the classic cases of hunger, thirst and sexethvas a localized physical

base for the need.

Yet this relative uniqueness could not be equatath wsolation: the
physiological needs might serve as channels fosa@lls of other needs as well. A
person who thinks he or she is hungry, for exampiay be looking for security

rather than for carbohydrates or proteins.

If a person becomes chronically short of food aradewhe or she becomes
dominated by the desire to eat and to drink andeonfor other needs to be swept
away. Thus the physiological needs are the mospopeat of all needs. This
prepotency precisely implies that the human beihg 8 missing everything in life in
an extreme fashion will still tend to seek satistacfor his or her physiological needs
rather than any others. Under such temporary dam@a person’s whole attitude to
the future may undergo change. As Maslow concludEdr our chronically and
extremely hungry man, Utopia can be defined sinaglya place where there is plenty

of food.... Such a man may fairly be said to livebgad alone®
[11.5.2 Safety Needs

When the physiological needs are relatively welisfad, a new set of needs
emerges, centred upon the safety of the organismmgXo the inhibition of adults to
showing any signs of reaction to threat or dantes, aspect of human behavior is

more easily observed in children, who react spauasly to any sudden disturbance,

“ Ibid.
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such as being dropped, startled by loud noisekashihg lights, or to rough handling

or inadequate support.

Maslow found other indications for the need of gafa a child’s preference
for routine or rhythm; for a predictable and orglerorld. Injustice, unfairness or lack
of consistency in the parents seem to make a ¢bdtlanxious and unsafe. “This
attitude may be not so much because of the inpistscsuch or any particular pains
involved; but rather because this treatment thrsat®s make the world look
unreliable, or unsafe, or unpredictable.” The cosss of informed opinion held that
children thrived best under a limited permissivenabey need an organized or
structured world. The sight of strange, unfamibaruncontrollable objects, illness or
death can elicit fear responses in children. “Baldrly at such times, the child’s
frantic clinging to his parents is eloquent testimao their role as protectors (quite
apart from their roles as food givers and love giy&"

In adults we may observe expressions of the safegds in the common
desire for employment with security of tenure amghgion and insurance schemes,
and the improvement of safety conditions at workother attempt to seek safety and
stability in the world may be seen in the very camnnpreference for familiar rather

than unfamiliar things, or for the known ratherrttiae unknown.
111.5.3 Social Needs

If the physiological and safety needs are met, Masuggested, then the need
for love, affection and belongingness will emerge the dominant centre of
motivation. The person concerned will feel keelhly absence of friends or family; he
or she will strive for affectionate relations wipleople and for “a place in the group”.
We may best call this as the social needs. So@atls are intrinsic to our human
nature. We are born into a small society, the fararid we become individuals. But
we never lose our need for each other. Work, addvasuggests, does provide one
important means by which this need within us is.nk&ir work is a matrix of

friendship and camaraderie.

** Ibid.
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[11.5.4 Esteem Needs

These needs refer to self-esteem and self-resphely include such needs
which indicate self-confidence, achievement, compet, knowledge and
independence. The fulfilment of esteem needs I¢adelf-confidence, strength and
capability of being useful in the organization. Hawer, inability to fulfill these needs

results in feelings like inferiority, weakness dradplessness.
l11.5.5 Self-Actualization Needs

This level represents the culmination of all thedo, intermediate and higher
needs of human beings. In other words, the fireg sinder the need hierarchy model
is the need for self-actualization. This refersulfillment. The term self-actualization
was coined by Kurt Goldstein and means to beconteabred in what one is
potentially good at. In effect, self-actualizatisrthe person’s motivation to transform

perception of self into realit}?

Self-Actualization Needs

Esteem Needs

Social Needs

Safety Needs

Physiological Needs

Maslow’s Need Hierarchy Theory

The five sets of need are very crucial to motividte employees in the
organization. Although there are certain limitas@f Maslow’s theory of motivation,
it still serves as a most useful and convenienttomotivate the employees.

* Ibid.
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Conclusion

The scholar has discussed five ethical challengebusiness, namely, the
challenge of ethical behavior, the challenge of agamg a diverse workforce, the
challenge of new technologies, the challenge aemeed quality and the challenge of
employee motivation and commitment. Though them rmimerous challenges in
business, these five challenges are very promiirerny kind of business. As a
manager or supervisor of a company, one has to withl these challenges very
cautiously. In order to overcome these challenges, has to follow certain rules and
regulations and try to abide by it under any cirstances. These challenges are
pertinent within the organization, but beyond theyamization, there are other
challenges (environmental challenges). A businesspehas certain obligations
towards environment. The greatest challenge of @inbasperson is to protect the
environment while doing business in an environm8atsides that, other important
issues are the moral links between business andoement. Let us proceed to the
fourth chapter, in order to know the moral relasioip between business and

environment.
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CHAPTER-1V

BUSINESSAND ENVIRONMENT: MORAL LINKS

This chapter presents a critical analysis of tHatimship between business
and environment. Business fulfils the growing deadaty demands of the people and
environment provides a safe workplace to work al$ aglive. In order to fulfill the
demands of the people, business leads to manydsazsach as., global warming,
ozone depletion, acid rain, tropical deforestatbomop soil erosion and remains to be
seen. The scholar discusses precisely, clearlyektmbrately the moral issues related
to business and environment from all the perspestike what are the main sources
of threats to the environment? What ethical issaes raised by pollution from
commercial and industrial enterprises? An atteimpbade to show the significance
of business and environment in the society. Th®lacthas concluded that business
should not be done at the cost of environment andrtuch environmental approach
is also not good for humankind. There should beoper balance between the two
(business and environment). One should not gromnats cost. The government and
also the society have to play a crucial role imf@png the harmony between business

and environment.
V.1 The Primacy of Business

This position holds that, it is not the fault of dmess that there are
environmental problems; business has always stisuaply to give consumers what
they want. The ethical responsibility of businesgihs and ends with business
dealings and it cannot be held responsible forptimdlems that occur in nature and
society. This view also holds that the interferenténature-loving do gooders” and
government will destroy business, our economy amally society itself. If they are
not interfered with, science and business will fandvay to solve the environmental

problems:

Business always has operated on a basis of gothiddad those bad results
suffered by employees, the public and the enviroimere not intended or foreseen.
Moreover, business should not have to bear the tesponsibility for these health

! Jacques ThiroyEthics: Theory and Practic®rentice Hall, 1999, p. 397.
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and environmental problems. The solutions to emvirental problems that have been
proposed by nature loving groups and the governmenextremely expensive ones
and businesses should not have to pay for therofdheir profits; furthermore, they

need long time as they need to make necessary ehalfigieeded changes must be

made at all.

Business produces the goods and services that ooeebeeds, wants and
desires. During this process there may be too mufchhe destruction of the
environment that has taken place. This damageragegion a regular basis. However,
business is not solely to be blamed for this; gonents and also the consumers must
take the responsibility in this regard. It is thevgrnment, which regulates the
business community both legally and economicallgt ahowed this environmental
destruction to take place. Consumers must acceptghare of the blame as it is they
who have consented to consume goods and serviodagad in an environmentally
damaging way. Thus, it shows that it is the unigoé close relationship between the
production process and the environment that pldasesburden of environmental
protection squarely on the shoulders of business.

The manufacture of products and delivery of ses/ice consumption involve
necessarily the usage and conversion of raw mkerfdnis process unavoidably
produces waste. Indeed the processed product issdistined to become waste as
well. That is the nature of consumer goods; they tar be purchased, used and
replaced. The production of the product will coneumost of the resources, but even
its utilization and eventful disposal consumes mdteere is no way to escape the fact
that what goes in, must (inevitably) come out asteaThe fact is that resource
scarcity and pollution are the two sides of the sawin.

It is clear that our current methods of product@m having a seriously
adverse effect on the environment. If these pr@sessmain un-checked, the eco-
system, which we all rely on, will eventually beaisasly damaged. The message is
clear; we must seek out more environmentally souabdé methods of production.
Stephen Schmidhering, a swiss businessman, thenwraiof a Business Council for

Sustainable Development [BCSD], with his 50 mempleasl put together guidelines
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for environmental friendly behavior for companiés, Rio Earth Summit, 1992.
Since the Rio Earth Summit in 1992, it has beepriationally accepted that the
ultimate goal of the UN environmental policy is ®sable production, which is
production in harmony with the maintaining of glblige support systems. In other
words, sustainable production is the process wtere&onsumption of materials and
energy are reduced to a level where the abilitthefenvironment to regenerate and
assimilate the waste is maintained. This will hawvée achieved in accordance with
global demand for goods and services by a populatinich is likely to double in
size before it stabilizes. Achieving sustainabledpiction in the light of this demand

is an enormous challenge.

A businessperson has to take the social respatgibilhey should not be
single-minded towards the pursuit of profit. Thdysld not think about earning
quick money with utter disregard for the responisbof business towards society. In
this context, James Burke, the chairman of the-Wmedwn consumer product and
pharmaceutical company, Johnson & Johnson, phisitway: “I have long harboured
the belief that the most successful corporationthis country, the one’s that have
delivered outstanding results over a long periotimé, were driven by simple moral
imperative, namely serving the public in the braadmssible sense better than their

competitors.®
V.2 The Primacy of Environment

According to the primacy of the environment vieme have been on such a
rampage of rape, gluttony and waste where the alatesources and the environment
are concerned, the only solution is to stop imntetiaany business practices, and
activities those are adversely affecting health ahd environment. Business,
according to the environmentalists, must take tlgomblame for environmental
waste and destruction; therefore, it must useribditp to reverse the damage it has
wrought. Furthermore, business through advertibaghelped to foster the consume-
at-all-costs mentality that has been a major fastacreating these problems in the

environment. Therefore, it attempts to re-educh&epublic in any possible manner,

2 A.C. FernandpBusiness Ethics: An Indian PerspectiBorlingkindersley (India) Pvt. Ltd., 2009, p.
217.
3 Ibid., pp. 294-304.
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even if it has some loss of profit. Because busiress ignored its responsibilities,
government should immediately step into the breasing fines, imprisonment, the
withholding of government contracts and even bussirghutdowns to force business
to repair the damage it has done. The governmerdt monduct a massive re-
education of business people and the public inrdaleave our environment. Even if
businesses are destroyed and the economy is hese tactions must be forced upon

business in order to alter our present situatidarbat becomes irreversible.

Now, let us discuss about the environment and ptessing issues.
Environment is a place where a group of peoplesliEnvironment does not mean
only the natural environment, but also the builvimmment. These days men are
busy in creating decorated environment. This ikeddlsocial environment.” The term
‘environmentalism’ was coined in 1923, to refer twthe activities of John Muir and
the Sierra Club, but to the the idea that humarateh is largely a product of the
social and physical conditions in which a perseadiand developsThis view arose
in opposition to the idea that a person’s behagi@rimarily determined by his or her
biological endowment. These environmentalists changa the ‘nurture’ side in the
“nature versus nurture” debate that raged in tha@akasciences for much of the
twentieth century. They advocated changing peoplehanging society, rather than

changing society by changing people.

While the scope of the environment is very broazhntemporary
environmentalists are especially concerned to ptotature. Often the ideas of nature
and the environment are treated as if they weravalpnt, but they have quite
different origins and histories. The Oxford Englidicttionary defines ‘environment’
as “the objects or the region surrounding anythiragid traces its origin to an old
French term ‘environer’, meaning “to encircfeThe word ‘nature’ has much deeper
roots, coming to us from the Latin natura. Whilspiites about the environment have
occurred mostly in the twentieth century and aféeguments about the meaning and
significance of nature are as ancient as philosofthe rationalist philosopher

Spinoza maintains that God is nature and natu@ois. God is in the world and the

“*John Muir (1838-1914) founded the Sierra Club i8218nd is one of America’s great environmental
heroes.

® Dale JamiesonEthics and the Environment: An IntroductioBambridge University Press, New
York, 2008, p. 2.
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world in him, He is the source of everything thatcalled Pantheism. God and the

world are oné.

That these terms, ‘environment’ and ‘nature’, @oeidentical in reference and
meaning can be seen from the following examples Mmarket complex of the
Pondicherry University next to DDE (Directorate @ftance Education) is a part of
the environment, but it would be strange to say ithis part of nature. The neurons
firing in my brain are part of nature, but it would weired to say that they are part of
the environment. Finally, had the contemporary emmentalist, Bill McKibben,
written a book calledrhe End of the Environmenistead of the book he actually

wrote, The Endof Nature it would have had to be a quite different book.

The Directive Principles of State Policy of thelism Constitution commands
that the state to ensure protection and improvemeatvironment and to safeguard
forest and wild life. The Directive Principle ofeié¢ Policy on Environment has been
eloquently articulated in Article 48A of the Constion, introduced by the 42
Amendment in 1977. It reads this: “The State sbatleavour to protect and improve
the environment and to safeguard the forests afdlifeiof the country.” Likewise,
Article 51(A) (g) lays down protection and improvent of environment as one of the
fundamental duties of every citizen. The duty of tlitizen would mean that every
citizen is duty-bound to protect and improve thdural environment including
forests, lakes and wildlife and have compassion dbr living creatures. The
Environment Protection Act, 1986 provides for thetection and improvement of
environment and for matters connected therein. &be was the result of the
participation by India in the United Nations’ Cordace on Human Environment held
at Stockholm in 1972. There were also other actscted in India relating to
environmental issues such as (i) Water PreventiohGontrol of Pollution Act, 1974,
(i) Air Prevention and Control of Pollution Act,981 and (ii) the Factories’
Amendment Act, 1987.

Now the industry has severely polluted environmdhthas also created
unparalled environmental threats to us and to éuggnerations. The very technology

that has enabled us to manipulate and control @ahas also polluted our

® Frank Thilly,A History of PhilosophySBW Publishers, New Delhi, 2000, p. 296.
" A.C. FernandoBusiness Ethics: An Indian Perspective
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environment and rapidly depleted our natural resesur Each year more than 150
million tons of pollutants are pumped into the @ breathe, more than 41 million
tons of toxic wastes are produced and 15 millidioga of pollutants are dumped into
the nation’s waterways. The total energy consumptibthe United States each year
is equivalent to about 16.35 billion barrels of &@hch U.S. citizen annually accounts
for the consumption of more than 1,300 pounds afirend 18,500 pounds of other
minerals, and each produces over 7 pounds of garegryday of the ye&r.

Water pollution is a result of industrial wastenthing, sewage drainage and
runoff of the agricultural chemicals. The combireftects of global water pollution
are causing a noticeable scarcity. Water reservesajor aquifers are decreasing by
an estimated 200 trillion cubic meters each yedre Pproblems stem from the
depletion and pollution of the world’s groundwatéin Bangladesh, for instance,
perhaps half the country’s population is drinkingpupndwater containing unsafe
levels of arsenic. By inadvertently poisoning grdwater, we may turn what is
essentially a renewable resource into one thatatdoa recharged or purified within
human scales, rendering it unusabldt’is estimated that the United States will have
to spend $1 trillion over the next 30 years to heti purify thousands of sites of

polluted groundwater.

We have to protect the environment in any circams¢s, otherwise one day
the whole world will be vanished. British Scientid3ames Lovelock, in “Gaia-
hypothesis”, 1970, has rightly pointed this outcéuding to the Gaia-hypothesis, “the
entire biosphere can be seen as living, self-réiggland self-preserving organism, of

value in itself.*°

Nature possesses intrinsic value in itself. THeokr also believes
that natural environment, such as rainforests, wooéar mountain tops, or
ecosystems, ought to be preserved because thegsgogalue in themselves. The
scholar is also thinking of the arguments that tengsspecies should be preserved,
because they are considered to have value in tihesssénce the existing species
will be vanished or wiped out, human beings camtay the role of God in creating

such species.

8 M.G. ValesquezBusiness Ethics (sixth edition): Concepts and Ga@earson Education, New Delhi,
India, 2007, p. 218.

° p. Sampat, “The hidden threat of groundwater fioliti, USA TodayJuly 2001, pp. 28-31.

1% Torbjorn TannsjoUnderstanding Ethics: An Introduction to Mor&heory Edinburgh University
Press, Edinburgh, 2002, p. 125.
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V.3 The Moderate Position on Business and Environment

This position maintains that business is not kptal blame for the destruction
of the environment; rather both the government soalety have to share the blame
for waste and destruction. However, it is not palssio ignore the situation; we must
work hard to conserve the environment. Businesst mhange those advertising
techniques that serve merely to foster a consumaety, stop all sorts of pollution
and alter its industrial methods so that it begioswork in harmony with the
environment. This must be accomplished within aiggerof time considered
reasonable by both business and the environmdstaBsisiness must pay its fair
share of the financial burden out of its own psfitonsumers also have to pay a fair
share of the costs through both taxes and higheggras businesses pass some of the
share of the cost of environmental protection oth® public. Of these sides should
try neither to get profit financially from the s#tion nor to escape from paying its fair
share. Constant vigilance with regard to envirortaerprotection should be
maintained by businesses themselves, by the goestnand also by the consumer
groups. All of us and the business people incluaset recognize that we have an
ethical obligation to protect human beings and é¢hgironment, both of which are

more important in the long- run than power or afige.

As far as this position is concerned, there is @agdilemma between the
business and the environment. Both are eager torpertheir ethical duties. But
when the time comes to deliver, they are in grdatuma. What ought to do or what
ought not to do. Let us take three examples forb#téer understanding, whose fault
is this?

Example-1
The Auto Companiesin China

China’s car market began to expand dramaticallytdue increasing wealth
of the country, the encouragement of the governraedta growing middle class that
wanted the comfort, convenience and pride of cameyship in 2000. Car sales in
China grew 80 percent to more than 4 million car2003. With a population of 1.2
billion people and double-digit growth rates, Chesiimated that by 2035 as many as
300 million cars would be traveling on its highwai®reign car companies eagerly
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flocked to help China expand its car industry, uahg Volkswagen, General Motors,
Honda, Toyota, Ford, Citroen and BMW, all togetbemmitted to invest $1.8 billion
to grow China’s auto industry. However, critics gegted that the overzealous auto
companies unwittingly might be inflicting seriouarms on the global environment.
To begin with, the pollution from abundant new cpremised to have extremely
severe environmental impacts. Even clean cars gefierate massive amounts of
carbon dioxide as they burn fuel, thus significamtbrsening the greenhouse effect.
Cars also produce smog and other health hazartsr¢uiosis cases will double;
emphysema and lung cancers will rise) and Chir@'s fof gasoline contains lead a
toxic metal. Expanding China’s car production vélso increase oil consumption,
placing heavy pressures on the world’s dwindlingresources. By 2004, China’s
rising oil consumption already had led to recorghhoil prices, over $42 a barrel. If
car ownership in China’s continues to rise, by 2@2na’s oil consumption will be
two thirds of the United States’ (the U.S. consurmes-fourth of the world’s oil), a
level the world’s oil supplies perhaps cannot suppg®ome experts claim world oil
production will peak around 2010, leaving declinimiy supplies to meet the rising
demands of China, the United States and the regheoindustrialized world, and
creating economic havoc and political or militagndicts. A question can be raised,

is it wrong for the car companies to help Chinaaxpits auto industry?
Example-2
TheFranklin River

“Should a dam be built across the Franklin River,the southwest of
Australia’s Island State, Tasmani&?The state hydro-electricity commission has
decided to build a dam across the river. If a datwuilt, then thousands of people will
get employment for three years and longer-term eympént for twenty or thirty
years. The dam would store enough water to enbatedtie state could economically
meet its energy needs for the next decade. Thisdaencourage the establishment of
energy-intensive industry thus further contributittg employment and economic

growth. But the environmentalists would like to gagt a dam should not be built

" Dale JamiesorEthics and the Environment: An Introductjqn 234.
12 peter SingerPractical Ethics (second editionf;ambridge University Press, Cambridge, 2003, p.

264.
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across the Franklin River. In order to build a dawe, have to cut-down the forest,
which will have a long-term effect towards the fatgeneration. In this process some
useful trees for medicine, many birds and animatg, including an endangered
species of marsupial mouse that has seldom beerd foutside the valley become
extinct. There may be other rare plants and animslsvell, but no one knows, for

scientists are yet to investigate the region fully.
Example-3
Narmada Bachao Andolan (NBA)

Should a dam be built across the Narmada RiveraGundia?® The Indian
Government has decided to build the Sardar SarDaan. If a dam is built, then
thousands of people will get employment for mangrge People will get drinking
water, power generation and irrigation facilitieShe dam will also provide
agricultural benefits to millions of poor in IndiBut the project had been opposed by
the active environmentalist Medha Patkar and osleeial activists. The NBA is a
non-governmental organization (NGO) that mobiliseloial people, adivasis, farmers,
environmentalists and human rights activists againe construction of the dam.
Medha Patkar argued that it will harm the environtreeverely. And how could you
build the dam without proper rehabilitation of theor people? Where will they go?
She insisted that the officials had overlookedpbst-project issues and problems.

13 <http://lwww.narmada.org, retrieved on 01.09.2012>
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Countries blame Chma not
nature, for Water shortage

Thomas Fuller

Bangkok: In scuthern. Gtﬁna. the
'Womtdrmgh‘tmsﬂjnam‘s has dried

up farmers’ fields and left tens of _' :

millions of people short of water,
But the dvonght has slso creat-
‘el a major public relations problem

for China inneighbouring countries,

where in recent years Ching has
tried to project an fmage ﬁi“bene'l.r
olenee and brotherliood, ;
Farmers and fishermen in couin-
triesthat share the Mokong River
with China, hawe Tashied outat Chis
e uver four dams that span the Chi-
tiose portion of the $000-mile river,
tespite what appears to be firm sci-
entific evidence that Tow rainfadl Is
rEﬂponmhlﬂ for the plunging levels
of the river not China's hydroelec-
tric power statinns
. This weekend, a group of affect:
ed countries — Myanmar, Laos.
(Cambodia and Vietnam —aremeet~

EYE OF THE STORM

ing in Thatland T dlscuss the
dl'crught. among otherissues,
Thailand will be requesting

“more information, more coopera-

ton and more coordination” from
China, said Panitan Wattanayagorn,

4 government spokesman. China

has begun'a campaign to try to

counter the perception that its dams -

are hijacking the Mekong's water

‘s the rlver runs from the Tibetan
‘Platean to the South China Sea,

Ghumsa officials, mrmall:rmo

dia shy, recently held a news con-

ference and have appearsd at semi—
nars, inchuding one on Thursday o
make thelr case that the drought is

‘purely & natural phenomionon. |
“Muore information will help reduce |

misinformation,” said Yao Wen, the
head of the political section af the
ct!,mnszz E‘mbasa;r in Banghok, :

IMany in the room continued to
fucusmf_.hma‘sdms Yaolistoned |
to impassioned pleas by residents
of niorthern Thailand to stop fur- |
ther construction on the river “Its |
where wo fish, wheve we get food,” |
saidPianpornDeems a Thal cam- !
padgner for the environmental group.
International Rivers, “It's where we
feed our famities.”

She blamed Chinese dams and
blasting of rapids to make the riv-
er mora navigable for reduced fish |
catehes, and eriticised plans for |
more daims without transparent pub-

lic consultations. w rews service

Power plants to dry up Gangain U khand

T it s

Pmdeep Thnkur | T

New' Delhis Therp. wonld be
no water in large stretches
of the famed Alaknandaand
Bhagirathi riverbeds it the
Uttarakhand government
poes ahead with its plan to
aild 53 power projects on
thise two rivers which join
at Dy Prayag to form the
Ganga, the Comptroller and
Auditor General has said,
A CAG inspoction roport

mvﬂ NO MM‘E u:.rerrexptnltatmn of Ganga wIII e :a:asmphlc

pletely dry at Shrinagar

aubmitted to the Uttarak-  (Garhwal) and what fows
hand governor saysthatal-  downstream is the water re-
teady the riverbed 16 com-  leased by a power plant from

its tunnel and those divert-

ed from tributaries. If all
projects are allowed to go
through, the aguaric life and

bmdwersny of the river
basin will be virtually
erased. Sourced said the re-
portalse expresses foar that

all villages settled along the

river basin will be uprooted
onee the rivers godry, lead-
ing'to mass migration and
cultural erosion.

The CAG comoes down
hard on the state government

~whose power policy of 2006

allows a private player to di-
vertup to 90% of the river
watert&pcﬂwerwrbma ey
ing only 10% to flow in the
natural-course of the river

These two were collected form “The Times of Indiated on 03.04.2010.

77



The above three examples clearly revealed the dilegihma that, Is it wrong
for the car companies to help China to expanduts adustry? And should a dam be
built across the Franklin and the Narmada Rivers?sdlve this dilemma, both
businesspersons and environmentalists should géthlier and try to find out a
consensus. Business is not solely responsiblehfordéestruction of the environment
neither environmentalist solely responsible for #tew growth of economy and
unemployment. The government, businesspersonsaaetysin general have to share
the blame.

V.4 Role of Corporationsin Environmental M anagement

Industry is the world’'s foremost creator of wealttmployment, trade,
technology and controls. It deploys tremendous arhaf human and financial
resources for economic value addition. Industnl Business processes add value to
natural resources as these transform the latten fimw gifts of nature into useful
products. Industry today, carried on by giant coagions, is synonymous with the
“big corporations”. Big corporation is powerful argh to influence any situation, be
it developmental or environmental. But the mantethe big producer, creator of
wealth and promoter of industry and commerce andhy the big corporation since
the 18" century- has been discarded in following the steda‘green philosophy”.
Often blamed for producing massive amounts of wastan endeavor to produce
wealth, they are now expected to become protectotise environment. The world,
according to the Brundtland Commission was produceven times more goods as
compared to the 1950s. The Brundtland Commissios established by the UN
General Assembly in 1983 and was formally knowrthees World Commission on
Environment and Development (WCEH)The commission, under the chairmanship
of Harlem Brundtland, was convened to address theigg global concern about the
fast deterioration of the human environment analqdepletion of natural resources,
both of which adversely impacted sustainable dereknt. Today about 20 years
after the Brundtland Report, we are producing sdviemes more goods, but more
importantly, we are producing several times morstaasolid, aqueous and aerial. In
recent years, as awareness about environmentahdigm occurring in air, water,

soil and the biosphere has grown, most of the blaasebeen laid at the doorstep of

14 <http://lwww.en.wikipedia.org/wiki/Brundtland_Comssion, retrieved on 07.09.2012>
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industry, with the big corporations roped in as than culprits and enemies of the
environment. Most of the environmental problemsehaeen attributed to industry,
through either locally or globally. Problems suchgiobal warming, depletion of the
ozone layer and increase of instances of healthlgmts are claimed to be the results
of rapid industrialization without bothering abcerivironmental degradation. They

are no longer defensive and reactive. They arerbegpinnovative and proactive.

In the modern world, the role of corporate business extended from beyond
just producing goods and services or creating jobsven promoting industrial
growth. Industry’s role is fast changing from neégatpproach to positive in all areas
of socio-economic endeavors. They are now expeicteatt positively towards the
improvement of the quality of the environment. dshbeen realized by industrialists
that it is imperative to perform their conventiontabks of production of material

goods in such a way so as not to impair the quafitife.

The distinction made by Adam Snfithbetween justice and benevolence is
more relevant today to corporate business thavelt was. Justice, according to him,
is a negative principle that prohibits harm; benewoce, however, requires positive
action for the realization of an intrinsically dedile goal-the well-being of others.
Corporate business today has the responsibilitatdsvthe society, not only to render
social justice, but also to promote the greatesidgo the largest number of people.
To the established duties of the corporate sedtdiverting a portion of their profits
to community purpose, production of goods and sesyicreation and protection of
jobs, etc., has been added another one- by famtis onerous, up-do-date zealous

protection of the environment.

However, while growth in technology promoted by business has created
problems of environmental destruction and degradatit is this growth and
technology that also hold the hope for improventaetsolution also lies there. A
better choice of technology, both preventive andattve can reduce the damage
already done to the environment and prevent furttaenage. The big business has

already moved into a new chain of thinking, in whiechnological dimensions are

> Adam Smith,An Inquiry Into the Nature and Causes of WealtiNafions, New York Random
House/Modern Library, 1937.
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decreased, and importance of social, economic{igali cultural and especially
environmental dimensions are growing in importankd@s change was first seen in
the 1980s, especially in the attitude of chemical ail companies. By the time world
leaders gathered for the Rio Summit in 1992, a i2ss Council for Sustainable
Development (BCSD) formed under the chairmanshigteiphen Schmidhering, a
Swiss businessman, with its 50 members had putthegethe guidelines for

environmental friendly behavior for companies.
V.5 Innovative Business Responses to Environmental Regulations

There are several reasons why those managing lsssiaee becoming
increasingly conscious of environmental issues gma step further to convert them

to their own advantages.

s For management morale to have a good environmeontdgespecially after the
Stockholm Convention) and the desire to earn gepdtation as protectors of the

environment.

% In an era of “lean management”, many companiesiageng ways and means to
cut waste wherever possible. Pollution preventiottereds this concept to
resources, and firms are finding that they canifogmtly lower their “end-of-
pipe” abatement costs by not creating wastes infitee place. After all, some
argue, what is pollution, if not wasted resourc&&aste Not, Pollute Not” is the
pollution prevention mantra in American industri&idoing it for Mother Earth”
examines the gains that can be realized in bothptante and profits from

pollution prevention programmes.

s The Environmental Protection Act (EPA) has acknalgkd the potential gains
from pollution prevention as opposed to mere “efigipe” compliance, and has
recently begun to encourage such practices throilngh use of voluntary

programmes.

% Businesspersons have realized the advantage ofgtakproactive stance towards
environmental regulation. Instead of fighting agairegulations, some firms are

looking beyond mere compliance and improving theinvironmental
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performance. There are a variety of innovative tess strategies which involve

strengthening the firm’s bottom-line as well as ¢ém@ironment.

Products may meet regulatory standards when tlaase lthe factory, but may yet
cause environmental damage through future use.dinegulations may create
costly burdens for firms that do not examine tfetiline effects of their products.
For example, many firms in the United States acerinng huge remediation cost
at Superfund sites, where polluting was not alwdlggal at the time. Recent
trends in regulation suggest that forward lookimgn$é will protect themselves
through “green design” of their products and enkatiteir public image by

examining the entire life-cycle of their products.

To keep their consumers, who are increasingly enwmentally conscious happy,
companies have to ensure that their products, gaskand even processes are
environment friendly. There have been several nt&s where the consumer
movement has made companies change their actiatiels processes, which
contributed to environmental degradation, to became@ronment friendly. For
example, McDonald’s fast food chafnused to sell hamburgers in polystyrene
‘clamshells’. Environmentalists followed by schatlildren and other consumers
demonstrated outside McDonald’s shops and heapsettefs poured into their
headquarters at Chicago. The Environmental Def€usel also approached the
company. The company ultimately agreed to replaeectamshells with “quilted
paper wrap”, which though still not biodegradabieade much smaller waste
heaps, about a tenth of the earlier size. The cogngal not start using washable
crockery on the plea that the detergent and hoeémaed to clean them would
themselves not be much more environment friendi tthrow away packaging
carefully destroyed. This resulted in the compamyobk for ways to cut down
waste by using recycled materials in packaging eesaurant furnishing, and

transporting products such as ketchup in reusabtes

Eco-labelling is another example of companies gyio pacify consumers with
proof of environment friendliness of their product$e first eco-labelling was

done in Germany in 1978. The products carried Blee-Angel” label. A study

6 A.C. Fernando, “Role of the State in EnvironmeGalernance’Management Matterd/ol. 1, No.
3, September 2004- February 2005, Chennai:LIBASap121.
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of 22 countries done by the Organization of Ecomorlooperation and
Development (OECD) showed that these countries had or werenpig eco-
labelling. Consuemrs all over the world today Idok the label showing that the

product is ‘green’.

Potential savings through pollution prevention nuees have been increasing.
Companies have found that reduction in their usewfmaterials and energy and

in the amount of toxic wastes they produce couddidysavings.

The fear of incurring the cost of environmental dgm has risen as regulations

have been tightened by governments and courtswof la

In the past, environmental advocacy groups andrgavent regulations were seen
as opponents of business. Now, however, some farasfinding that they can
save a lot of effort and trouble, if they work withese groups to find solutions

acceptable to all stakeholders.

V.6 Waste Management and Pollution Control

Environmental damage through industrial activity b& of two types:

1.

Depletion of natural resources: Excessive use leéadbe reduction in natural
resources that are extracted and/or used up iprtuction of other goods, such
as minerals and fossil fuels. These resources @meaanewable. Once extracted,
they cannot be replaced. Technology must find swibs$ for such raw materials
if further depletion of non-renewable resourcesoide prevented. Depletion is

thus a quantitative concept.

Degradation of the natural resources: Degradatfers to the deterioration of the
quality of the environment. All production createsmste and pollution right
through the process of manufacturing to the didpofsthe final product. Wastes
such as aerial, agueous or solid degrade thealrasd water quality and pose

health hazards.

Disposing waste into the environment was cheapotf free, until recently

because the costs from pollution were not bornéhbyproducer of that waste. As a

7 bid.
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result, waste emission has almost surpassed naapacity to absorb wastes. Waste
management has become essential, in many casess ibbden made mandatory
through government, but with industry and busindscoming environment
conscious, waste management is finding and inerghsiimportant place in the

agenda of big corporations.
IVV.6.1 Pollution Prevention

As seen earlier, sustainable development has walgibeen accepted as the
common environmental goal in business circles nGarporate management has a
great deal to achieve sustainable development. iplement sustainable
development, it requires promotion and applicatdrpollution prevention through
source reduction or clean technologies. An effecpellution prevention programme
can yield cost savings that will more appear diyeonh the balance sheet or may
involve anticipated savings in terms of avoidinggmdial costs. Cost savings are
particularly notable when the costs result from tiieatment, storage or services that

produce waste, e.g., material costs can be redmucadopting processes.

Wastes may be aerial, aqueous or solid emissions,waste management
comprises containment, dispersal and remedial messuPollution prevention
management implies both management of wastes adligtion before they create
pollution problems. In the past, environment manag® strategy focused on
pollution control- waste removal, treatment angdssal techniques, etc. mostly in the
manufacturing process. However, the problem of renmental degradation is not
limited to the manufacturing processes only. Thatrily the first generation problem
that is release of waste within the plant. The [@mwbis much more extensive, as
besides manufacture, storage, transportation aadofiproducts also contribute to
pollution, waste accumulation and environmental rdégtion. Thus we need to
differentiate between waste management strategres @ollution management
strategies. While the former emphasizes reductiomaste generation and controlling
pollutants in waste, the latter seeks not onlymprove manufacturing processes, but

also to consume environment friendly products.
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1V.6.2 Key Strategiesfor Industrial Pollution Prevention

1. Systematic waste reduction audit: This will enalf@nufacturers to take
inventory and trace input chemicals and to iderttibyv much waste is generated
through specific processes. It is an extremelyulgebl in diagnosing how a firm

can reduce or even eliminate waste.

2. Material balance: Identifying processes, inputdpots, recycle and reuse rates,
deriving a preliminary material balance and evahgatand re-fixing material

balance.

3. Economic balance: Identifying costs and reviewadbieve an economic balance.
According to benefit-cost ratio, experience in tiheustrialized countries has
proved that anti-pollution technology has been @ffctive in terms of health,
property and avoiding environmental damage thdtag made many industries
more profitable by making them more efficient ire thsage of resources. While
economic growth has continued, the consumptionaaf materials was held or
even declined. For the benefit-cost analysis, itrtesslook for savings and cost
effectiveness in any step or operation they uniert&ollution prevention has
been found to be cost effective and results inngawespecially in the longer-run.
Several slogans on pollution prevention programuiearly indicate this view.
For example, Chevron gave the slogan 'SMART' (Sklaney and Reduce
Toxics), Dow Chemicals 'WRAP' (Waste Reduction Amgyays). Of course,
firms also found that their measures to tackleytiah made big improvements in
their environmental performance. Between 1989 af#11 Chevron Texaco
reduced its output of dirty air, water and solidstes by 40 per cent and toxic
emissions by 58 per celftlt would mean saving on waste disposal and clgan u
operations. Savings from pollution prevention pesgmes result from several
sources. It reduces the need for pollution conaglipment and disposal of
hazardous and non-hazardous wastes. Further, cospdound that their
pollution prevention, resource conservation andgissand strategies can reduce
the use of raw materials and energy costs. Anathgrimportant cost saving that
results from pollution prevention strategies i thiainvisible costs such as health

problems of workers that cause decrease in prodtycti

% Ibid.
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4. Waste reduction: Identifying opportunities and iempknting them through simple
process modifications such as pollution preveniti@asures such as good house-
keeping, waste reduction and recycling, designing/aste-reduction strategy,
implementing internal recycling for one’s own ohets’ use, to reduce emission

from the process and also to reduce for continue@lg of raw material inputs.

5. Use of innovative, updated and cleaner technolo@eselopment of preventive
technologies to benefit current and future scesarwithout transferring the
problem from one media to another such as air, mate land, as is often the
case. For example, waste treatment processes grddige amounts of sludge
and residue, which again would need a disposalranogne to prevent secondary
pollution. The key, therefore, lies in technologicehange. In the past,
technological inventions were mostly made to séeerésources both human and
natural. The need of the day is to use technolbgitagress for environmental
protection and damage abatement wherever pos&hkfgerience shows that the
technological management has reduced the adverszcinof many activities on
the environment. However, the progress in envirartaleprotection technology
has failed to keep pace with the fast depletion dedradation of natural
resources. Stress has to be laid on both preveatide curative technological

progress.

6. Life-cycle assessment: This is a process of evalgidhe environmental burdens
associated with a product or activity. It addresbesentire production system, not
just isolated components. It starts by identifyiagd quantifying energy, the
material used and the waste released into the@magnt, assessing the impact of
the energy and material uses and releases to #®mment and identifying and
evaluating opportunities of effecting environmentaprovement. It is a complex
process beginning with goal definition, going oniteentory of resources and
requirements, and assessing the possible thrgatub@t survival. The corporate
sector needs to be further proactive, that is, tesanological innovations for
environmental progress, which can be measured, conoaied and also used

effectively as a marketing tool to educate all stakders.

Business managers must recognize new businesss edhd opportunities-

clean products and clean technologies to createorapetitive advantage. Old
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established companies also need to enter the stoé@mvironmental, technological
innovations before the new entrants using the tlatdsaner technologies provide a
stiff competition and drive them out of the markeétime of the future will no longer
be failure to comply with regulations. It need ramt preventively. The Judgment
pronounced by public opinion in the market, willkmaor mar the future of a business
enterprise. To remain a vital, thriving competitargorporate management must gear
up to meet the needs of the next generation ofwwnass. Companies realize that they
have neither the resources nor the time to dantegedanvironment now and clean up
later. Emerging technologies offer the promise ajhbér productivity, increased
efficiency and decreased pollution. Though they rhegg problems of new toxic
chemicals and wastes and of major accidents arid begond the present coping
mechanism, implemented with caution, there is @msaa why they should not lead to
a more prosperous and bright future for the comgoveorld and respectability for

management.

Thus company managers’ roles and responsibilites undergoing fast
transformation not only in the area of maximizimgurn on investment, but also in
the real-life proposition of social responsibilignd social accountability. With
unprecedented growth in information technology eslyeprocess of globalization and
24 hour trading in commodities, foreign exchangd ballion, managers and other
functionaries of the corporate world have urgemdi® re-orient their perception and

working style.
V.7 Improving Corpor ate Environmental Performance

Environmental performance has become a criticalidsin recent times.
Environmental disasters can create serious problensorganizations. A good
example is the Bhopal gas tragedy in 1984, in whidusands of people lost their
lives after methyl isocyanate leaked from the UniGarbide plant in Bhopal.

Many well-informed people remember vividly the dgi@ and poignant
Chernobyl nuclear disaster in Kiev, Ukraine thatweced in 1986. The explosion of
the nuclear reactor killed as in mid-2006 ‘fewearttb0’ people and released large

quantities of radioactive substances into the apie™® Bhopal and Chernobyl did

¥ K.S. Parthasarathy, “Chernobyl: 20 Years Latetie Hindu, 28 April, 2006.
<http://www.thehindu.com>
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not mark the end of environmental disasters. Thieldza(United States) oil spill of
1989 and the Tokaimura (Japan) nuclear accideni9®9 are other prominent
examples. In developing countries like India, emwmental issues often take a back

seat and accidents are quite common.

In another environmentally damaging incident cduisg criminally careless
corporate attitude, Hindustan Lever dumped mercmagte from its thermometer
factory in Kodikanal in the surrounding forests.isTmegligent attitude of the
multinational company not only affected the forelstg also the local community
adversely. When environmentalists headed by Greangunearthed the incident, the
company initially denied the charges that it waspomsible for the damag@Later
on, the Indian authorities coerced them to admg thuth about their deep

involvement in the fiasco.

Since then Unilever has retrieved and sent badkedJnited States some of
the waste for disposal but is shying away from censating affected workers and
further environmental remediation measures. Then@artransnational Bayer has
continued to sell certain phased-out pesticide&sia in spite of giving an assurance
that they would stop the manufacture of these kigilisonous pesticidés.Ship-
owning companies such as Bergesen of Norway anddCisaof Greece follow the
unlawful practice of dumping their toxic waste ihigbreaking yards located in
developing countries such as India, Pakistan, CHingkey and Bangladesh. Though
the International Marine Organization has chalkatlaguideline to be followed by
shipping companies for disposing off their harmiftdstes before the ships are sent
for being scrapped, these are hardly followed. &loge, it is necessary that these
guidelines are made mandatory to make the ship @wresponsible in case of

violations??

In today’s globalized world, transnational bussemd trade organizations
tend to move around assets, products and wastessacountries with a view to

increasing their profits by reducing costs. Theseganies take undue advantage of

2 “Unilever Admits to Toxic Dumping; Will Clean UpBut Not Come Clean”, available at
http://acrchive.greenpeace.org/pressreleases/t8fes , retrieved on 08.09.2012.

2L A.C. FernandoCorporate Governance, Principles, Policies and Riges Pearson Education, New
Delhi, 2006.

22 |bid.
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the lack of well-defined local environmental andaltte laws in poor countries and
their governments’ laxity in implementing them. thar, they often export pesticides
and wasteful and destructive technologies to undksreloped countries, which
decisively harm the inhabitants of these countries.

Most types of environmental problems have beenbated to industry,
whether local or global. Problems like global wangidepletion of ozone layer, and
increase of instances of health problems are cereidto be the result of rapid
industrialization without a thought for environmantdegradation. By tackling
environmental problems, there may not be any imatedmprovement in the bottom
line. At the same time, it is wrong to assume til@estments made to improve
environmental performance will never pay off. Aastgic approach to environmental
risk management can generate sustainable, competitvantages in the long-run.
For this, environmental issues must be integratéti the companies’ corporate
strategies. One of the more prominent and sigmficavays of integrating
environmental issues with the company’'s corporat@ategyies is by adopting
environmental audit as a means of taking initiatiee evaluate environmental

performance.
V.8 Green Business

Green business is otherwise known as sustainaldmdss. Basically, green
business refers to environmentally sustainablenassi which has no negative impact
on the global or local environment, community arcdremy. Again, green business
is a business that strives to meet the triple botlime of sustainability- economic,
social and environmental. Sustainable businessbleasn defined in many ways:
“Meetings our needs while not compromising theigbdf future generations to meet
theirs” (Bruntland Commission), “Living well withithe limits of nature” (Mathis
Wackernagel, author ddharing Nature’s Intereptor simply “Not cheating on our
children” (former UK Environment Minister John Guramp Whatever may be the
definition, those who are working in the field afssainability, they have to take up
the three realms/triple bottom line of sustain&pilileconomic, social and

environmental). Instead of trading these realmsagtiinst one another (jobs or the
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environment; economic growth or environmental Heattevelopment or habitat),

sustainability aims to optimize all thrég.

In the long-term, you cannot have one withoutdtieers. For example, china
has been reporting 9 per cent economic growth aemwger the past decade but is
beginning to recognize that the environmental casftsthat growth (example,
flooding, pollution, health problems and resourepldtion) wipe out most of those
gains. Pan Yue, deputy director of China’'s Statevilehmental Protection
Administration, figures that environmental injurgsts China 8 to 15 per cent of its

annual gross domestic proddtt.

These three realms are intimately intertwined. (it a healthy economy,
unemployment is high, leading to a host of socr@bfems; and without a healthy
economy, governments do not have the revenuesniidnghese increased social ills.
Without a healthy environment, we deplete the resesiupon which our economy
depends and contribute to human illness. Withoutbeant community, we cannot
have the employees to work in businesses and pé@oplesis do not have the luxury
of being concerned about environmental degradation.

Thus, green business becomes mandatory, not vojunthe moment one
talks about green business, it becomes imperativienbw that, does it pay to be
green? The answer comes from the scholars, acadesi@nd businesspersons that it
pays to be green. In this new world, both busireess$ the environment can win.
Being green is no longer a cost of doing businésss a catalyst for constant
innovation, new market opportunity and wealth doeat The moment a company
becomes a green company, it pays in the long-rinerel is a company, since its
inception, the company has pushed hard to becomerkas a “green company”. It is
none other than Anita Roddick’s Body Shop. Emplgyatout 10,000 people in some
2,500 stores in over 60 countries, and selling vesler 1,200 different beauty
products around the globe, The Body Shop Internatias the second largest
cosmetics franchise in the world. Founded by ARtaldick in 1976, the company’s

corporate vision was greatly influenced by its fden who wrote in her booRody

% Darcy Hitchcock and Marsha Willar@ihe Business Guide to Sustainabilpyblished by Earthscan,
London, 2008, pp. 8-9.
* |bid.
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and Soul “There is no power on earth apart from businegsable of making the
changes we desperately need for the continuedvalin the planet? The company
has taken several stringent actions to be branded ‘@reen company”, avoiding
animal testing, seeking fair trade practices, ogttcarbon emissions, using only
recycled packaging materials, among many initiagtigeared towards a sustainable
business model. After spectacular growth durindiits decade and a half, The Body
Shop went to countries like the United States aedhtany and experienced growth
rates that were significantly below expectations.

Serious losses forced the company, in the late 4,980give up on production
of cosmetics and instead concentrated merely @s.s&hortly before the death of the
founder, but following a renewed period of growtthe company was sold in 2006 to
the L'Oreal Group. In order to retain its value-ddsdentity, it continues to be
headquartered in the United Kingdom and operatdgspendently within the L'Oreal
Group.

The company seeks to be a leader not only in prioonagreater corporate
transparency, but also in representing a forceptmitive social and environmental
change. As such, the company pursues campaignsdatbe world that are ground in

five core values:

* Opposing animal testing

* Supporting community fair trade
» Defending human rights

» Save the forests

* Protecting the planet

The Body Shop’s key distinctive proposition is thias against animal testing.
Every product is vegetarian and animal-cruelty.fieezas the first cosmetics brand to

be recognized under the Human Cosmetics Standaidsag\nimal Testing Polic$f

% Abhijit Roy, “The Body Shop”, in N. Cohen & P. Rioins (eds.)Green BusinesSage Publications,
New Delhi, 2011, pp. 39-42.
% |bid.
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The company also believes in fair trade policiesthe 1990s, it set up a fair trade
program called “Community Trade” that works with 80ppliers in more than 20
countries, providing over 25,000 people aroundglude with essential incomes to
sustain themselves. A charitable wing, The BodypSRoundation, was started in
1990 to aid pioneering front line organizationst thnerwise could not find funding.
In 1997, the company’s founder launched a globalpzagn to raise self-esteem in
women and against the media stereotyping of womwéh, a particular focus on the
socially pathological emphasis on skinny modelsadieg to massive increases in
bulimia and anorexia victims. It has also focusechaman and civil rights issues and

environmental and animal protection.
1V.8.1 Green asa Commitment

Tetra Pak’ is the world’s leading food processing and paakggiolutions
company. Founded in 1951 as one of the first pangagpmpanies for liquid milk in
the world, Tetra Pak has evolved to a global sepmf packaging systems for liquid
food products. Today, the company operates in l@tcies with over 20,000
employees, providing integrated processing, packpgnd distribution line and plant
solutions for foods manufacturing. Tetra Pak haglbeen committed to running its
business in a sustainable manner by setting gealsdntinuous improvement in
development, sourcing, manufacturing and transportaactivities. As one of its
policies, all Tetra Pak packages have to be switbdyl recycling. The company also
supports customers seeking solutions for their evgmickaging material, and is
committed to facilitating and promoting local callien and recycling activities for
post-consumer carton packages. Tetra Pak also ssgl@rinciples in the areas of
human rights, labor and the environment via orgations such as: the United
Nations Global Compact; NetAid, a growing networkpe@ople and organizations
committed to end extreme poverty; and the Inteonati Business Leaders Forum

(IBLF), a not-for-profit organization that promotessponsible business practiéés.

2" Renato J. Orsat@ustainability Strategies: When does it pay to kee? Published by Palgrave
Macmillan, New York, 2009, pp. 3-12.
% |bid.
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Figure.l The above figure shows the logo and thedpects of the Tetra Pak.

Source:www.tetrapak.com

The pioneering use of aseptic technology for paickpm the 1960s by Tetra
Pak represented a breakthrough in the liquid-paogagdustry. Aseptic technology
keeps food safe and fresh by maintaining flavor dbrleast six months without
refrigeration or preservatives. The aseptic paci@gibetter known as long-life
packaging, is made of six layers of three diffenmatterials: long-fiber duplex paper
(75 percent by weight), low-density polyethylené (Bercent) and aluminum (5
percent). Until recently, it would have been difficto identify any problem with
aseptic technology. But the multi-layered packagmaterial makes the total

recycling process very difficuft.

The Brazilian subsidiary of Tetra Pak started perations in 1957 and by
2005 it was the second largest member of the grexgeeding 8 billion packages in
sales® In an extension of the Swedish culture, the Bi@zibranch has consistently
invested in environmental protectihWhen Fernando von Zuben joined Tetra Pak
in 1995 to be the head of the environmental depgartphe understood that his major
challenge would be to close the cycle of post-comgion aseptic cartoons. The first
major barrier was the low levels of selective adilen of household waste. Tetra Pak

addressed this problem by sponsoring environmesdiaication. Since 1997, the

29 i
Ibid.
%0 http://www.tetrapak.com, retrieved ol ©ctober, 2012.
3 Tetra Pak Brazil invested around US$5000,000 eer yluring 1997-2000; US$1000,000 per year
during 2001-2002; and US$2,000,000 per year d@0@f3-2005 (source: Tetra Pak Brazil)
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company has been distributing a pedagogical kitelbped by the University of
Campinas, in the State of Sao Paulo, to suppodsam discussion about the
problem of urban solid waste, the importance ofedele collection and the
environmental, social and economic benefits of ekoyg. By 2005 around 2200
primary school teachers were trained to use theuictional material, which has been
distributed to more than 5 million students in 4W,&Gchools around the country. In

2006 Tetra Pak made the program available via colei@rence.

Another way of increasing recycling rates of aseptckaging is to provide
local councils and cooperatives of collectors wiébhnical expertise. Between 1997
and 2005, more than 200 councils were offered Teak's expertise in recycling.
Normally, Tetra Pak motivates councils to estabkshble and reliable collection
systems via cooperatives of collectors. The codivesa provide a more systematic
approach to the problem of collection but theirnfation serves a much broader
social aim. Members receive greater social assistaia education and medical care
among other services. In its efforts to supportfirenation of cooperatives, during
1997-2005, Tetra Pak sent more than 4 million bwoef to municipalities and
cooperatives of collectors. In order to increasecess efficiency, during that period
Tetra Pak donated 30 press machines to cooperatiwegious states of Brazil. Such
support resulted in aseptic cartoons representetgyden 6 and 10 percent of the
income of collectors by 2005. Once the materiabiéected, then the proper recycling
can start. Until 1997, however, several technicad @ommercial hurdles limited
recycling. The recycling of paper content in aseptickaging has never represented a
major problem. It can be extracted from the sanbedc layers of
polyethylene/aluminum (Pe/Al) with a hydrapulpetarslard equipment in paper
recycling plants, which has to be adapted for #astion of Pe/Al- and the filtering
of eventual residues. Until 1997, such requirementde paper manufacturesrs
reluctant to use the fiber from aseptic cartondral®ak addressed the problem by
showing manufacturers the technical advantagefeffibers from aseptic cartons.
Tetra Pak addressed the problem by showing manméastthe technical advantages
of the fibers from aseptic packaging. The fibers mew and therefore, longer than
those that have already gone through a recyclioggss, which convinced recyclers
of paper to gradually start giving priority to TetPak aseptic packaging. The range of
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recyclers is very broad, varying from medium and$iocal producers to Klabitf, a

world-class corporation specializing in the mantifeng of paper.

After the extraction of paper fibers from the pagkg, it is necessary to find
uses for the blend of Pe/Al. Until 1999, there ware applications for the Pe/Al
coming either directly from the Tetra Pak factoryas post-consumption waste. The
environmental team of Tetra Pak was given the ehg# of finding solutions. After a
few years of trial and error, the Pe/Al blend wasdifor the production of roof tiles
and boards. Basically, the process consists ofsjmgghe material at temperatures
around 1860C, with subsequent cooling, to produce plain boandsorrugated roof
tiles. Even with very low levels of process optiatinn, the business is profitable.
The initial investment in equipment is about US$88, and revenues of US$45,000
per year are feasible. Profitability depends oniowsr factors. Location strongly
influences the costs of transport and the pricéhefraw material. For instance, in
2005, out of the ten producers of roof tiles andrldle in Southern Brazil, the
producers operating in Parana and Sao Paulo sta&tesin the best position. Since
profit margins are relatively low, fluctuations tine price of raw material can have a
perverse effect on the business viability. The Pétfalso used as raw material in
plastic products. After the Pe/Al mix taken outtbé hydrapulper as a reject of the
process of paper recycling, it is cleaned to remdned up fiber and in order to
increase the homogeneity of the material, groundAtter this, the rejects are fed into
an extruder, which will melt them down at temperasuof200°C and then extruded
into Pe/Al pellets. These pellets are sold to thenuafiacturers of plastic materials,
such as buckets, brushes and handles for tools. PEiAl pellets are used as
substitutes for pure plastic material (polyolefimormally polypropylene or
polyethylene). In this case, even though the alumircontent is a contaminant of the
plastic material, because it does not compromiseptioduct performance, it can be
used as a substitute for pure plastic.

Even though Tetra Pak’s initiatives in Brazil rdedl in greater rates of
collection and recycling of aseptic packaging, uA004 the solution was still an

incomplete one. Because there were no technicak whyseparating the layers of

32 Klabin has been the focus of media and academidiest for its early commitments toward
environmental protection. The company received sévenvironmental awards, including “Premio
Expressao de Ecologia”, <http://www.expressao.bolecologia>
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polyethylene from aluminum, they were used for maplons that require lower
performance than in aseptic packaging, such ashesydrooms, boards and tiles.
Even though this is a better solution than lanid-$iill it does not close the material
cycle. After more than ten years of research aneeldpment and collaboration
between Fernando von Zuben of Tetra Pak and DreRolSzente, an expert in
plasma technology and head of the plasma reseaam bf IPT>> a Brazilian
research institute, closing the cycle of aseptitocs became possible via the use of
thermal plasma technology. The process represemsnarecycling option, which
separates the three package components, allowerg th return to the production

chain as raw materials.

Metallurgical companies have traditionally usedspia technology for metal
recovery. However, the use of plasma for the recgabf aseptic packaging is novel.
Plasma technology is highly efficient: 90 percefttlte energy yield is actually
achieved in the process. In comparison, doing #meesprocess with natural gas, the
efficiency would be down to 25-30 percent; the ahum would be contaminated and
the plastic would burn. Besides the eco-efficieotthe process, emissions during the
materials recovery are near zero because the atm@spf the reactor has close to

zero concentration of oxygéh.

After the pilot plant had been running for 24 mantthe quality of the plant
output (paraffin wax and aluminum) was so encourgdghat a proposal for a joint
venture emerged. In 2004, Tetra Pak, TSL, Klabith Altoa (an American producer
of aluminum in Brazil) formed a new firm named BagiEnvironmental Technology.
The Thermal Plasma plant installed in the city afaélcaba (in the State of Sao
Paulo), has the capacity to process 8000 tons/éfl Reaterial per annum (equivalent
to 32,000 tons of aseptic packages), representihgp@cent of all Tetra Pak
packaging produced in Brazil (160,000 tonnes/yé&dr plant required an investment
of US$5 million, shared among the four partners.rifiy 2004-2008 the plant
operated at 50 percent of its potential, reachialj dapacity in 2009 with the

installation of the second reactor.

33 Instituto de Pesquisas Technologicas de Sao Paulo.

3 Detailed information can be found in: Fernando #uben, “The Thermal Plasma Technology
Separates Aluminum from Plastic in Packages’Pinceedings of the International Conference on
Energy,Environment and Disaste(§NCEED), (North Carolina, USA, 2005).
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Alcoa, the supplier of the aluminum foil for aseppackaging, has been
buying the recycled aluminum for the productionnefv foils. Aluminum has been
sold to Alcoa at 95 percent of the London Metal ltatgye (LME) price. The paraffin
wax has been sold to the national chemical industiye used as wax emulsion for
paper. The sales of paraffin and aluminum produzgdhe plant are expected to
result in an investment payback period of only fears. Such investment prospects
have led to the increased interest outside BrRmsma plants are planned for Spain
and Belgium. In October 2005, the Brazilian Indyus@ouncil, a governmental
organization, awarded Tetra Pak a prize in thegoateof sustainable development
for the plasma plant factory. The project has beensuccessful that National

Geographic Channel included it in its documentanes about Megaciti€s.

Overall, Tetra Pak’s efforts to close the asepéidan cycle resulted in great
increase in recycling rates. Such results are itaporfor the sake of overall
environmental impact that has been reduced, adhe time; the recycling networks
promoted by the company have generated new sowfcegealth and alleviated
poverty. The implementation of the plasma plantesented an opportunity for Tetra
Pak to obtain a return from the US$1.2 million pear invested since 1997 to close
the aseptic carton cycle. Curiously, the company interested in this type of return
on investment. According to Fernando von ZubenralPak does not intend to get
profit from the plasma technology. The efforts loé ttcompany to close the material
cycle are part of the overall philosophy of theugrdowards excellence in corporate

environmentalism.

% Megacities: Sai Paulo, National Geographic, 2005.
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Conclusion

From the above discussions, both business andomnvéent are important and
essential for the survival of the humankind. Busstulfils the emerging demands of
the people, whereas environment provides a condueimosphere in which
everybody can live safely. As long as consumersashehrcheap, affordable goods,
business will endeavor to provide them. If thisuiegs the relocation of production to
the emerging economics, then business will do tlecause they have the
responsibility towards their shareholders to omteprofits and dividends. We cannot
survive without environment, at the same time, authbusiness we cannot live also.
The scholar’s observation is that both are equesdiential for the humankind as there
is a moral link between the two (business and enwent). But the overdose of
business is not good and vice-versa. There shoald proper harmony or balance
between the two. These two need to complement e#wdr. Instead of pointing
finger towards each other, the scholar believeslibth the government and society
have to play a significant role in bringing harmobgtween the business and
environment. Apart from the commitment towards emwvmnent, a businessperson has
to screen socially responsible advertisements.ukgbroceed to the fifth chapter to

know what kind of socially responsible advertisetsethey have to show on screen.
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CHAPTER-V

SOCIALLY RESPONSIBLE ADVERTISING

Business implies marketing and marketing is a lmbua advertising. The
purpose of advertising is to communicate with peapith regard to the products and
at the same time compel them to buy the produdaserising has a huge impact on
the social, political and economic aspects of antigu Since advertising is so visible,
it gets criticized frequently, for both what is antlat is not. By inviting people to try
their products, companies risk public criticism aattack if their advertising
displeases or offends the audience or if their petsl do not measure up to the
advertised promised. Although there are false, bpgufferies and tall-claim ads are
frequently shown on Televisions, the scholar attisntp through light on socially
responsible advertising. Does socially responsiioleertising pay? Is there anything
called socially responsible advertising? Do theifmsspersons take responsibility
with regard to ads? If at all there is sociallyp@ssible advertising, what kind of ad
that is? Do they compromise their business mind-s&t the end, the scholar
concluded that advertising should be responsibfterAall, it pays to be responsible.
In this context, the researcher has taken the ebesngb Aircel (save the tigers), The
Body Shop (beauty comes from within), Amul (thet¢asf India), Tata Tea (jaago re
campaign), and ldea’s keep cricket clean and at#ecatly highlighted socially
irresponsible advertising like Fair & Lovely and r@plan. After going through the
pros and cons of advertising, it seems that sqaieponsible advertising pays in the

long-run.
V.1 The History of Advertising

It is not easy to trace the history of advertisihdnas grown from time to time
in different forms or patterns. The word adverisioriginates from a Latin word
‘advertise’, which means ‘to turn to’. The dictisganeaning of the term is “to give
public notice or to announce publicly.” Advertisintay be defined as the process of
buying sponsor-identified media space or time ideorto promote a product or an
idea. The American Marketing Association, Chicags defined advertising as “any
form of non-personal presentation or promotion ddais, goods or services, by an
identified sponsor.”
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The seller in primitive times relied upon his lougice to attract attention and
inform consumers of the availability of his sendcé there were many competitors,
he relied upon his own personal magnetism to atatention to his merchandise.
Often it became necessary for him to resort toyasien to pinpoint the advantages
of his products. Thus, the seller was doing the plete promotion job himself.
Development of retail stores, made the traderstabre concerned about attracting
business. Informing customers of the availabilifysapplies was highly important.
Some types of outside promotion were necessarynsg stores and in prominent

places around the city and notices in printed matiere sometimes used.

When customers were finally attracted to the stamd satisfied with the
service at least once, they were still subjectecbtapetitive influences; therefore, the
merchant’s signs and advertisements reminded cestonof the continuing
availability of his services. Sometimes traders Mdalk to former customers in the
streets or join social organizations in order twehaontinuing contacts with present
and potential customers. As the markets grew laager the number of customers
increased, the importance of attracting them atsw gincreasing reliance was placed
on advertising methods of informing about the akility of the products. These

advertising methods were more economical in regclairge numbers of consumers.

India’s first newspaper, a weekly called the Bergakette, which was started
by James Augustus Hicky on®9anuary, 1780, had a subtitle or Calcutta General
Advertiser. And, true to its subtitle, Hicky’s Gaizecarried only advertisements on
the front page. This practice of publishing merativertisements on the front page
continued for over a century in England and in andihe London Times and the
English newspapers in India carried no news onftbet page; instead, they just
carried advertisements. Some of the English nevesgam India continued the
practice even after independence. For example Hilh@u changed this practice only
in the mid 1950s.

Volney Palmer of Philadelphia was the first mathia US to start the practice
of selling newspapers space to prospective adeestia 1841 Palmer bought space

from the newspaper publishers and resold it to didees, but he got his commission

1 J.V. Vilanilam and A.K. Varghese\dvertising basics! A resource guide for beginners, Response
Books, New Delhi, 2004, pp. 1-5.
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from the newspaper. Moreover, he initiated a serva the advertisers, individuals
and companies. He assisted them with the mattérwha to be inserted in the
publication. Eventually, Palmer’s services to atigers became so widespread that
he was considered an advertising agent ratheralpaass agent. Incidentally, in those
days, press agentry was the name given to publitioes. Thus in the mid 19
century, advertising started in its modern primtxfan the printed publications. But in
those days, advertising did not enjoy a great &spe many people called it puffing,
puffery, etc., aimed to promote mostly spurioug, fratented drugs and soaps which

claimed unearthly qualities and dry goods of dubigalue.
V.2 What is Advertising?

Advertising is an organized method of communicatimigrmation about a
product or service through which a company or iitlial wants to sell to the people.
It is a paid announcement that is conveyed througtus, pictures, music and action
in a medium which is used by the prospective buy@&cs some, advertising is a
communication with the express purpose of sellingr@duct or service. In other
words, advertising is a highly visible businessivéigt and any lapse in ethical
standards can often be risky for the company irertd be consumer-oriented, an
advertisement will have to be truthful and ethi®ddw-a-days, most of the companies
believe in “jo dikhata hai bo bikhata hai” (whateveto be shown, to be sold). This is
a wrong notion of most of the companies. To sdirtproducts, they can go to any
extent. They show false advertisements on Telawsshy the filmy actors or actresses
to appeal the emotions and sentiments of the pedpiis is called the fallacy of
Argementum ad PopulufmBut this should not be done in business. Thougtatts of
the celebrities or cricketers can turn the tideampany’s favor, but in the long-run, it
would not help at all. Advertising is now a $180ibn-per-year industry.Television
commercials often cost as much as $6.5 billion1By0 $40 billion; by 1980, $56
billion. Advertising expenditures nearly doubledrfr 1980 to 1986, suggesting a
shocking development of advertising during the 980l revenues for television and

radio programming come from advertising. Eightyceat of newspaper and half of

2 K. OM Narayana Raa;2 Logic: Deductive and Inductive-11, Kalyani Publishers,

Ludhiana, 2007, pp. 133-134.

3 Anthony J. Cortesélrovocateur: |mages of women (third edition), Rowman & Littlefield Publishers,
Inc., Maryland, 2008, pp. 4-10.
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magazine revenues come from advertising (Jhally019®ccording to Jerry Goodis,
advertising executive, “Advertising does not mirtmw people are acting but how

they are dreaming®”
V.3 Arguments for Advertising

Arguments that justify advertising and the tacbtpuffery and exaggeration

include:

1. Advertising introduces people and influences therbuy goods and services.
Without advertising, consumers would be uninforrabdut products.

2. Advertising enables companies to be competitivé wiher firms in domestic
and international markets. Firms across the globe advertisements as
competitive weapons.

3. Advertising helps a nation maintain a prosperousnemy. Advertising
increases consumption and spending, which in teeates economic growth
and jobs, which in turn benefits all? “A risingditifts all ships.”

4, Advertising helps a nation’s balance of trade aebit gpayments, especially in
large industries, such as food, automobile, aldoHmverage, and computer
technology, whose exports help the country’s econom

5. Customers’ lives are enriched by the images andaphets advertising
creates. Customers pay for the illusions as wethagroducts advertisements
promote.

6. Consumers are not ignorant. Buyers know the diffeze between lying,
manipulation, and colorful hyperbole aimed at atirgy attention. Consumers
have freedom of choice. Ads try to influence desiedready present in
people’s minds. Companies have a constitutionait tig advertise in free and

democratic societies.
V.4 Arguments against Advertising

Critics of questionable advertising practices artjuat advertising can be
harmful for the following reasons. First, advenisnts often cross that thin line that

exists between puffery and deception. For examylsophisticated buyers, especially

* Ibid.
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youth, are targeted by companies. David Kessleméo commissioner of the FDA,

referred to smoking as a pediatric disease, sifiée &f lifelong smokers started when
they were 18 and half began by the age of $&me observers believe advertising
actually restricts competition because small congsaar industry newcomers cannot

compete with the immense advertising budgets geléirms.

Another argument is that advertisements reveal balf-truths, based on tall-
claims, conceal facts and intentionally deceivehwitrofit, do not bother about
consumer welfare. For example, the $300 billion$#®0 billion food industry is
increasingly being watched by the FDA for printimigsleading labels that use terms
such as “cholesterol free”, “lite”, and “all natlirare under attack, with an added
push from the Nutritional Education and Labelingt &¢ 1990° Consumers need
understandable information quickly on how fat @ngicant factor in heart disease) is
in food, on standard serving sizes and also orexiaet nutritional contents of foods.
At stake in the short term, for food companiesrisoatlay of between $100 million
and $600 million for relabeling. In the long-terprpduct sales could be at risk.

V.5 Objectives of Advertising

= To position a product in a market: where a marketeigmented, advertising can
help position a product with a particular segmemd @&entify with it. Rolls-
Royce and Mini cars occupy different segments. Their camication reflects

this and maximizes this.

= To create or develop favorable attitudes: it calp be foster a positive view of
product or service.

= To develop a brand identity: advertising can helgest a product with a special
image or characteristic.

= To sustain relationships: it is a force to buildiatrengthen producer-customer

relationships over time.

® J.W. WeissBusiness Ethics: A Stakeholder & Issues Management Approach (4™ edition), Thomson
6South-Western, Mason, 2006, p. 201.

Ibid.
" Rolls-Royce is an English Brand Car. Now, the campwas called Bentley Motors Limited. It was
acquired by Volkswagen in 1998, with the Rolls-Reyrand separately licensed (by Rolls-Royce plc)
to BMW to establish a new car company called RBig«ce Motor Cars.
<http://lwww.rolls.roycemotors.com, retrieved onf28ctober, 2012>
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= To persuade: advertising puts up a case for thommes to be attracted to the
product on offer.

= To create demand: through advertising, companie® lhe scope to create
demand and compel the buyers to buy the products.

= To build up enquiries: often advertising is a badgetween the product and a
sales call. Its function is to obtain enquiries; #osales call, or for literature, or
for a sample, or for a price estimate.

= To support distributors: where there is a distilmitchain, the distributor may
require reinforcement in the local marketplace. éutiging is one of the forces
that can supply this.

= To sustain the organization: a company may neeaxmgolidate, or re-establish,
or explain or reposition or rebuild relationshigs.wishes to strengthen old
friends or build new ones. Here advertising mayehagtrong corporate role.

= To launch new products: advertising is a key weaipotine battery of services
used to launch products into the marketplace.

= To offset competition: one characteristic of theerg past has been the growth of
the market concept. Another is the growth of thenddr A third feature is the
growth of competitive activity. As markets grow seually does competition.
Few markets remain monopolies. As the customer iremsovereign, and a
multiplicity of suppliers arises to serve him orrhso competitive activity
accelerates. A prime example of this is telecomeations® From a simple
monopoly producer with a short range of products bmerged a spread of
suppliers and a cornucopia of services. Competisothe norm. Advertising
helps meet competitors and match competitors, bbgupeing the customer or
providing a counter-claim. In an increasingly cotitpee world, suppliers must
advertise to protect themselves against primary patition and some-times
against other categories of product too.

= To help provide a point of difference: people do favor ‘me-too’ products. The
brand needs a difference, a unique personalitgjrd pf interest, a feature which
will isolate it from a multitude of others. Brandsll differences, or ‘product

pluses’. These can be powerfully conveyed throuyedising. Guinness is not a

8 A.D. FarbeyHow to Produce Successful Advertising (third edition), Kogan Page Ltd, London, 2002,
pp. 3-10.
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brown stout: it is a sophisticated, superior sulstan its own right. Differences
are of emotion, or style, or status as well asrofipct specification.

= To help reach people: in some cases, an organzatiay need to reach an
important contact group, but finds it cannot dodsectly, not effectively or

economically. But it may do so with advertisihg.
V.6 Limitations of Advertising

It is important not to over claim for advertisingotential advertisers may
overpromise and expect rapid results and be disafgabwhen advertising cannot
deliver this. It is not like a solve-all or univetdix-it for all business problem$.The
essence of advertising is that it delivers messagesudiences but it has its own
limits. Advertising ultimately is only as strong tee product or service it advertises.
Overall, an old advertising adage is correct: ffrat can sell someone a poor product
once but not twice if the product fails to perfoadequately. Advertising has a
powerful but limited competence. Advertising helpgroblem solving, but there are
some problems that cannot be solved through adiregtiln this situation, it is wiser
not to advertise at all. When labour relations poer or the company is under-
capitalized, or when its research and developmesgramme has failed or when its
pricing is inadequate, or when its financial colgrbave failed, then a corporate
campaign extolling the virtues of the company uétk credibility. One cannot
advertise in his own way out of corporate faillW¢hen the product is obsolete, its
quality is low, its features are irrelevant to tharket or its specification of little value
to customers, advertising cannot rescue it. Oneataadvertise in his own way out of

product failure. Any advertising can serve to buigtke time.

If the product is not available, if the custonmgunable to obtain it, if it has no
backing from the distributor, if there is a breaktoof supply, advertising it may
only inflame the situation. One cannot advertiséni;n own way out of distribution
failure. Advertising is indeed part of a wider matikg or corporate process. It is part
of a chain of activities, where the links are mijudependent and where each link is

% Ibid.
10 | pid.
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only as strong as the weakest link in the chainveMising cannot overcome poor

price, poor quality, poor distribution or poor onggation*

It cannot create demand when other elements lzdleel f It also cannot create
demand when markets are low or do not exist irfiteeplace. The public will remain
indifferent. It is one of the factors that may h&dpcreate a market, but markets have
wider considerations, composed of a multitude atdes. Advertising can help to
stimulate a market, but this is usually a market tdready has some being or some
latent potential. In general, advertising cannobdpce results when market
circumstances are unfavorable and the other mackelements are not functioning.
It has a more humble role to play than some afnidse enthusiastic exponents would

have us believe. It can only communicate what ssiixde to communicate.

P 9

SAVE 01 TGERS 2

Fig.1 Tiger Fig.2 M.S. Dhoni and Baichung Bhaut

Source: www.aircel.com

V.7 Aircel- Save the Tigers

AIRCEL, India’s fifth largest GSM mobile service guider initiated the
campaign towards a social cause in association WithF-India to help save our
tigers in February, 2010. The campaign “Save OgeiTt? has touched the hearts of
the consumer emotionally, because of the dwindhagibers of tigers across the
planet in general and India in particular. Tigethe national animal in India. India

lost around 86 tigers in 2009 alone. From aroun@@Mat the turn of the last century,

1 bid.
12 <http://www.aircel.com, retrieved on 29th Octob2012>
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there are just 1411 tigers left in India. The nadiloanimal is on the verge of
extinction and if serious efforts are not undertgKeigers will reside in images and
pictures only. In order to save the national anjriradian Cricket Player and Aircel’s

brand Ambassador Mahendra Singh Dhoni, footballeai&ung Bhutia and south
Indian actor Surya are part of this campaign. bheoto improve the effectiveness of
the programme, Aircel partnered with ND¥f\to amplify the cause together with the
Sanctuary Magazine, India’s premier wildlife magazand the Wildlife Conservation
Trust, an organization deeply involved in conseguiger habitats across the country.
A saying goes like this, “thousand miles of jourrsgrts from a single step.” Aircel

did the same thing. In order to start the campavghout having any further delay,

they launched a multimedia campaign to spread awgaseabout the situation of
tigers in India using highly effective public serei advertisements on television,
internet and hoardings across India. NDTV had cdomvard to promote the

multimedia campaign on tiger conservationists amcerned citizens to voice their
opinion and contribute to the cause. A series d@cib tiger programmes were
telecasted to highlight the situation and challenfgeing our national animal. The
campaign in its first year itself, helped bring tfora common agenda for tiger
conservation which was presented to Chief Ministefskey tiger states, who

committed their support to take affirmative actemground.

NDTV campaign culminated in a 12-hour Teletifon the first year. During
the telethon, the best minds on tiger conservatmpealed to political leaders and the
general public to do whatever they could to helpafeguard the most charismatic big
cats on Earth. As a welcome result of the campasgiwveral prominent political
leaders, celebrities and cricketers came on airpedged to protect the forests of
their respective states. The Telethon was an owdmihg success as it generated
19.9 million rupees through donations. Hemendrah&of Chairman, DSP Blackrock
Investment Managers Pvt. Ltd. and Chairman, Wed(fonservation Trust, donated
25 million rupees to raise the overall donation antao approximately 50 million

rupees:> The funds collected are being used to provide dRRgisponse Units [RRU]

3 NDTV is a news channel, has come forward to sheetigers campaign with Aircel. To save the
tigers, they made some action plans like how te sheir habitat and keep the poachers at bay. Betai
can be found <http://www.tiger.ndtv.com, retrieved29th October, 2012>

“NDTV’s 12 hour live programme, exclusively foréig to raise funds.

15 <http://www.tiger.ndtv.com/receiptsandpaymentstasetrieved on 29th October, 2012>
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to equip and train Forest Departments to responthgllemergency situations like
man-animal conflict, anti-poaching patrolling ame{fighting among others. Having
succeed in the first year, second year (2012) teyp raised 5.8 crores of rupéeés.
This is one of the socially responsible advertisivigere a company appeals to the
consumer to buy the products through social isslies. is the company that works
for the people, society and the environment, nat for profits. There is also a
company that works for the society, not just farfiis. Let us see the company and its
socially responsible advertising and campaignirad gromoted the company as well

as the society into a new level, at the very negtisn below.

V.8 Body Shop- Beauty comes from within

Fig.3 Anita Roddick Fig.Zhe beauty Products of the Body Shop

Source: www.thebodyshop.com

When a brand associates itself with a cause thradghrtising, it changes the
total image and reputation of the company. Resehashproved that firms that are
socially responsible are considered by consumehnave a good reputation. In a study
done by British Telecom in 2002, as much as 25% ebmpany’s reputation was
dependant on its commitment to society. In ordesttow the commitment to society,
the Body Shop launched a campaign called “Beautyesofrom within”, to sell its
beauty products. Although the sole motto of the pany is to sell the cosmetics
products, they are quite socially responsible asagathe advertising is concerned.
They neither show vulgar ads portraying women asramodity nor were their ads

based on tall-claims. They appealed to the consuthet all the products are purely

16 <http://lwww.saveourtigers.com/NDTV_updates2.pleprieved on 29th October, 2012>
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vegetarians as we are against testing of animalsofsmetics reasort$ It means that
none of the beauty products has been tested oralmiAll The Body Shop products
are certified by BUAV?® (British Union for the Abolition of Vivisection)sameeting
their Humane Cosmetics Standard. This move hash&sluthe hearts of the young
women consumers and Body Shop surpassed its caorpeith leaps and bounds.
Today, The Body Shop continues to produce only stéhat are animal cruelty-free
and vegetarian-friendly. Its animal protection pijples outline the following

commitments?

. Guaranteeing that no products are tested on animals

. Requiring that no raw ingredients are tested fenoetics purposes
. Selling only vegetarian-friendly products

. Communicating clearly on our policies to custonaard suppliers

. Supporting research into alternatives to bringpg $b animal testing

A lady was behind the flying success of the BodgpsiShe believed in not
just doing business, but doing it with some head tShe was called the “Mother
Teresa” of the business woAliShe is none other than Anita Roddick, the fourtder
the Body Shop. She started the company in Brigbtothe south coast of England in
1976, with quaint ideas about socially and envirentally responsible business
practices having the potential to change the wadhitita Roddick never forgot the
African women who shared their skin care secreth Wwer, which she used to make
her creams and lotions for her cosmetics brand yBstibp”. The key to Body Shop’s
success was not just its interesting products Hminimerous social causes the brand
stood for. It played an active role in Save the Wkaampaign in 1985; again in
1989, it stood behind the cause of saving the Baazforests; and again in 1990, it
energetically supported the petition against tgstthanimals. These were numerous
causes that Anita Roddick and Body Shop foughtafadt her customers (the young

women) just loved her for it. This dynamic womaredthed her last in September

17 <http://www.thebodyshop.co.uk/values/AgainstAnifesting.aspx, retrieved off ovember,

2012>

18 This is a standard set for the Humane Cosmetiais. i regarded as the highest standard for animal
welfare in the cosmetics industry. They have tataheé company regularly to ensure that the company
adheres the latest animal-welfare guidelines.

19 Jessica Marati, “Behind the Label: The Body Shoffgainst Animal Testing’ Campaign”,
<http://www.ecosalon.com> First uploaded off 2ril, 2012, retrieved on"3November, 2012.

2 “Heal the World, Make it a Better Place”, 4P’s Buess and Marketing Magazine, Vol. VI, Issue.
17, pp. 4-5.
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2007, at the age of 64 but she showed the world Inasiness does not just mean a
crazy obsession with profits, but also a crazy sfise with the societ§} Body Shop
gave crazily and the more it gave, the bigger éwgrHence, Anita Roddick soon
became the fourth richest woman in Britain in 1990cially responsible advertising
and campaigning is a powerful tool and cannot bwrgd because it pays to be
socially responsible. With the youth of today havim greater and louder voice in
purchase decisions, companies that look after tiueety find increased customer
loyalty as they increase their commitment towal#sdociety. Customer loyalty is the
one factor all brands would give their right armr fand socially responsible
organizations get it, since the customers respleemt and the word-of-mouth
advertising around these companies is so goodctistbmers perceive their products
to be more reliable and of better quality. As aulteshey are ready to pay a higher
price for these products and feel good about ier&hs an Indian brand called Amul,
that does the same thing but in a different wayuRsrhumorous and funny ads not
only brought attention of the consumers but alsecegisome useful and valuable
messages to the society. Let us see what Amulideegcially responsible ads.

V.9 Amul- The Taste of India

Amul is an Indian dairy cooperative brand, situaaédnand in Gujrat, India.
The word ‘Amul’ has derived from the Sanskrit worimulya’ which means
‘invaluable’? It was established in 1946 by Dr. Verghese Kurfemul has reached
at a level where none of the food products have thaught. The credit goes to the
founder Dr. Verghese Kuriéfi.Mr. Kurien has brought White Revolution in the
country. Therefore, he is known as “Father of Wikievolution” and “Milkman of
India”. Today, Amul is the world’s largest produedrmilk and milk products. Amul

is one of the prime examples of socially respoessuls.

21 i
Ibid.
2 <http://www.en.wikipedia.org/wiki/Amul, retrievesh 3rd November, 2012>
2 <http://www.en.wikipedia.org/wiki/Verghese_Kuriemetrieved on 3rd November, 2012>
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|/ | For Butter Relations

Fig.7 Fig.8
Source: www.amul.com

Amul has been running eye-catchy advertising si86 with politics, sports
and Bollywood as its favorite themes. When Team @&pressed hard on the UPA
government that Lokpall Bill must be passed in pagiament. In order to force the
UPA government to pass the Lokpall Bill, Team Armadang with its zillions of fans
sat on a hungry strike on 29uly, 2012 at Jantar Mantar, New Delhi. Although
Lokpall Bill did not pass in the parliament on agnb of sheer reluctance of the
government; Amul has given its full commitment tee tBill. In order to create
awareness among the people, Amul has advertisiggaloBill (fig.5) in a very

funny and appealing way. That ad has become théimpsessive ad.

Amul girl is one of the new and unique advertist@ncepts of the Amul
brand. Amul girl is an advertising mascot. The Amgul is a hand-drawn cartoon of a
young, chubby Indian girl dressed in a polka dofredk with blue hair and a half

pony tied up® In most of the ads, Amul has depicted the Amul. dfris in the

% < http://www.en.wikipedia.org/wiki/Amul_girl, reéeved on 3rd November, 2012>
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Lokpall Bill (fig.5), UPA government’s campaign fdhe new president (fig.6),
requesting Anna to break fast (fig.7) and Pakifteesident Asif Ali Zardari’s (fig.8)
visit to New Delhi after a gap of seven years inrib®2012. The way Amul has
portrayed the Amul girl in ads seems to be phenainand heart appealing. The ads
neither portrayed the girl in a negative way nonidished the dignity and self-esteem
of the girl. There is also a company that walksttik on honesty and integrity. The
company tried its level best to clean up the spdlaibugh socially responsible ads. It
is none other than the Tata. Let us see how Tatar@skd its products through

socially responsible ways.

V.10 Tata Tea (Jaago Re Campaign)

Fig.9 A young man asks a girl outside of the cineheatre that she should wake up.

Source: www.tatatea.com

The Tata Corporation has decided to launch a lscammpaign with regard to
create One Billion Votes. In order to create onéioi votes, they launched Tata
Tea’s “Jaago Re Campaign”. In English ‘Jaago Reamse'Wake Up!” Since tea is a
stimulating beverage; it is drunk by tens of mitisoof hard-working Indians not just
as a refreshment but to help them stay awake. &goJRe tagline helped link the
Tata Tea brand to this need. In 2007, a group td Taa executives realized the need
and launched the campaign beyond selling tea dlgre was a concern in India that
low voter turnouts at election time, especiallystate and local elections, and there
are fears that this is creating a democratic defitata Tea ran an advertising
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campaign urging people to get out and vote. Inamea young man tells a girl about
to enter a cinema that she should wake up. ‘But bavake,” she protests. ‘If you are
going to watch a movie when you should be votitng'replies, ‘then you are still
asleep.” The message was that Indians, espedmlydung, needed to ‘wake up’ to

their responsibilities.

Fig.10 A sequence of taking bribe starts from al sgrvant and ends with a school

teacher taking money for admission

In 2008 the Jaago Re! Campaign turned its attertboa new target, India’s
endemic corruption. Bribery is known in India aatiag’ money. In a television ad, a
small man (presumable meant to be a corrupt céritant or executive) sits across a
table from another man and pushes an empty fooddwards him. “I am hungry”,
he says. The other man smiles, takes out a breefaad prepares to open it, to put
money in the food box. At this point, two young meho have been watching
intervene. Their voices are calm, they are smilogg there is no confrontation. “Why
are so many people eating?” one of the young mks e other. Then follows a
series of images: a motorist stopped for a tradfience handing over his driving
license to a policeman with banknotes tucked insadeead teacher sitting at her desk
beneath a picture of Gandhi takes a bribe fromthefaso that his child can be

enrolled at the school. At one point a smiling gtriat the door of a temple takes bribe
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from a worshipper so that the latter can jump theug to get inside and make an

offering quickly. “Even in your name, God, they atealing,” says the voiceovet.

Then the scene returns to the four men. “Why arenany people eating?”
asks the young man again, and he looks at the nilntie briefcase and says,
“Because we feed them!” Responsibility is laid, @abtthe door of those who take
bribes, but of those who pay them; they are pathefproblem. Ashamed, the man
closes his briefcase and does not pay the bribl. @w, as the ad ends, do we see
the Tata logo. “Stop eating”, says the text anartstirinking. Wake up!” This is a
very powerful and very impactful ad. (Subsequentlgta Tea launched a campaign
urging people to sign a pledge not to pay bribedast report, 6, 00000 lakh people
had done so.) It is the sort of ad you might ekpesee from a political party or an
NGO, launching a hard-hitting campaign against uqafon and trying to clean up

society?®
But ... from a tea company?

Corruption has become the part and parcel of InSiiace India is a cricket
mania nation and cricket is treated as a religooicket is not beyond the purview of
corruption. In order to keep away corruption outotket, Idea Cellular had tried its
best through socially responsible ads. Let uslse@éxt section regarding Idea’s idea

to clean up cricket.

V.11 Idea Cellular (Keep Cricket Clean)

Let's keep
cricket clean.

Six Champions. One Idea.

Fig.11 From left Allan Border, Clive Lloyd, Imranh&n, Steve Waugh, and Arjuna

Ranatunga; Source: www.ideacellular.com

%5 <http//www.tatatea.com, retrieved off Bovember, 2012>
*® Morgen Witzel Tata: The Evolution of a Corporate Brand, Penguin Books, New Delhi, 2010, p. 5.
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India is a cricket mania nation. Cricket is trelates a religion in India. The
cricketers (men) are worshipped as gods. Sinceugtion spreads in every field,
Cricket is not an exception. In order to keep atcélean, Idea cellular has launched
one campaign before 2011 World Cup “Keep Crickeea@!?’ This is a well-
organized and compelling ad features six World @lipning captains, namely, Clive
Lloyd (West Indies,1975,1979), Kapil Dev (India 8B), Allan Border
(Australia,1987), Imran Khan (Pakistan,1992), AguRanatunga (Sri Lanka,1996)
and Steve Waugh (Australia,1999), who appleaddosibwers keep corruption out of

cricket.

The six legends had seen together in the firstwacch goes on air on
Thursday, 2% February, 2011, under the title “Idea Championshef world”. The
subsequent ads will show these legends suggest sleas to deal with situations and
people which are against the spirit of the game aths had a crisp yet friendly look
which will reflect the opinion of these legends some real life cricketing issues.
Talking about the campaign, Ms. Anupama Ahluwalg&enior Vice President,
Marketing, Idea Cellular said, “Cricket is a passio India and fans like to enjoy the
sport in its utmost purity and true spirft’With the help of socially responsible ads,
Idea had spread the message of “Keep Cricket Cleabtuilt a strong connect with
millions of Cricket fans across the country, dur@gcket World Cup 2011.

There are certain ads, which are called socialigsponsible advertising.
These ads never bother about the society, enviroharal its impact on the youth.
Their main motto is to sell the products througk.ddet us turn to the next section to

see irresponsible, puffery and tall-claim ads.

27 <http//www.ideacellular.com, retrieved off Blovember, 2012>
28 i
Ibid.
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V.12 Emami Fair and Handsome Fairness Cream for Men

il

WORLD'S No.1
‘STRONG FANESS

Fig.12 This is Shah Rukh Khan, Bollywood Star; $eumwww.fairhandsome.com

This cream is specially formulated for men for éairand improved skin
smoothness and texture. It is manufactured by Emwahi ActivorCorp, USA. It
controls melanin production to enhance fairnessraakles skin fairer and younger. It
helps to protect the skin against pollution andrduog heat of the sun and dark
shadows caused by daily shave, nicks and cuts.sHixd Vetiver, Mint etc. makes
skin fair and fresh with a pleasant cooling sewsatiThe brand ambassador of the
product is Shah Rukh Khan, Bollywood CelebfityHe appeals to zillions of fans to
purchase this Fair and Handsome Cream to improvwe s$lere, the ethical and
philosophical question arises that had fairnesamsewould have been worked, and
then there would have been no black/dark skins. éifiee population of the planet
would be white and white only. Thus, there wouldhberacial discrimination. But the
reality is a different story. It never really workehe scholar has used this cream and
has some adverse effects on the skin. This is arstieeating, bogus and fake
advertising on the part of a corporate.

29 <http//www.fairhandsome.ae, retrieved dhiovember, 2012>
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V.13 Baby Food Product (Complan)

Fig.13 Two children are expressing that “Drink Cdampand see the differerice
Source:www.complan.com

Complan is one of the leading baby food productdnoian market. It is
manufactured by Heinz India. It has shown one dtbieg claiming that the moment
a child consumes Complan regularly, his/her heggbivs almost two times, which is
completely based on ‘Tall Claims’. Therefofiehe advertising Standards Council
of India (ASCI)*° has sent a notice to Heinz India to either modifywithdraw an
advertisement which claims that its health drinkknplan, that increases a child's
height by as much as two times. ASCI said thattbmplan ad, which has the tagline
“Drink Complan and see the difference”, depictsggeaaated growth in children on
consuming Complan, in terms of height, amountingrmss exaggeration in absence
of any scientific validation. Maharashtra's Food &rug Administration (FDAY has
filed a charge sheet in the Mazgaon metropolitamgistate's court against health
drink Complan's advertising claim that it can add inches to children's height. The
FDA's charge sheet named seven officials of Hewdml Pvt. Ltd. in its petition dated
on 3% May, 2010, clearly stating the offence as "an geagted advertisement on

television channels about food product Complan.”

%0 <http//www.economictimes.indiatimes.com, retriewed3® November, 2012>
31 <http//www.whichrightchoice.com, retrieved ofl Rovember, 2012>
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Conclusion

From the above discussions, it shows that sodiafiponsible advertising pays
in the long-run. Though initially it appears to lae hurricane task to advertise
responsibly, because of the demand of consumensatth something hot that could
challenge their masculinities and feminities, stillpays in the long-run. If the
businesspersons are really worried about the soeieti environment, where they
operate business, consumers will give a thumpsupda company. After all, it is the
quality of the product that counts, not only adghé quality is good and promises a
lot, then you can sell the products in the dedsd. @ne can fool some people all the
time; all people some of the time but ultimatelyearannot fool all people all the
time. Therefore, as a businessperson one has wrts#vin a socially responsible
manner. Apart from showing only socially responsibbvertising, there is another
prime social responsibility of a businesspersoretisics behind corporate social
responsibility. What are the ethical issues in ooafe social responsibility? Do they
take responsibility of the society, environmentymioy and employees? Do they pay
wages in time to the laborers? In order to findalthe answers, let us proceed to the

sixth chapter.
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CHAPTER-VI

ETHICSBEHIND CORPORATE SOCIAL RESPONSIBILITY

This chapter presents ethics behind Corporate BBeisponsibility (CSR) or
ethical issues involved in CSR. CSR plays a pivaikd in the corporate sector. CSR
is a concept whereby organizations consider therests of society by taking
responsibility for the impact of their activities @ustomers, suppliers, employees,
shareholders, communities and other stakeholderayedl as the environment. In
other words, it can be mentioned that CSR is a ciomemt to go beyond business. It
is not just doing business but doing it differenffyne scholar has chosen some of the
ethical issues behind CSR. How to uplift the digraibd self-esteem of the poor and
downtrodden people through business? In this conéexattempt is made to discuss
with regard to upliftment of the poor and downtreddeople through Bottom of the
Pyramid (BOP) concept. An attempt is also madétasthat, can a Tobacco/ Liquor
Corporation talk about CSR. What is the role of gyowvnent to tackle unethical and
corruption in business? In order to check the uoathpractices in business,

government has to play a prominent role.
V1.1 CSR history

The history of CSR can be traced back from thenammious relationship
between Ken Saro Wiwand Royal Dutch Shell Company. Ken Saro Wiwa was a
Nigerian writer, television producer, environmenrdativist and winner of the Right
Livelihood Award and the Goldman Environmental Prizéle fought against the

Shell Company for crude oil extraction in the Nid@elta, Ogoniland since 1950s.

! < http://www.en.wikipedia.org/wiki/ken_Saro_Wiwatrieved on 9 December, 2012>

2 The Right Livelihood Award is also known as theltétnative Nobel Prize'lt is a prestigious and
international award to honour those "working onctical and exemplary solutions to the most urgent
challenges facing the world today. The prize wasaldished in 1980 by German-Swedish
philanthropist Jakob von Uexkull, and is presergedually in early December. An international jury,
invited by the five regular Right Livelihood Awalibard members, decides the awards in such fields
as environmental protection, human rights, sushkdéndevelopment, health, education and peace. The
prize money is shared among the winners, usuallgb®uing four, and is EUR 200,000/ery often

one of the four Laureates receives an Honorary Awahich means that the other three share the Prize
money. This can be traced from <http://www .en.pédia.org /wiki/Right _Livelihood_Award,
retrieved on 9th December, 2012>

% The Goldman environmental Prize is a prize awaatetlally to grassroots environmental activist,
one from each of the world’s six geographic regidi®e prize includes a no-strings-attached award of
US$150.00 per recipient. The headquartered isédciat San Francisco, California. The details are
available at <http://www.en.wikipedia.org/wiki/Gathn_Environmental_Prize, retrieved @th

December, 2012,>
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The area has suffered extreme environmental dafmagedecades of indiscriminate
petroleum waste dumping. He was a formidable cotithe Nigerian government on
account of government’s reluctant to enforce emrrental regulations on the foreign
petroleum companies operating in the area, espe&akll Company. He was also
spokesperson and president of the Movement foiStumeival of the Ogoni People
(MOSOP)? Initially, he led a non-violent campaign againshvieonmental
degradation of the land and waters of Ogoniland thg operations of the
multinational petroleum industry. Eventually, héldfd to realize his dream and his
non-violent protest had come to an end when hehaaged in 1995 by the military
government of General Sani AbachAll the charges against him widely viewed as
entirely politically motivated and completely unfaled. His execution provoked
international outrage and resulted in Nigeria'spgimsion from the Commonwealth of

Nations for over three years.

The term CSR might be new in India, but the contepiot. It has been there
since ancient times when the society was in thendtive stages. It has been
mentioned in various religious laws where a parbroé’s earnings is donated for the
benefit of the poor and community welfare. The Hisiccall it ‘dharmmada’, the
Muslims ‘zakatah’ and the Sikhs ‘dashaant’. Peopégy call it by various hames, but
the concept has been imbibed in the society froenvlry beginning. As individuals
joined hands to form organizations, the same cdnbepame embedded in the

organizations.

The history of CSR in India has its four phased tna parallel to India’s
historical development and has resulted in diffeegaproaches towards CSR.

* MOSOP is a campaigning organization representieggoni people. Ogoniland is situated north-
east of Niger Delta. Their manifesto was basedwrlp non-violent methods, such as, promote
democratic awareness; protect the environmenteoOtfjoni people; seek social, economic and
physical development for the region; protect thiélunal rights and practices of the Ogoni peoplad a
seek appropriate rights of self-determination fer ©goni people. The details can be found
from<http://www.en.wikipedia.org/wiki/Movement_fathe Survival_of the_Ogoni_People, retrieved
on 9th December, 2012>

® General Sani Abacha was a Nigerian military dataind politician. He was the de facto President of
Nigeria from 1993 to 1998. His regime was tied temlan rights violations and allegations of
corruption.
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TheFirst Phase

Charity and philanthropy were the main drivers @RCin the first phase.
Religion, culture, family values, tradition, anddustrialization had a tremendous
effect on CSR. In the pre-industrialization periaehich lasted till 1850, wealthy
merchants shared a part of their wealth with theesp by setting up temples for a
religious cause. However, during the time of flocalsd famine, these wealthy
merchants provided food from their godowns and miohethis way, they secured an
integral position in the society. The approach talsaCSR has changed since the
arrival of colonial rule in India from 1850 onwardghe industrial families of the 9
century such as Tata, Godrej, Bajaj, Modi, Birlal &nghania were strongly inclined
towards economic as well as social consideratibliosvever, it has been noticed that
their efforts towards social as well as industdalelopment were not only driven by
selfless and religious motives but also influendsd caste groups and political

objectives’
The Second Phase

The second phase of CSR development occurred dtinegndependence
movement of India. There was increased stress @iarinndustrialists to demonstrate
their dedication towards the progress of the spcibtost of the industrialist had
influenced by the notion of “trusteeship”. It isetlduty of the corporates to bring
economic equality among the people. In order togoeconomic equality without any
coercive measure or encroaching upon individuadoen and bridge the gap between
haves and have-nots, Indian corporations, nameligsTand Birlas had followed the
Mahatma’s trusteeship principleHis concept of trusteeship is a theoretical
formulation for an economic order based on equitadiiktribution. For he takes
economic equality as the key to a just and nonewibsociety. By economic equality,
he does not mean that everyone will have literddé/same amount. The real meaning
of it is a better realization of the principle “froeach according to his ability to each

according to his needé.He opines that nature has enough for each mae’s bet

® <http://www.en.wikipedia.org/wiki/Evolution_of Cporate_Social_Responsibility_in_India,
retrieved on 8th December, 2012>

" “India Inc and the Mahatma”, The Hindu Businessel, dated on 07.09.2011.
<http://www.thehindubusinessline.com>

8 D. Sahoo, “Mahatma Gandhi”, in H. Sahoo (e@)ntemporary Indian Philosophy, Kitab Mahal,
Cuttack, 1999, p. 57.
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not for anybody’s greed Of course he does not discard possession altagathi
cannot be absolutely abolished. One’s physical @gpantelligence, mental talent,
artistic skill etc. are his possession. But hedai@st possessiveness which means
accumulation with a selfish motive. Interpretingsthdea of Gandhi, a Veteran
Gandhian, Pyarelal has mentioned that, “The rodhefevil lies not in possession but
possessiveness. The way to tackle the problemsedréey the existence of natural
and recurring inequalities in nature, thereforeg €@andhiji, is for each individual to
regard his talent and wealth whether inheritedoguaed not as a personal possession
to be used or abused for one’s selfish satisfadiignas a trust from God to be used
for the service of the society” Thus if the privileged people accept their possess
and the inherent talent as a trust to be usedhéobénefit of the society at large, there

would be enough for everybody to meet his requirgse

Trusteeship will have nothing to do in a commuifityrere are no poor people
nor does poverty exist in it. Of course, it is @it to characterize who is a poor man
because rich and poor are relative concepts. BtihanGandhian framework a poor
man is he who does not have the bare minimum foshbsistence. Again, there may
be countries where poverty does not exist but tmeay be wide gap or unequal
distribution of the per capita income. And whenlswonditions like poverty and
inequality prevail trusteeship can be taken as pheacea to solve the problems
through a non-violent way. In the Indian conteleré were millions of people who
did not have the bare minimum and also there weeecapitalists and the landlords
who had accumulated the country’s wealth. Gandhiisteeship ensures the transfer
of wealth from the privileged class to the unpegéd class. He believed that all
wealth belongs to the society. He is against peivatcumulation or hereditary
inheritance. Gandhi prefers trusteeship to abalitbownership through state action.
Of course, he is not opposed to the idea of fisgahsures of the Government to
effect transfer of wealth from the rich to the pdor the betterment of all. But the
fiscal measures by the Government are not the pemaremedy to effect the
redistribution of wealth. The ideal of trusteeskigprooted in the principle of non-
violence and it helps the trustee to cultivateright moral and mental attitude for an
egalitarian society. The steps by the Governmergffiect redistribution of wealth

9 .

Ibid.
10 3.S. Mathur (ed.)gandhian Thought and Contemporary Society, Bharatiya Vidya Bhawan, Bombay,
1974, p. 24.
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may encroach upon the freedom of the individual antimes become coercive. So

Gandhi prefers trusteeship.

Gandhi believes that the rich can be impressed wygtinthe idea that they
should act as trustees and the wealth in their gzsgsn should be used in a
constructive way to ameliorate the condition of Alhybody who has wealth or talent
can be appealed and persuaded to act as trustéed. Bdlongs to an individual is
actually the wealth of the community for every perss an integral part of the
society. So a person’s relationship to his matgraasession is like that of a trustee.
He has to manage it without any selfish attachniertfor the betterment of the
community. Thus the material possession of an iddal in a society is not a
personal possession but can be used in the saviginers who are less privileged.
Similarly a scientist, a technocrat, a lawyer, agibessman, an engineer, etc. should
use their talent to alleviate and help people iciedg which has nourished them to
develop their talent. So talents should not be ufmd exploiting others or
accumulating property for personal enjoyment. Tlsspssor of talent will get
commission for his service to the community acaogdio his need. Thus trusteeship
accepts the welfare of all through an equitablenenuc order as the basis of a just

society.

Under his influence businesses established tfostschools and colleges and
also helped in setting up training and scientifistitutions. The operations of the
trusts were largely in line with Gandhi’'s reformshieh sought to abolish

untouchability, encourage empowerment of womenraral development.
The Third Phase

The third phase of CSR (1960-80) is an era of “mixonomy™! The
emergence of Public Sector Undertakings (PSUs) lamng relating to labour and
environmental standards gained prime importance. diivate sector was forced to
take a backseat on account of stringent legal ramesregulations surrounded by the

activities of the private sector; the period wasatlibed as an “era of command and

1 Mixed economy is an economic system in which tibéhstate and private sector direct the economy,
reflecting characteristics of both market econonsied planned economies. Most mixed economies
can be described as market economies with strogigatry oversight, and many mixed economies
feature a variety of government-run enterprisesgowtrnmental provision of public goods.
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control”. The policy of industrial licensing, highxes and restrictions on the private
sector led to corporate malpractices. This ledrtacement of legislation regarding
corporate governance, labour and environmentaésdeSUs were set up by the state
to ensure suitable distribution of resources (Medtiod, etc.) to the needy. However,
the public sector was effective only to a certaimted extent. This led to a paradigm
shift of expectations from the public to the pravaector and their active involvement

in the socio-economic development of the countigab®e absolutely necessary.

The Fourth Phase

In the fourth phase, (1980 until the present) Indiecompanies started
abandoning their traditional engagement with CSRiategrated it into a sustainable
business strategy. The process of globalization ec@whomic liberalization were
initiated in 1990s. Controls and licensing systearenpartly done away which gave a
boost to the economy, the signs of which are vefigemt today. High economy
growth of the Indian companies forced the corpotateontribute towards social
cause. Globalization has transformed India intangportant destination in terms of
production and the quality of the product. As westearkets are becoming more and
more concerned about labour and environmental atdsdin the developing
countries, Indian companies who export and prodjomls for the developed world

need to pay a close attention to compliance wighinternational standards.

The National Dairy Development Board (NDDB) hassfarmed huge areas
in Indian villages by empowering producers and timgaa marketing outlet for their
produce. Dr. Kuriens AMUL-led Operation Flood whs forerunner of this initiative,
which has spread to many states and similar opesatiThe Tatas, under the
chairmanship of S.P. Kotwal conducted a socialtadithe aim of the social audit is to
find out where Tata was not able to dischargeasponsibility towards society. The
reason for all this hectic activity lies with theMare of the company. CSR adds value
to the social environment, the work environment afttmately to the company.
According to a report, nine of the top ten Forb& Sirms have something in
common besides success: CSR programmes. Corpdrddsgphy is undergoing a

change, from “Profitmaking” to “value creation” sething far more enduring.
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The Tata Steel Rural Development Society (TSRD&jated a programme
called “Operation Muskan” in October 2002. The TSRiRalized the urgent need for
this form of reconstructive surgery at various tleaamps. At on weeklong camp in
Ghatshila, doctors treated 108 cleft palate casd3eoghar, 149 people requested for
the surgery. While India Inc. still calculates fhlases and minuses of good corporate
conduct, corporate social responsibility for thetaBaand the Birlas is an old
Tradition. The Tata Group invested more than R$. dre on the social sector in
2002, the A.V. Birla Group Rs. 57 crore, Reliance BO crore, and Infosys Rs. 5
crore. Tata Steel set aside as much as 12-149% pfafit after tax (PAT for 2003-04
is Rs. 1746.22 crore) for welfare activities. Thefobys Foundation supports
disadvantaged people directly or through orgaromati The Foundation prefers to
work through smaller organizations and donatesnd kather than cash. For instance,
recently it gave books in Kannada worth Rs. 10,80@ village library, so that it

could help strengthen the local language.

The middle class founders of the mega-successfaysnbelieve that wealth
must be equitably distributed “Unless you creataltheby legal means, you cannot
distribute it. And without the two you do not haymogress* says N.R.
Narayanamurthy, Chairman of this celebrated antidmily successful Indian IT
company. “Putting public good ahead of private gaodvery decision you make
will, in fact, result in reaching the private gobdo distribute its substantial wealth
and formalize its social support initiatives Nanagaurthy and his wife Sudha set up
the Infoys Foundation in March 1997 which receigas percent of all the company’s
after-tax profit. All financial assistance to theealy is given in the form of rule-based

distribution of money.

In the field of education, the Foundation has togtd 26 scholarships for
Ph.D. scholars in 13 prestigious institutions. #shalso anchored the “train the
trainee” program in which computer science studémtis1 engineering colleges are
exposed to the latest IT trends. The Foundationahss played an important role in
setting up science centres and libraries and t@,da001 libraries have been

inaugurated with assistance from this foundation.

12 Jagdish Gulati, “CSR Debate in India-From Philangly to Public-Private-People Partnerships”, in
C. V. Baxi and Ajit Prasad (edsGorporate Social Responsibility, Excel Books, New Delhi, 2005, p.
51.
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The Infoys Foundation is committed to give 30% tsffunds to old people,
the destitute and handicapped, 15% for rural deweént, 30% for the education of
poor but talented children, 15% for cultural a¢tes and 10% for health care, both in
village and cities.

Dr. Irani propounded five basic tenets of CSR at 2" annual meet of the
US-India Business Council Meeting: “The primary amiindustry should not be to
make money. The aim should be to serve customelotirer stakeholders and the
result would surely be more money. And pursuingefignce would enable it to
create even more wealtl®"Companies are increasingly required to apply Oateo
Social Responsibility by balancing the economicciao and environmental

dimensions of their operation whilst building sheoteler value.

V1.2 What is CSR?

CSR plays a pivotal role in the corporate sect@RUds a concept whereby
organizations consider the interests of societyakyng responsibility for the impact
of their activities on customers, suppliers, empks; shareholders, communities and
other stakeholders, as well as the environmentother words, it can be defined as,
“Corporate social responsibility is a commitmentiigprove community well-being
through discretionary business practices and dmritdns of corporate resourcée$.”
A businessman has to do something for the bettdrofeéhe society without any kind
of interest. He should believe in karma (action)ypmot the results. It has been

rightly pointed out in the Bhagavad-Gita:
“On action alone be thy interest

Never on its fruits.

Let not the fruits of action be thy motive,
Nor be thy attachment to inaction.”

----- Chapter-2.

13 i

Ibid.
14 P, Kotler and N. LeeCSR: Doing the most good for your company & your cause, Wiley India Pvt.
Ltd., New Delhi, 2008, p. 3.
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In the early 28 century, the first and foremost aims of businésasf were
maximization of profits. The social activities gtiesed the business firms with
regard to their objective of profit maximizationhdy insisted that since business
derives their existence from society, they haveesotnligations towards it. Business
has the responsibility to give back to the communithe concept of social
responsibility became popular after the publicatadhHoward R. Bowen’s Social
Responsibilities of Business. Bowen argued that business enterprises should
consider the impact of their decisions on society.

The concept of CSR has come from USA about sevead#s ago. It is an
obligation of decision-makers to take actions whicbtect and improve the welfare
of society as a whole along with their own intesessuch decisions may affect
environment, consumers and community. It was Htecker who later emphatically
argued that management should assume social rasfipnsManagement has to
consider the impact of every business policy arnimaaipon society. Again, it has to
consider the actions that are likely to promote plélic good and to advance the
basic beliefs of society and contribute to its #itgb strength and harmony. He laid
emphasis on “quality of product and customer serii¢ Now-a-days, companies
spend a considerable amount of money in the CSRites. Several marketing
studies have found that social responsibility paogg have a significant influence on

several customer related outcomes.

Ministry of Corporate Affairs of India has passedi@animously resolution
regarding the amount to be spent for social deveéoy activities. Corporate Affairs
Minister Sachin Pilot held that companies have sndatorily spend two per cent of
their average net profit for CSR activities and L$&bha has also given the green
signal to Companies Bill in December, 20#Replying to a debate before the Bill
was passed by a voice vote; Mr. Sachin Pilot hietd through this new legislation,
the government intends to make India an attracmveé safe investment destination.

He said special courts would be set up for sperdlgtas an assurance to investors

15 5. K. BhatiaBusiness Ethics & Global Values, Deep & Deep Publications Pvt. Ltd., 2008, pp.-227
28.

' Ibid.

7.C. B. Bhatacharya and S. Sé@ming better at doing good, California Management Review, 47(1),
pp. 9-24.

18 «jll Makes 2% Spend Must for CSR Activities”, TiNew Indian Express, ¥@ecember, 2012, p.
13. <http://www.indianexpress.com>
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that cases will not linger on. Again, he mentiotiegt companies should voluntarily

engage in CSR and not fear that the legislationuatsato return of “inspector raf®

Pilot said that under the new legislation, companeéll be encouraged to
create employees welfare fund. He encouraged thpanies to engage in promoting
education, reducing child mortality and any othextter that can contribute for social
welfare. Under the new law, the CSR spending wdutd the responsibility of
companies like their tax liabilities. The Bill, Wwit470 clauses, seeks to make CSR
spending compulsory for companies that meet cerdteria. Firms having Rs. 5
crore or more profits in the last three years hHavepend on CSR activitiéS.

Highlights of the CompaniesBill

v Firms having Rs. 5 crore or more profits in thet ldgee years have to
spend on CSR activates.

v Payment of two years’ salary to employees in congsawhich wind up.
v Remuneration of a director of a company shouldb®tnore than 5% of the
net profit.

v Annual ratification of appointment of auditors fore years.

v Companies will be encouraged to create employedanedund.
V1.3 Argumentsfor CSR

The arguments in favor of organization in sociagponsible ways offer

many reasons, such &s:

Balancing corporate power with corporate respohsés.
Discouraging the creation and imposition of goveentiregulation.
Focusing on social problems.

Brand differentiation.

Long-term thinking.

Employee engagement.

AN N N N N

Value Creation and Profitability

' Ibid.

2 <http://www.mca.gov.in, retrieved on 19th Decemia&r1 2>

2L C V Baxi and Nazy Chadha, “Corporate Social Resimlity: Concepts, Practices and Country
Experiences”, in C V Baxi and Ajit Prasad (ed<hrporate Social Responsibility: Concepts and
Cases, Excel Books, New Delhi, 2005, p. 5.
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Cost and risk reduction,
Profit maximization and competitive advantage,

Reputation and legitimacy, and

p w0nN R

Synergistic value creation.
V1.4 Argumentsagainst CSR

Organizations have to fulfill certain needs of sbgiand it is feasible for civil
society to benefit from the activities of an orgaation. Some of the arguments

against CSR are:

v Stakeholders bear the costs of corporate socialorac{shareholders,
employees and consumers) which affect a “corparaioperating efficiency and
weaken competitive position and advantage.”

v Mismatch of the roles and expectations betweemthanization and society.

v The prospects of corporations becoming even moweegal, as they may
already exercise considerable power over society.

v Management is trained in functional areas of mamage and does not have
generic expertise in handling social issues.

v Violation of profit maximization: This is the essence of the classical
viewpoint. Business is most socially responsibleemwht attends strictly to its
economic interests and leaves other activitiesherdnstitutions?

v Dilution of purpose: The pursuit of social goals dilutes businessisnpry
purpose: economic productivity. Society may suffsr both economic and social
goals are poorly accomplished.

v Costs: Many socially responsible activities do not payeithown way.
Someone has to pay these costs. Business musbahsse costs or pass them on to
consumers in higher prices.

v Too much power: Business is already one of the most powerfulturtgdns in
our society. If it pursued social goals, it wouldvk even more power. Society has

given business enough power.

2 <http://www.citeman.com/7667_arguments_for_andirejasocial_responsibility.html, retrieved on
2th December, 2012>
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v Lack of skills: The outlook and abilities of business leaders @iented
primarily toward economies. Business people arelpamalified to cope with social
issues.

v Lack of accountability: Political representatives pursue social goals aed
held accountable for their actions. Such is notdage with business leaders. There
are no direct lines of social accountability fradme business sector to the public.

v Lack of broad public support: There is no broad mandate from society for
business to become involved in social issues. Tt@i@is divided on the issue. In
fact, it is a topic that usually generates a heateloate. Actions taken under such

divided support are likely to fail.
V1.5 Underpricing

Underpricing is one of the pivotal ethical issuesr fthe corporate.
Underpricing is a technique or method to lower ghiee of the product than the real,
normal or appropriate value. In other words, theipg of an initial public offering
(IPO) is below its market value. When the offercpris lower than the price of the
first trade, the stock is considered underpricedstdck is usually only underpriced
temporarily because the laws of supply and demaiticewentually drive it towards
its intrinsic value. This is a technique used bg Hig corporations to decimate the
business of small corporations. Initially, they esfflower price to capture the
customers but gradually they will increase the eotticat will be detrimental to the
customers as well as to the market. There is npeséor small entrepreneurs to do

business. This serious ethical issue cannot bectegl.
V1.6 Training Programme on Ethical Values

An organization cannot talk about social respotigjbunless and until it
provides training on ethical values to the emplsyé&ghics matters a lot with regard
to human character. The significance of ethics oarime simply neglected or

overlooked. A sound ethics programme should incthddollowing six components:

1. Formal codes of conduct;
2. Ethics committees formed with a view to developgthical policy for the

organization and also investigating ethical infiat$ by employees;
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3. Ethics communication system that would include fiwlity for employees to
post queries, get advice or report any wroingdoing;

4, An ethics office with officers to oversee the prexeand facilitate the
communication of the policy to employees;

5. Ethics training programmes meant to make workens@ous of ethical issues
that are likely to arise at the place of work; amow to deal with them
effectively; and

6. A disciplinary system that would ensure prompt, isige and impartial

dealings with violations.

Let us discuss these six components of an effectivporate ethics programme in

some detail.
CODES OF CONDUCT

Several companies that have vowed to implementadtbehavior at their
work places have started the process with devejopimd implementing codes of
conduct for their employees. Codes of conduct &temments of organizational values
that comprise three components, namely, a codehafse a code of conduct and a
statement of values. A code of ethics is an exhiortdo employees to observe ethical
norms and forms the basis for rules of conductodecof ethics is often inspirational
and comprehensive enough to cover the entire schafmerganizational ethics
expected to be followed by everyone in the compédinysually “specifies methods
for reporting violations, disciplinary action forolations and a structure of the due
process” to be followed. A code of conduct is atten document, inspirational in
content and specifies clearly what is acceptableurmacceptable behavior at the
workplace and beyond, when employees represent tiiganizations outside. In
India, all major companies have developed theiesaaf conduct after the publication
of A Desirable Code by the Confederation of Indian industry (CII) i99B. Tata
group of companies, Infosys, Hindustan Lever LtdpMY Technologies Ltd, ICICI,
HDFC, Cummins India, Ranbaxy, Dr. Reddy’'s Lab, Hsldab, Orchid Chemicals
and Pharmaceuticals Ltd and the Birla group of camgs are some of the prominent

corporations that have adopted codes of condu¢hér employees.
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ETHICSCOMMITTEES

Ethics committees are formed in many organizatitret are exclusively
devoted to the pursuit of ethics at their work pcThese committees may raise
concerns of ethical nature, prepare or update adesof conduct and resolve ethical
dilemmas in companies. These committees may fotmudghics policy, develop
ethical standards and in the contest of these nomewmaluate the company’s
compliance with them. Members of ethics committelesuld be well chosen, if they
are to serve any useful purpose in organizatioheyBhould be well posted with the
knowledge of their industry, their codes of etraosl community standards.

ETHICSCOMMUNICATION SYSTEMS

Ethics communication systems play a crucial rate making an ethics
programme successful. If an organization keeps/éneus facets of the programme
under the bushel as it were, it will serve no psgdethics communication systems
should allow employees to make enquiries get ad¥iceeded or report wrongdoing.
It is necessary to have a system in place to conratmand educate employees about
the company's ethical standards and policies. Thgective of the ethics
communication system should be to (i) communicéie ¢company’s values and
standards of ethical business conduct to employégsprovide information to
employees on the company’s policies and proceduggarding ethical business
conduct; (iii) put in place processes to help empés obtain guidance and to resolve
guestions regarding compliance with the firm’s dids of conduct and values; and
(iv) establish means of enquiry such as telephariknbs, suggestion boxes and e-
mail facilities for employees to get in touch wiéimd get advice from competent
authorities. It is also ideal to have one of thieedities for employees to get in touch
with and get advice from competent authoritiess lalso ideal to have one of these

facilities available to allow anonymous contactendhand when required.

Apart from these means of communication within thrganization, other
avenues can be used to communicate the firm's nsbaaldards and its workforce.
Top management people can communicate with manageitse operational level,
such as in production, finance and marketing arfdre@ overall ethical standards
within the organization. If the organization hasnewsletter, it can be used to

publicize the company’s code or statement of etHsisce this internal medium of
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communication has an extensive reach within thearmggtion, it is an effective
means to get the message across. If the orgamza® an existing system of briefing
groups and management meetings, these fora can balsosed as means of
communicating values. In recent times, companiddigiu attractive multi-colored
laminated posters with their ethics policies prihéad place them at the most visible
and accessible places such as meeting halls arndecanfor all to see and remind

them constantly what the company stands for in sesfrvalues.
ETHICS OFFICE/OFFICERS

In the United States and Europe, the practiceetting up ethics offices or
appointing ethics officers has become popular ammgginizations to oversee the
process and to facilitate communication of ethioicpes to employees. The ethics
officer has become a recognized job title and tihemow a professional association
for such individuals. Ethics officers are usualhgsponsible for assessing the needs
and risks that an organization-wide ethics programmust address, developing and
distributing a code of conduct or ethics, condugtitraining programme for
employees, establishing and maintaining a confidkesérvice to answer employees’
guestions about ethical issues, making sure tletdmpany is in compliance with
government regulation, monitoring and auditing @hiconduct, taking action on
possible violations of the company’s code and reiig and updating code.”

The position of ethics office/officer is relatiyelnew, hardly about two
decades old in most organizations even in advanoadtries. Since the position of
ethics officers itself is new, its functions ard tebe standardized; they are gradually
evolving over time. In India, ethics officers are emerging breed. Many ethically
committed, professionally run corporate bodies hetaeted appointing ethics officers
whose functions in the Indian context are still leing, though their basic job

descriptions remain the same as found elsewhere.
ETHICSTRAINING PROGRAMMES

One of the important components of a corporatécgtprogramme is the
training given to employees, aimed at ensuring rthethical behavior in an
organization. The basic objective of such a trgrmpnogramme is to assist employees
to understand the ethical issues that are likelgriee in their work environment and
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how to deal with such issues. Mere mouthing of @aland distribution of glossy
brochures on company’s ethics policy at companytimge do not change employee
behavior to any significant degree. Reinforcemdrnthe message on the importance
of its espoused values will show that the compameams business. One of the most
powerful ways of achieving this objective is to @resthat the ethical principles the
company believes in are incorporated in every aspeemployee training with a
view to sensitizing them on the need for ethicdldweor. The researcher has already
discussed regarding ethical behavior in third abiapt

DISCIPLINARY SYSTEM

Just working out a code of conduct or ethical bedrawill not serve any
purpose in an organization. If it is not properhfarced, it becomes mere window-
dressing and will not help in achieving the compsnmyission of enhancing ethical
decisions and behavior. It is necessary, thereflmea corporation committed to
ethics to establish a disciplinary system to de#h wthical infractions promptly and
decisively. Workers in organizations generally desuch infractions to be dealt with
severely. Failure to respond to unethical behawiay lead to feelings of inequity on
the part of ethical employees and threaten thereestbcial system that supports
ethical behavior in the organization. Moreoveryéhghould be serious efforts to curb
unethical conduct are needed for companies to legtdbng-term relationships with
their workers, customers and community at largéhdfcode of ethics is aggressively
enforced and becomes part of corporate culturearit effectively improve ethical

behavior within the organization.

While implementing an ethics programme, comparsésuld follow a
coordinated approach if they want it to bear thsirdd results. They should (i) be
very clear about the goals and means of implemgniie programme, (ii) set
realistic and easily observable objectives, (iigs@ciate senior managers in the
development and running of the programme, (iv) tgvg@rogramme literature that
addresses the ethical dilemmas and concerns avirage employee, (v) develop a
programme exclusively for the particular work plaaed not try to duplicate it
elsewhere, especially in locations in other coestnvhere there could be different
norms of ethical behavior, (vi) ensure that thegpaonme is not a series of lectures,
(vii) monitor assiduously, evaluate the effectivemhef the programme and adopt
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corrective measures wherever necessary, (vii) put place an effective
communication system to facilitate a two-way exgwof information, (ix) ensure
the existence of a disciplinary system that peraligromptly and appropriately the
wrongdoers while patting and rewarding the achieweerd (x) create a machinery for
continuous monitoring and evaluation, with a vi@awpdating the programme and its

methodology.
V1.7 Bottom of the Pyramid (BOP)

The bottom of the pyramid is the largest, busithie poorest socio-economic
group. The phrase “bottom of the pyramid” is usegarticular by people developing
new models of doing business that deliberatelyetatigat demographic, often using
new technology. This field is also often referredas the Base of the Pyramid” or
just the “Bop”. Sociologically, the pyramid has hegsed as a metaphor to describe
the hierarchical nature and inequality of moderciet@es since the 1Bcentury. The
industrial Workers of the World (IWW) disseminatagoster of a social pyramid in
1911 that later became famous, depicting the madgesople at the bottom, working
for and feeding all, and at the top rulers andtadipts and clergy, ruling and fooling
all. Then, in the midst of the Great Depressiomrt after he announced his
candidacy for president, Franklin D. Roose¥eftopularized the term bottom of the
pyramid in his famous April 1932 speech “The ForgwtMan”. For far too long,
Roosevelt argued, those at the top had enjoyettie@lbenefits of economic progress.
Now it was time for the government to support stytsedisadvantaged-“the bottom
of the pyramid’-those who form “the infantry of owconomic army”. Later,
Roosevelt of course became president, and his Neal programs not only helped
the poor and unemployed, but it also realized wied, at the time, a new economic
theory: the basic Keynesian insight that, partiduladuring severe economic
downturns, the federal government had a large tolplay, namely to boost the
demand by providing people with money to sp&hd.

The bottom of the pyramid (BoP) as a term and qoinbas seen a recent
renaissance through the work of an eminent ProfesSK. Prahalad of the

University of Michigan. Of the roughly 6.5 billiopeople in the world today,

2 <http://www.wikipedia.org/wiki/Bottom_of_the_pyradd retrieved on 6th March, 2013>
24 (|
Ibid.
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according to Prahalad, more than 4 billion livetet bottom or by some of the their
varying definitions, at below $2 a day or belowusghasing power parity of $1,500 a
year? Due to their inherent lack of money, businessesrat the world have largely
ignored this vast collection of poor people. Acdogdto Prahalad, such neglect
constitutes a missed opportunity of vast proposgjdar the multitudes at the bottom
represent an almost-limitless and promising podiutidire consumers. In his words,
“as multinational firms search for avenues for palifie growth and radical
innovation in the new millennium, they may find aigque, counter intuitive
opportunity-the 4 billion poor that are at the bait of the economic pyramid.
Converting the very poor into active consumers witister innovations in
technologies and business modéfslii recent statements, Prahalad further elaborated
that since two or three or four billion additionednsumers and producers will
inevitably put a tremendous strain on the envirommend particularly water and
energy resources, the issue of what he calls “sintugrowth of poor people” and the
issue of corporate sustainability are inextricdlsiged 2’

The economic pyramid
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Fig. 1 Source: C.K. Prahalad and Stuart ,HEme Fortune at the Bottom of the
Pyramid, 2002.

C. K. Prahalad wanted to convert the poor intovactonsumers by the help of
innovative technologies and products. There ar&aiceprganizations that help the

handicapped walk and helping subsistence farmeeskcltommodity prices and

% C. K. PrahaladThe Fortune at the Bottom of the Pyramid, Wharton School Publishing, New Jersey,
2005, pp. 3-30.

%% |pid.

" bid.
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connect with the rest of the world. There are algme banks offer financial help to
the poor, power companies reaching out to meetggnaeeds and construction
companies doing what they can to house the poaffordable ways that allow for
pride. There are chains of stores tailored to wtdad the needs of the poor and to

make products available to them.

The strength of these innovative approaches is they tend to create
opportunities for the poor by offering them choi@®l encouraging self-esteéfn.
Entrepreneurial solutions such as these place amainfinancial burden on the
developing countries in which they occur. To begirunderstand how all of this is

remotely possible, we need to start with some bassamptions:

> First, while cases certainly can be found of lafges and multinational
corporations (MNCs) that may have undermined tifertsf of the poor to build their
livelihoods, the greatest harm they might have dtnéhe poor is to ignore them
altogether. The poor cannot participate in the fisnef globalization without an
active engagement and without access to produdsearvices that represent global
quality standards. They need to be exposed toahgerand variety of opportunities
that inclusive globalization can provide. The paepresent a “latent market” for
goods and services. Active engagement of privatergmses at the BOP is a critical
element in creating inclusive capitalism, as pevsé¢ctor competition for this market
will foster attention to the poor as consumersvilk create choices for them. They do
not have to depend only on what is available inrthidages. If large firms approach
this market with the BOP consumers interests atthiéacan also lead to significant
growth and profits for them. These characteristita market economy, new to the
BOP, can facilitate dramatic change at the BOPe fared transparent private-sector
competition, unlike local village and shanty-towromopolies controlled by local
slum lords, can transform the “poor” into consumé@msverty alleviation will become
a business development task shared among the pangge sector firms and local
BOP entrepreneurs.

> Second, the BOP, as a market, provides a new groppiortunity for the
private sector and a forum for innovations. Old dimdd solutions cannot create
markets at the BOP.

%8 |bid.
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> Third, BOP markets must become an integral pathefwork of the private
sector. They must become part of the firms’ corsiresses; they cannot merely be
relegated to the realm of corporate social respdigi (CSR) initiatives.
Successfully creating BOP markets involves changthé functioning of MNCs as
much as it changes the functioning of developingntees. BOP markets must
become integral to the success of the firm in otdestommand senior management

attention and sustained resource allocation.

There is significant untapped opportunity for vakreation (for BOP consumers,
shareholders and employees) that is latent in tO& Bnharket. These markets have
remained “invisible” for too long. It is naturalfanyone to ask this: If all of this is so

obvious, why has this not yet occurred?
V1.7.1 The Power of Dominant L ogic

India is a home to more than 400 million people vain@ below poverty line.

The World Bank, MNCs, developing countries, chéigaorganizations, national
governments and private sector have tried theit toealleviate poverty but they are
conditioned by their own dominant lodit. Since they attached utmost emphasis on
dominant logic that restricts their ability to saevibrant market opportunity at the
BOP. For example, it is common in MNCs to haveabksumptions outlined in Table
1. These assumptions dictate decision and resoatloeation processes for
developing countries and BOP markets in particular.

# bid.
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Table1 TheDominant Logic of MNCsas |t Relatesto BOP

Assumption Implication

The poor are not our target customer®ur cost structure is a given; with our

they cannot afford our products pcost structure, we cannot serve the QOP
services. market.

The poor do not use the products sold We are committed to a form over

developed countries. functionality. The poor might need

sanitation, but cannot afford detergents in
formats we offer. Therefore, there is no
market in the BOP.

Only developed countries appreciate afihe BOP does not need advanced
pay for technological innovations. technology solutions; they will not pay
for them. Therefore, the BOP cannot be a
source of innovations.

The BOP market is not critical for longBOP markets are at best an attractive
term growth and vitality of MNCs. distraction.

Intellectual excitement is in developetlVe cannot assign our best people to work
markets; it is very hard to recryibn market developmentin BOP markets.
managers for BOP markets.

Adapted from C. K. Prahald and Stuart Hart, Thetdr@ at the Bottom of the
Pyramid

The other implicit assumptions surface in everycussion of BOP markets
with managers in MNCs and those in large domestiasfin developing countries
that fashion their management practices after thbseiccessful MNCs. These biases
are hard to eradicate in large firms. Although dieeninant logic and its implications
are clear, it is our aim to challenge and providenterpoints. For example, BOP
markets enable firms to challenge their perspestore cost. We will show that a 10
to 200 times advantage (compared to the cost stegthat are oriented to the top of
the pyramid markets) is possible if firms innovetem the BOP up and do not follow
the traditional practice of serving the BOP markstsmaking minor changes to the
products created for the top of the pyramid. Mdghe charitable organizations also
believe that the private sector is greedy and umgand that corporations cannot be
trusted with the problems of poverty alleviatiomom this perspective, profit motive
and poverty alleviation do not mix easily or weélid agencies have come full circle
in their own thinking. From aid focused on largérastructure projects and public
spending on education and health, they are alsangdoward a belief that private-

sector involvement is a crucial ingredient to poyetleviation.
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Historically, governments, aid agencies, -governmental (ganizations
(NGOs), large firmsand the organized (formal and legal as opposedt@legal)
business sector all seem to have reached an im@greement. Mark-based
solutions cannot lead to poverty reduction and eooa development. As shown
Figure 2, the dominant logic of each group resrits ability to see the mark
opportunities at the BOP. The dominant logic ofhegcoup is differnt, but the
conclusions are similar. During the last decadehegroup has been searching
ways out of this selimposed intellectual trap. To eradicipoverty, we have to break

this implicit compact through a B(-oriented involvement of the privatector.

Aid agencies

BOP
Latent 4-5 billion
Consumer
Opportunity

NGOs, civil society
organizations

Politicians, Public
Policy establishments

Private sector, including MNCs

Fig. 2 The influence of dominant lo

We have to change our Ic-held beliefs about the BO®&u4r genetic code,
we will. The barrier that each group has to crossfferent, but difficult nonetheles

However, once we cross the intetual barrier, the opportunities become obvi
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V1.7.2 The Nature of the BOP Market

The nature of the BOP market has characteristisdfre distinct. We outline
some of the critical dimensions that define thigkea These characteristics must be

incorporated into our thinking as we approach tkd°B
ThereisMoney at the BOP

The dominant assumption is that the poor have no purchasing power and

therefore do not represent a viable market.

Let us start with the aggregate purchasing powedemeloping countries
where most of the BOP market exists. Developinghtiies offer tremendous growth
opportunities. Within these markets, the BOP regressa major opportunity. Take
China as an example. With a population of 1.2dnlland an average per capita gross
domestic product (GDP) of US $1,000, China curgemépresents a $1.2 trillion
economy. However, the US dollar equivalent is ngbad measure of the demand for
goods and services produced and consumed in Clime convert the GDP-based
figure into its dollar purchasing power parity (A®PChina is already a $5.0 trillion
economy, making it the second largest economy blethe United States in PPP
terms. Similarly, the Indian economy is worth ab$8t0 trillion in PPP terms. If we
take nine countries-China, India, Brazil, MexicajsRia, Indonesia, Turkey, South
Africa, and Thailand- collectively they are home &bout 3 billion people,
representing 70 percent of the developing worldutetn. In PPP terms, this
group’s GDP is $12.5 trillion, which representsg#cent of the developing world. It
is larger than the GDP of Japan, Germany, FrameeUnited Kingdom, and lItaly

combined. This is not a market to be ignored.

Now, consider the BOP within the broad developiagntry opportunity. The
dominant assumption is that the poor do not haveeydo spend and therefore, are
not a viable market. Certainly, the buying powertfmse earning less than US $2 per
day cannot be compared with the purchasing poweénd¥iduals in the developed
nations. However, by virtue of their numbers, tlo®prepresent a significant latent

purchasing power that must be unlocked. For exanafiléoo often, the poor tend to

%0 purchasing Power Parity (PPP) is a theory of mmg equilibrium exchange rates based on relative
price levels of two countries. It asks how much mpmould be needed to purchase the same goods
and services in two countries, and uses that tulzk an implicit foreign exchange rates.
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reside in high-cost ecosystems even within devefpgiuntries. In the shanty town
of Dharavi, outside Mumbai, India, the poor payranpium for everything from rice
to credit. Compare the cost of everyday items afsamption between Dharavi and
Warden Road (now redesignated B. Desai Road), leehigmmcome neighborhood in
Mumbai. The poverty penalty in Dharavi can be ghlas 5 to 25 times what the rich
pay for the same services (Table 2). Researchateticthat this poverty penalty is
universal, although the magnitude differs by copniihe poverty penalty is the result
of local monopolies, inadequate access, poor bidgidn and strong traditional
intermediaries. Large-scale private-sector busegssan “unlock this poverty
penalty”. For example the poor in Dharavi pay 60Q 1000 percent interest for credit
from local moneylenders. A bank with access to th&sket can do well for itself by
offering credit at 25 percent. Although 25 percem¢rest might look excessive to a
casual observer, from the point of view of the B&shsumer, acces to a bank
decreases the cost of credit from 600 percent tpe2b6ent. The BOP consumer is
focused on the difference between the local momelde rates and the rates that a
commercial bank would charge. The bank can makasonable profit after adjusting

for risk (10 percent over its traditional, top-betpyramid customers).

Table 2 The Poor and High-Cost Economic Ecosystems

Item Dharavi Warden Road Poverty Premium
Credit 600-1,000% 12-18% 53.0
(annual interest)
Municipal grade water
Phone call
(per minute) $0.04-0.05 $0.025 1.8
Diarrhea medication $20.00 $2.00 10.0
Rice

$0.28 $0.24 1.2

(per kg)

Source: Harvard Business Review, “The Poor and HiQbst Economics
Ecosystems”, from “Serving the World’s Poor Prdiltd by C.K. Prahalad and Allen
Hammond, September 2002.

These cost disparities between BOP consumers andich in the same
economy can be explained only by the fact thatpibweerty penalty at the BOP is a
result of inefficiencies in access to distributenmd the role of the local intermediaries.
These problems can easily be cured if the orgarpriedte sector decides to serve the

BOP. The organized sector brings with it the scalegpe of operations and
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management know-how that can lead to efficiencas ifself and its potential

consumers.

The poor also spend their earnings through the weatsreflect a different set
of priorities. For example, they might not spendpdisable income on sanitation,
clean running water and better homes, but will dp@&non items traditionally
considered luxuries. Without legal title to landese residents are unlikely to invest
in improving their living quarters, much less thebfic facilities surrounding their
homes. For example, in Dharavi, 85 percent of thesbholds own a television set, 75
percent own a pressure cooker and blender, 56 mteosen a gas stove, and 21
percent have telephones. In Bangladesh, women peatreurs with cell phones,
which they rent out by the minute to other villagedo a brisk business. It is
estimated that the poor in Bangladesh spend as amiGhpercent of their income on

connectivity.
Accessto BOP Markets

The dominant assumption is that distribution access to the BOP markets is
very difficult and therefore represents a major impediment for the participation of

large firms and MNCs.

Urban areas have become a magnet for the poorOBYy there will be more
than 225 cities in Africa, 903 in Asia and 225 iatib America. More than 368 cities
in the developing world will have more than 1 naiflipeople in each. There will be at
least 23 cities with more than 10 million resider@llectively, these cities will
account for about 1.5 to 2.0 billion people. Ovértd 40 percent of these urban
concentrations will be comprised of BOP consumerbe density of these
settlements-about 15,000 people per hectare-wibwalfor intense distribution

opportunities.

The rural poor represent a different problem. Ascesdistribution in rural
markets continues to be problematic. Most of thhralmnarkets are also inaccessible to
audio and television signals and are often desaghas “media dark”. Therefore, the
rural poor are not only denied access to produntissarvices, but also to knowledge
about what is available and how to use it. Theap@ wireless connectivity among
the poor might help to reduce this problem. Théitsglio download movie and audio
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clips on wireless devices might allow firms to aaxé&aditionally “media dark” areas
and provide consumers in these locations with nemdoaccess to information about
products and services. However, this is still anolamg phenomenon restricted to a

few countries.

The BOP does not lend itself to a single distrilmutisolution. Urban
concentrations represent a problem distinct froat @f the distribution access to
dispersed rural communities. Worldwide, the costezch per consumer can vary
significantly across countries. A wide variety ofperiments are underway in these
markets to find efficient methods of distributingogls and services. One such
experiment, Project Shakti at Hindustan Lever [ktl.L) in India, is a case in point.
HLL created a direct distribution network in hamdfeach locales (markets without
distribution coverage through traditional distrimst and dealers). HLL selected
entrepreneurial women from these villages and edhithem to become distributors,
providing education, advice, and access to prodiactbeir villages. These village
women entrepreneurs, called Shakti Amma (empoweredher), have unique
knowledge about what the village needs and whicklyets are in demand. They earn
between Rs. 3,000 and 7,000 per month (US $60-$48@)therefore create a new
capacity to consume for themselves and their fasiiliMore important, these
entrepreneurial women are increasingly becomingetheators and access points for
the rural BOP consumers in their communities. HEipigroach is not new. Avon is one
of the largest cosmetics operations in Brazil aad hsed a similar approach by
leveraging more than 800,000 “Avon ladies” as wstiors to reach even the most

remote regions of Amazonia.
The BOP Markets Are Brand-Conscious

The dominant assumption is that the poor are not brand-conscious. On the
contrary, the poor are very brand-conscious. They are also extremely value-conscious

by necessity.

The experience of Tata and Reliance in India-twthefprominent retailers of
consumer durables suggests that the BOP marketgeayebrand-conscious. Brand
consciousness among the poor is universal. In @ lrayd consciousness should not
be a surprise. An aspiration to a new and diffeigprdlity of life is the dream of

everyone, including those at the BOP. Thereforpiraisonal brands are critical for
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BOP consumers. However, BOP consumers are valuerfuyhey expect great
guality at prices they can afford. The challengéatge firms is to make aspirational
products affordable to BOP consumers. These consurapresent a new challenge
for managers with increased pressure on costs \wla@@nent, manufacturing, and

distribution.
The BOP Market |s Connected

Contrary to the popular view, BOP consumers are getting connected and

networked. They are rapidly exploiting the benefits of information networks.

The spread of wireless devices among the poorasfmf a market at the
BOP. For example, by the end of 2003, China hadstalled base of 250 million cell
phones. India had an installed base of approxim&@@Imillion. The Indian market is
growing at about 1.5 million handsets per monthe Expectation is that India will
reach 100 million handsets by 2005. Brazil alrehdg 35 to 40 million. Both the
current market size and the growth rates suggestttie BOP market is a critical
factor in worldwide wireless growth. Telecommunicats providers have made it
easier for BOP consumers to purchase handsetsesmidesthrough prepaid cards.
The proliferation of wireless devices among the rpouniversal, from Grameen
Phone in Bangladesh to Telefonica in Brazil. Furthee availability of PCs in kiosks
at a very low price per hour and the opportunityigeoconference using PCs are
adding to the intensity of connectivity among thaseéhe BOP. The net result is an
unprecedented ability of BOP consumers to commtmiedgth each other in several
countries. The technology of wireless and PC cativige is allowing the BOP
population to be actively engaged in a dialogudn\egch other, with the firms from
which they wish to purchase goods and services, \aitidl the politicians who

represent them.

Connectivity also allows the BOP consumers to distalmew patterns of
communication away from their villages. With celhgnes and TV, the BOP
consumer has unprecedented access to informatimelbas opportunities to engage
in a dialogue with the larger community. As a régsword of mouth among BOP
consumers is becoming a very potent force for agsgproduct quality, prices and
options available to them. The spread of good lasgas well as bad news can be

very rapid. For example, in India, it appears tbatne consumers found worms in
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chocolates sold by Cadbury, a large and very sstideSMINC. Ten years ago this
would have been a nonevent, but with access tapteutind fiercely competitive TV

channels, wireless, and Internet, the news spreadmdly across India that not just
managers within Cadbury but all managers involvedhe “fast-moving consumer

goods” industry were surprised and worrfed.
BOP Consumers Accept Advanced Technology Readily

Contrary to popular belief, the BOP consumers accept advanced technology

readily.

The spread of wireless devices, PC kiosks and palsdigital assistants
(PDASs) at the BOP has surprised many a managereme@rcher. For example, ITC,
an Indian conglomerate, decided to connect Indaamérs with PCs in their villages.
The Indian Tobacco Corporation (ITC) e-Choupak(atly “village meeting place”)
allowed the farmers to check prices not only in tbeal auction houses (called
mandis), but also prices of soybean futures atGhieago Board of Trade. The e-
Choupal network allowed the farmers access to mébion that allowed them to
make decisions about how much to sell and whers tmproving their margins.
Similarly, women entrepreneurs in southern Indigeig a PC kiosk in their villages,
have learned to videoconference among themseleesssavillages on all kinds of
issues, from the cost of loans from various bankhe lives of their grandchildren in
the United State¥ Chat rooms are full of activity that none of usuleb have
imagined. Most interestingly, in Kerala, Indianhigmen in traditional fishing boats,
after a day of productive work, sell their catchtte highest bidders, using their cell
phones to contact possible landing sites alongKieala coast. The simple boats,
called catamarans, have not changed, but the grtieess of pricing the catch and
knowing how to sell based on reliable informatias liotally changed the lives at the
BOP. The BOP consumers are more willing to adopt tezhnologies because they
have nothing to forget. Moving to wireless from mag is easier than moving to
wireless from a strong tradition of efficient arsiquitous landlines.

%1 Syed Firdaus Ashraf, “Worms Found in ChocolatekBtc
http://www.rediff.com/news/2003/03cad.htm Firstaguled on § October, 2003, retrieved on"12
March, 2013.

32 See multiparty video conferencing at http://wwwaegue.com
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V1.8.3 The Market Development | mper ative

The task of converting the poor into consumeisnis of market development
process. Market development involves both the coiesiand the private-sector firm.
We consider the risks and benefits to the privattes firm later. Here, we reflect on
the incentives for the BOP consumer, who is soidaftated from the benefits of

access to regional and global markets, to partieipa
Createthe Capacity to Consume

To convert the BOP into a consumer market, we have to create the capacity to
consume. Cash-poor and with a low level of income, the BOP consumer has to be
accessed differently.

The traditional approach to creating the capacitgansume among the poor has been
to provide the product or service free of chardashas the feel of philanthropy. It is
said that “charity might feel good, but it rarelyl\ees the problem in a scalable and
sustainable fashion. A rapidly evolving approachet@wouraging consumption and
choice at the BOP is to make unit packages thasmal and therefore, affordable.
The logic is obvious. The rich use cash to invgntmmvenience. They can afford, for
example, to buy a large bottle of shampoo to avoidtiple trips to the store. The
poor have unpredictable income streams. Many dubgiglaily wages and have to
use cash conservatively. They tend to make pursharsly when they have cash and
buy only what they need for that day. Single-sgraekaging-be is shampoo, ketchup,
tea and coffee or aspirin- is well suited to thegylation. A single-serve revolution is
sweeping through the BOP markets. For examplendia] single-serve sachets have

become the norm for a wide variety of productsstasvn in Table 3.

Table 3 Creating the Capacity to Consume: SingleeSRevolution

Single-Serve Value at Retail

Rupees $ Typical Products

0.50 0.01 Shampoo, confectionary, matches, tea

1.00 0.02 Shampoo, salt, biscuits, ketchup, fruitinkd
concentrate

2.00 0.04 Detergent, soap, mouth fresheners, Ilgsciams,
spreads, coffee, spices

5.00 0.10 Biscuits, toothpaste, color cosmeticsagrince
bread, cooking oil, skin crea
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Note: Shampoo and biscuits are shown under diffgpeice ranges because these
items are available in multiple single-serve and imit pack quantities.

The number of products sold in the single-servenéd is rapidly increasing.
The format is so popular that even firms produdmgh-end merchandise have to
adopt it to remain viable long-term players in gnewing markets. Measured in tons,
the size of the Indian shampoo market is as laggtha US market. The shampoo
market in India is estimated to be Rs. 2,500-3,6f0e>* Large MNCs, such as
Unilever and Procter & Gamble (P&G), are the magarticipants in this market, as
are large local firms. Because the poor are judtrasd-conscious as the rich, it is
possible to buy Pantene, a high-end shampoo froi®,R& a single-serve sachet in
India. The entrepreneurial private sector has eckatlarge market at the BOP; the

penetration of shampoo in India is about 90 percent

Creating the capacity to consume is based on #dinggle principles best described as
the “Three As”™:

1. Affordability: Whether it is a single-serve package or novel masing
schemes, the key is affordability without sacriigiquality or efficacy.

2. Access: Distribution patterns for products and servicesitake into account
where the poor live as well as their work patteisest BOP consumers must work
the full day before they can have enough cash tohase the necessities for that day.
Stores that close at 5:00 PM have no relevandeetm tas their shopping begins after
7:00 PM. Further, BOP consumers cannot travel gissénces. Stores must be easy
to reach, often within a short walk. This calls fgeographical intensity of
distribution.

3. Availability: Often, the decision to buy for BOP consumers mselaon the
cash they have on hand at a given point in timeyTdannot defer buying decisions.
Availability (and therefore, distribution efficiepcis a critical factor in serving the

BOP consumer.

Of course, the ideal is to create the capacityaim enore so that the BOP
consumers can afford to consume more. The ITC es@ddostory illustrates how
farmers with access to the Internet and therebgsscto the prices of commodities

around the world can increase their incomes by h0t@ercent. These farmers can

33 <http:/lwww.business.mapsofindia.com/top-bramitis/top-shampoo-brands-in.india.html,

retrieved on 13th March 2013>
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decide when and how much to sell based on theienstehding of the likely price
movements for their products. Modern technology owly allows them to realize
better prices, but also to improve their logistitse aggregation of food grains allows
for efficiencies for both the farmer and the buygy.focusing on the BOP consumers
capacity to consume, private-sector businessexreate a new market. The critical
requirement is the ability to invent ways that take account the variability in the
cash flows of BOP consumers that makes it diffiboiitthem to access the traditional
market for goods and services oriented towarddpeof the pyramid.

The Need for New Goods and Services

The involvement of the private sector at the BOP can provide opportunities for

the development of new products and services.

Amul, a dairy cooperative in India, has introduggmbd quality ice cream at
less than $0.05 per serving, affordable by alhat BOP. This product is not only a
source of enjoyment; the milk in it is also a seuaf nutrition for the poor. Now,
Amul is planning to introduce a natural laxativedd ice cream called “isabgol-
enriched”. It is too early to tell whether the puotl can be a success. However, the
experimentation is what the game is about. SinyilaHe popularization of pizza by
the same company allows the poor to obtain an adeqguantity of proteir:
PRODEM FFP, a Bolivian financial services comparngs introduced smart
automated teller machines (ATMs) that recognizgdimprints, use color-coded touch
screens, and speak in three local languages. @¢timological innovation allows even
illiterate BOP consumers to access, on a 24 howisbdigh-quality financial

services”
Dignity and Choice

When the poor are converted into consumers, they get more than access to
products and services. They acquire the dignity of attention and choices from the
private sector that were previously reserved for the middle-class and rich.

* Harish Damodaran, “Try Amul's New Ice Cream and-rblieved!”, The Hindu Business Line" 8
September, 2002, retrieved or"March, 2013.

% Roberto Hernandez and Yerina Mugica, “What Wokksidem FFP’s Multilingual Smart ATMs for
Micro Finance”, World Resources Institute, August, 2003, retrieved  from
<http://www.wri.org/publication/what-works-proderfp§-multilingual-smart-atms-microfinance , on
14th March, 2013>
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Prior to the introduction of ITCs e-Choupal prograe) the farmers did not
have much choice. Once they went to a mandi, tlaglytb sell their products at the
prices offered on that day. They could not waitldetter prices or haul their products
back to their villages. More important, the locatnchants who controlled the mandi
were not very respectful of the farmers. Now themedarmers can access information
on the Web across all the mandis and can decideewhden, and at which prices
they want to sell. Similarly, women in self-helpogps (SHGs) working with ICICI
Bank in India also have had their dignity restorAd a group, they decide which
borrowers and projects will receive loans. Thisolwement of women in leadership
development and in learning about finances and lmpd@tations has given them a
new sense of personal worth. The single-serve uéeol has created a revolutionary
level of choice for consumers at the BOP. For exantpe “switching costs” for the
consumer are negligible because she can buy atsatlskampoo or detergent or
pickles; if she is not satisfied with her purchabe can switch brands the next day.
Firms must continuously innovate and upgrade tipeaducts to keep customers
interested in their brands, thereby improving dualind reducing costs.

V1.7.4 Benefitsto the Private Sector

We have identified the immediate benefits oftirgathe poor as consumers as
well as the poverty alleviation process that welult as businesses focus on the BOP.
It is clear that the consumers (the poor) benbiit,do the private-sector businesses
benefit as well? The BOP market potential is huge 5 billion underserved people
and an economy of more than $13 trillion PPP. Téweds of the poor are many. The
case for growth opportunity in the BOP markets &syeto make. However, to
participate in these markets, the private sectostnearn to innovate. Traditional

products, services and management processes Wwillor&.
V1.7.5 A Philosophy for Developing Products and Servicesfor the BOP

The BOP, as a market, will challenge the dominagicl of MNC managers
(the beliefs and values that managers serving thesldped markets have been
socialized with). For example, the basic economicthe BOP market are based on
small unit packages, low margin per unit, high woéuand high return on capital
employed. This is different from large unit packggh margin per unit, high volume

and reasonable return on capital employed. Thif shibusiness economics is the
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first surprise to most managers. As the researdisaussed in section V.8.3 (The
Market Development Imperative), creating the capai consume the single-serve
and low unit pack revolution at the BOP-can be fhst surprise for product
developers trained in the West. “How can anyoneermakney at $0.01/unit price at
retail?” is often the question. Similarly, in thee®{, product developers often assume
that the required infrastructures for the use oddpcts exist or that Western
infrastructure can be made economically viable waiitfunction properly in these
markets. In a developed market, access to reftigeatelephones, transportation,
credit, and a minimum level of literacy can all lassumed. The choice of
technologies is not constrained by the infrastmecttiowever, in BOP markets, the
quality of infrastructure can vary substantiallgpecially within a country as vast as
China, Brazil or India. What is available in Shaagbr Mumbai is not an indication
of the infrastructure in the hinterlands of Chinmalrdia. For example, the supply of
electricity can be quite erratic and blackouts dmdwnouts are very common.
Advanced technology solutions, such as a regioa@laork of PCs, must coexist with
poor and indifferent electrical and telecom infrastures. Hybrid solutions that
integrate backup power sources with PCs are a ragsdye customer interfaces. For
example, India boasts more than 15 official langsagnd 500 dialects, and 30
percent of the total population is illiterate. Hdlaen can we develop user-friendly
interfaces for products that the poor and theeiifite can understand and utilize?
Surprisingly, illiteracy can lead to acceptancetlué state-of-the-art solutions. For
example, illiterate consumers can “see and heat’read. Therefore, video-enabled

cell phones might be more appropriate for this re@ark

These challenges are not isolated conditions. \eweent in BOP markets
will challenge assumptions that managers in MNCgehdeveloped over a long
period of time. A new philosophy of product devetemt and innovation that reflects
the realities of BOP markets will be needed. Thislgsophy must represent a
different perspective from those that we have gromatustomed to in serving
Western markets. Based on the present researchsdha@ar has identified 12
principles that, taken together, constitute theldmg blocks of a philosophy of

innovation for BOP markets.
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V1.7.6 Twelve Principles of Innovation for BOP Markets

1. Focus on price performance of products and sesviServing BOP markets is not
just about lower prices. It is about creating a ngsice-performance envelope.

Quantum jumps in price performance are requirechter to BOP markets.

2. Innovation requires hybrid solutions. BOP consumproblems cannot be solved
with old technologies. Most scalable, price-perfante-enhancing solutions need
advanced and emerging technologies that are cedatiended with the existing and

rapidly evolving infrastructures.

3. As BOP markets are large, solutions that arecldped must be scalable and
transportable across countries, cultures and lageguddow does one take a solution
from the southern part of India to the northerntp&rom Brazil to India or China?
Solutions must be designed for ease of adaptatiainilar BOP markets. This is a

key consideration for gaining scale.

4. The Developed markets are accustomed to resovwastage. For example, if the
BOP consumers started using as much packagingapéaas the typical American
or Japanese consumer, the world could not sustainlével of resource use. All
innovations must focus on conserving resourcesnimdite, reduce, and recycle.
Reducing resource intensity must be a criticalqpie in product development, be it

for detergents or ice cream.

5. Product development must start from a deep stateting of functionality, not just
form. Marginal changes to products developed fdr dustomers in the United States,
Europe or Japan will not do. The infrastructure B&®Rsumers have to live and work
in demands a rethinking of the functionality anafashing clothes in an outdoor
moving stream is different from washing clothestle controlled conditions of a
washing machine that adjusts itself to the levedlidf and for batches of colored and

white clothes.

6. Process innovations are just as critical in B@dtkets as product innovations. In
developed markets, the logistics system for aceggsotential consumers, selling to
them and servicing products is well-developed. Babte infrastructure exists and
only minor changes might have to be made for spegeibducts. In BOP markets, the

presence of a logistics infrastructure cannot beurmgd. Often, innovations must
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focus on building a logistics infrastructure, imdilng manufacturing that is sensitive
to the prevailing conditions. Accessing potentiahsumers and educating them can

also be a daunting task to the uninitiated.

7. Deskilling work is critical. Most BOP marketseapoor in skills. The design of
products and services must take into account thelekels, poor infrastructure and

difficulty of access for service in remote areas.

8. Education of customers on product usage is keyovation in educating a
semiliterate group on the use of new products cee jnteresting challenges. Further,
most of the BOP also lives in “media dark” zonesaming they do not have access to
radio or TV. In the absence of traditional appreschto education-traditional
advertising-new and creative approaches, such @sovmounted on trucks and
traveling low-cost theatrical productions whose ipis to demonstrate product usage

in villages, must be developed.

9. Products must work in hostile environmentssinot just noise, dust, unsanitary
conditions and abuse that products must endureluBt® must also be developed to
accommodate the low quality of the infrastructusach as electricity (e.g., wide
fluctuations in voltage, blackouts and brownoutsid avater (e.g., particulate,

bacterial and viral pollution).

10. Research on interfaces is critical given thenesof the consumer population. The
heterogeneity of the consumer base in terms ofulage, culture, skill level and prior
familiarity with the function or feature is a chatige to the innovation team.

11. Innovations must reach the consumer. Both ihi@l\ndispersed rural market and
a highly dense urban market at the BOP represenip@ortunity to innovate in
methods of distribution. Designing methods for aso®gy the poor at low cost is

critical.

12. Paradoxically, the feature and function of atioh in BOP markets can be very
rapid. Product developers must focus on the braabitacture of the system-the
platform, so that new features can be easily inrm@ated. BOP markets allow (and
force) us to challenge existing paradigms. For gdamchallenging the grid-based
supply of electricity as the only available sourfir providing good-quality,

inexpensive energy is possible and necessary iistheted, poor BOP markets.
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It might appear that the new philosophy of innewatfor the BOP markets
requires many changes to the existing approachrtovation for developed markets.
It does require significant adaptation, but allnedats of innovation for the BOP
described here might not apply to all businessemndders need to pick and choose
and prioritize. Although effective participationgugres changes to the philosophy of
innovation, the scholar argued that the pain ohgeds worth the rewards that will be
reaped from the BOP as well as from traditionalkets. Further, once we recognize
the issues involved, innovation can be quite amgriag experience. The author also
plans to illustrate with a large number of examptést a wide variety of
organizations-MNCs, local firms, and NGOs-are sasfidly innovating with vigor in
these markets, and are making a great differencehel quality of life of low-income
customers and low-income communities. This is afipalar importance to MNCs.
Because innovations for the BOP markets challengesstablished ways of thinking,
BOP markets can become a source of innovationthédeveloped markets as well.
Innovation in BOP markets can reverse the flow ohaepts, ideas and methods.
Therefore, for an MNC that aims to stay ahead efdurve, experimenting in BOP

markets is increasingly critical. It is no longer @ption.
V1.7.7 Case Stories of Tata Nano and Nokia Mobile

Tata Nano

Fig.1 Ratan Tata along with Tata Nano

After having successfully launched the low costaTate truck in 2005, Tata

Motors began development of an affordable carwmatld appeal to the many Indians
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who drive motorcycles. The purchase price of thigritl *® auto was brought down by
dispensing with most nonessential features, reduttie amount of steel used in its
construction and relying on low cost Indian labodline Tata Nano is the cheapest car
in the world today. It is made and sold in IndideTNano is a city car manufactured
by Tata Motors.” Since its inception in 2009, the price has inaedag\lthough, the
Nano remains the lowest-cost four-wheeled passewggicle in India. The motto
behind launching this cheapest car was to giveigigmd self-esteem at the bottom
of the pyramid, at the same time, there is a huggnless opportunities at the bottom

of the pyramid.

Sunil Kumar Budhwani, a software engineer workingthe city of Pune,
became a minor celebrity in August 208%e took delivery of a Nano, the new low-
cost compact car designed and built by Tata Motdesat once found himself, and
his car, with the objective of intense interestfedv weeks later, he drove home to
visit his family in Nagpur. Each time he stoppedpple gathered around and began to
ask him questions about the car. Some asked peomigstake photographs of it. At
least he escaped the media hype that some other &lestomers had to face. The
purchasers of the first three Nanos off the assgiinit, who received their keys in
Mumbai in July 2009 from Ratan Tata, Chairman aiaT@ons and leader of the Tata
group of companies, received the kind of pressnattie normally reserved for pop
stars and cricketers. Photographers followed thenthe streets and camped outside
their homes and articles were written about thend #meir families in local

newspapers and magazines.

It is a fact that, the Nano had become a phenomk&manbefore the first one
was ever built. Tata Motors had promised to desigd make a compact car that
would go on sale for one lakh of rupees or roud@y500. The announcement was
received with extreme skepticism. It was not pdssib build a car that cheaply, said
Tata Motors’ rivals, or if it was possible the puoatl would be junk. Tata Motors had

% No frills service or product is one for which thenessential features have been removed to keep the
price low. The use of the term “frills” refers @ style of fabric decoration. In other wordsgfers to
something that should be offered to the customersndé additional charge may be designated as a
“frill”. For example, free drinks on airline jourgeor a radio installed in a rental car. This coricep
believes in the principle that by removing luxuscadditions, customers may be offered lower prices.

37 < http:/iwww.en.wikipedia.org/wiki/Tata_Nano, ieved on 14 March, 2013>

3 Morgen Witzel, Tata; The Evolution of a Corporate Brand, published by Penguin Group, New
Delhi, 2010, pp. 1-3.
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also announced that the initial production run wloble 200,000 units. Critics,

sneering at the design as a “four-wheeled mope@tipted that the company would
be lucky to sell half that. Having made this prosi$ata Motors now had to live up
to it. Initial sketches for the car show somethtingt looked rather like a golf cart, but
executives quickly realized that this had to beeauine compact car. “Ratan Tata
insisted that this had to be a car we would be grofi, says Prakash Telang,

managing director of India operations for Tata Msfd The end result was a “car for
the masses”, “peoples’ car”, a well-designed antl-made vehicle intended to make
motoring affordable and accessible to ordinary peeopthe same way that, a hundred
years ago, the Ford Model-T did in the United State the Austin Seven did in

Britain.

In the months before the launch, public fascinatrath the Nano spread
beyond India and around the world. European and rfssi@ newspapers carried
stories about the Nano and now everyone knew albata Motors and the Tata
group, previously known to most foreigners only things such as steel or IT
services. At the offices of Tata Communicationdiontreal, people began ringing up
to ask if this was the same company that was makivag small car”.

“The Nano has increased the visibility of the grdagyond all expectations”,
says Ratan Taf&.In engineering terms, Tata had proved it coulduiat everyone
else believed to be impossible. Whether the Naabyravill revolutionize motoring
in the way that Ratan Tata and Tata Motors hopdlitremains to be seen. Several
other car makers, Indian and foreign, have annalticat they intend to bring out
ultra-cheap compact cars of their own. The fact alilvays remain, however, that
Tata did it first. Sunil Budhwani and his friend$iavbought the first Nanos will

always know that they were part of motoring history
Nokia Mabile

Fredrik Idestam established a pulp mill in souttstvEinland and started
manufacturing paper in 1865. He opened a secoridhreke years later near the town
of Nokia and by 1902, the firm had moved into eiettyy generating. Shortly after the
First World War, Nokia was close to bankruptcy ahd nearby Finnish Rubber

3 bid.
“0 | bid.
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Works, maker of galoshes, hoses and tyres, bobgHtrim in order to ensure a power
supply. A few years later, the group acquired FShnCable Works, exporter of
telephone and electricity cables to the Soviet bnémd the crucible of Nokia's
electronics business. The three companies merge@lid to form a conglomeraté.

Nokia had begun making radio phones for the Finmshtary in 1960. In
1982, Nokia introduced its first car phone, witk tirand title of Mobira Senat&lts
first handheld mobile arrived in 1987 and weigheleéty 0.7kg (1.71bs). Officially
called the Mobira Cityman, it soon became knowntlas 'Gorba' after Soviet
president Mikhail Gorbachev was pictured using dw.1992, conglomerates were
out of fashion and Nokia decided to focus entitymobile phones, gradually selling

off its rubber, cable and consumer electronicsrmssie4®

Nokia has around 101,982 employees across 120rgesjrgales in more than
150 countries and annual revenues of around €86rbif' It is the world’s second-
largest mobile phone maker by 2012 unit salesr(&#nsung), with a global market
share of 22.5% in the first quarter of that y&arNokia is a public limited-liability
company listed on the Helsinki Stock Exchange aed/ N'ork Stock Exchange. It is
the world's 143rd-largest company measured by 2@i&nues according to the
Fortune Global 506° Nokia was the world's largest vendor of mobilems from
1998 to 2012’ However, over the past five years it has suffereaining market
share because of the growing use of touch screant ginones from other vendors -
particularly the Apple iPhone and devices runnimg@oogle’s Android operating
system, in which Nokia did not take enough advamtaig As a result, its share price
had fallen from a high of US$40 in late 2007 to emdS$2 in mid-2012% In order to

recover, Nokia announced a strategic partnership Microsoft in February 2011, as

“1 Charles Arthur, “A history of Nokia’s from papeiili® to Gorbachev”,
<http://www.guardian.co.uk/technology/2013/apr/0&tbiy-nokiz First uploaded on®1 April, 2013,
retrieved on 28 May, 2013.

2 |bid.

3 |bid.

4 Nokia Annual Reports 2012, published off'24nuary, 2013, retrieved on"2Blay, 2013.
<http://lwww.results.nokia.com>

*5 Lucy Williamson, “Samsung overtakes Nokia in melphone shipments”,
<http://www.bbc.co.uk/news/businesEirst uploaded on 37April, 2012, retrieved on 27May,
2013.

“ Fortune 2011, retrieved on'28&lay, 2013. <http://www.money.cnn.com>

*" Lucy Williamson, “Samsung overtakes Nokia in melphone shipments”

“8 Almost Nothing Can Save Nokia, Except Maybe Widead Poverty, 247wallst.com, First uploaded
on 14" May, 2012, retrieved on ¥May, 2013.
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part of which all Nokia smart phones will incorpaVicrosoft's Windows Phone
operating system, replacing Symbian. Nokia's carfiagship product is the Nokia
Lumia 920.

Nokiain India

Fig. Nokia 105 cheapest phonein India

Nokia came to India in 1995 as a solid, affordadote user-friendly mobile.
India is among the world's fastest-growing marketsmobile phones. The country
has some 170 million subscribers and adds 6 mittior million more each monff.
In contrast, China adds 5 million subscribers drlW.S. 2 million subscribers per
month. Recognizing this potential, several glolketéédom giants jumped into the fray
when the Indian government first opened up the tgisntelecom market to private
enterprise in 1994. Among them, Nokia forged ah#fatlvals and today commands a
58% market share for mobile phones (also calleshdbats”). In specific segments,
such as GSM telephony, Nokia's market share inaliglias high as 70%. (GSM,
which stands for Global System for Mobile, is therld's most popular standard for

mobile communications.)

The Nokia story in India has not been about grgfirmodel that has worked
abroad. In fact some of its models -- the handseisthe strategies -- are unique to
India. Consider this example: It would probably ibeonceivable to mobile phone
users in the U.S. or Europe that their mobile peast®uld incorporate a flashlight or
torch. However, in India where large number of theal population do not have
electricity and power cuts are commonplace evehercities having a torch built into

a mobile phone is a distinct and tangible ben&fie Nokia 1100, the first made-for-

9 How Did Nokia Succeed in the Indian Mobile Markéthile Its Rivals Got Hung Up?
Indiaknowledge @Wharton, First published ori®28ugust, 2007, retrieved on 9May, 2013.
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India phone, has been a runaway success. It isbaisy exported, manufactured at
Chennai. The 1100 incorporates a torch, an alaookcand a radio. "Innovation is

something which consumers reward in this markedyss D.Shivakumar, Nokia

India’s vice president and country manager.

Similar plans are in the works at Nokia's threadrid&D labs, which employ
700 people. For obvious reasons, most of the &gtisisecret. Nokia is, however,
willing to talk about the "shared” phone. Thisagain, something that mobile phone
users in affluent countries might find puzzlingt the concept is simple. For reasons
of affordability, in rural areas several people nsnare a phone. The models being
launched to cater to this need will have sepamdieess books, individual billings and
more. Will it work? People initially doubted ther¢b phone, too, but it became a

popular product.

Shivakumar offers some reasons to explain why imksithe Indian market is
different and needs out-of-the-box thinking. "Fumeatal consumer differences exist
between India and other countries,” he says. Agtedine is a huge style icon for the
Indian masses: 62% of Indians buy a cell phone usscaf its looks. That is
something that is not true anywhere else in thddwvdiris as huge a style statement as

our watch, pen, cufflinks or bag. Hence, the bravadters quite a lot:

Further, he held that, it is a safety product fanven in small towns, because
with a cell phone one can be in touch all the temed accessible. Next, it is a huge
productive vehicle. When somebody calls, we ne¢dmtake the bike or car out. Just
a phone call is enough. It is also a driver ofteofoeconomic activity. If we go down
the roads of Gurgaon and Delhi, we will find thaamg people have written their
mobile phone numbers on the walls -- a plumbe®réisan, a carpenter, a tailor. This
showed that the whole service sector has gotteuga lift, thanks to the technology.
Perhaps this has Kkilled the visiting card businesdlt..is also the ultimate
entertainment device. We can have music on it nowerms of radio and stored
music. The day is not far when we will see movipshnd TV. One of our products

has that, so that is TV on the go.

0 bid.
%1 |bid.
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The Indian market for mobile phones, in additionittobase of 170 million
subscribers, is also one of the most cost-effedtivibe world. Call rates in India are
among the lowest anywhere -- making a mobile phzalkecosts two cents in India,
compared with about four cents in China. The magted has tremendous growth
potential. So far, most of the growth has been fpatien-led, which means placing
devices in consumers' hands. The bulk of the grogtimg forward will be
replacement-led, where consumers come back for.moladia, consumers tend to
change their phones faster than in most other pladgéhenever they change their

phone, 60% of the people are willing to pay a higirece.

Nokia launched the cheapest phone in India by taxgeat the bottom of the
pyramid. The news published in the Hindu off 2&pril, 20132

“Nokia, fighting to regain its lost ground, has mahed its most
affordable phone the Nokia 105 at a price of Rs91( to attract
customers from the low income group as well ag firse buyers. Nokia
105 is a colorful introduction to the Nokia rangedds the lowest priced
color screen entry phone available in the Indianketathe company said.
A successor to Nokia 1280, which sold more than rb@dlon units in its
lifetime, the Nokia 105 comes with everyday essdsitfor cell phone
users. “The Nokia 105 marks the end of black andendtreen era in the
Indian handset market. The very human and frestldatbesign of Nokia
105 makes it distinct in this price range, and riyttenodern despite a
traditional form factor,” Viral Oza, Director Marieg, Nokia India said
in a statement. “Our most affordable device-the iINdIO5, with some of
the best category features, is the ideal handsefirki time buyers to
enjoy the benefits and experiences of mobility,’aldeled. With a dust-and
splash-proof key mat and superior battery life ttaat exceed one month
in between charges, the Nokia 105 also servesbaskaup phone. It can
be used in situations when people prefer to lednedr tsmartphone at
home, the company said. The single SIM Nokia 1@uies a 1.45-inch
true color screen with a user-friendly interfacée3e include FM radio,

%2 Nokia launches cheapest phone, The Hindu, dat@8®april, 2013, p. 14.
<http://www.thehindu.com>
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up to five pre-loaded games, multiple alarm cloagabilities, a speaking
clock and flashlight. The Nokia Life service magabe available for tips
on education and health, as well as entertainnemtd. Nokia said the
device has a Standby time of up to 35 days andtiaé& of up to 12.5

hours.”
V1.8 Tobacco/Liquor Corporation

A cigarette is the only consumer product whichskilis consumer. -

Anonymous

CSR has become a part and parcel of any corporé8ome organizations
take CSR as a tool to serve people and some taks @& platform to sell the
products’® In the name of CSR, they are doing unethical mssirand eventually
harm the society and people. They claimed themseleebe the best. Take for
example- Indian Tobacco Corporation (ITC). ITC'gliae is “putting India first.”
Y.C. Devashwar, Chairman, ITC Limited, maintainkdttITC is the only company in
the world to be carbon positive, water positive anlid waste recycling positiv&.lt
has innumerable products, but out of them, the mesduct is cigarette. It generates
maximum revenue from tobacco related products. €ahas become rampant in
India. Cancer is the second biggest cause of deabhdia, growing at 1lper cent
annually. There are 2.5 million cancer cases and litkh deaths a year in India. In
1991, six lakh new cancer cases were diagnosedithae has now risen to eight
lakh. Smoking one to seven cigarettes daily doulihes cancer risk. One in five

Indian men dies between age 30 and 69 due to tobatated cancers.

Tobacco is a leading cause of preventable deathsaestimated to kill more
than five million people each year worldwitfeThe gap in deaths between the low
and middle income countries and the high incomentas, is expected to widen
further over the next several decades if we doingthf the current trends persist,
tobacco will kill more than eight million people vidwide each year by 2030, with

3 Jayadev Sahoo, “CSR: Reality or Buzz Word?”, innbjaKumar (ed.), Corporate Social
Responsibility: Contemporary Issues in India, Adhyayan Publishers and Distributors, New Deifif,
16-35.

> Ibid.

%5 India Today, August 23, 2010.

5 Dr. R. N. Kalra, “A terrorist called tobacco”, Théndu, 2% June, 2013, p. 10.
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80% of these premature deaths in the low and middeme countries. By the end of

this century, tobacco may kill a billion peoplemore unless urgent action is takén.

Smoking kills 900,000 people every year in Indiad anless corrective action
is taken soon that number will increase to 1 mllsmoking-related deaths annually
by 2010 and beyond, according to a study publishagtie New England Journal of
Medicine and conducted by scientists for India, &knand the UK. For the study,
900 field workers gathered information from a sampf 1.1 million homes in all

parts of India.
Highlights of the study and resear ch include:

1. Smoking may soon account for 20 percent of all nd@laths and 5 percent of
all female deaths among Indians between the agé8 ahd 69.

2. About 61 percent of men who smoke expect to dievden the ages of 30 and
69, compared with only 41 percent of non-smokinghmdo are similar in other
ways.

3. About 62 percent of women who smoke can expectadetween the ages of
30 and 69, compared to only 38 percent of non-sngpkiomen.

4, On average, men who smoke bidi- the popular hahedracigarettes that
contain about one-quarter as much tobacco as-aihgtl cigarette-shorten their lives
by about six years. Men who smoke full-sized cigaselose about 10 years of life.

5. Bidi-smoking women shorten their lives by abouthéigears on average.

6. Smoking 1-7 bidis a day, for example, raised miytaisks by 25 percent
while smoking an equal number of cigarettes daduhded the risk of death to 50

percent.

Can this company talk about CSR anymore? Do nottlymk in the name of
CSR, most of the companies are following the saem&d® Let us take the example of
Liquor Corporation in Indid® How many people are dying every day due to liquor
consumption? How many road accidents are occurdog to reckless drivers
(drunkard drivers)? Who forgets the incident whexare than 100 people died after

drinking tainted home-brewed liquor in Gujarat, 2@Meaths from drinking illegally

57 H
Ibid.
%8 Jayadev Sahoo, “CSR: Reality or Buzz Word?”
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brewed cheap alcohol are common in India, where geaple can afford licensed
liquor. The illegally brewed cheap alcohol is knoas desi daru. Could the Indian
government dare to ban liquor like Narendra Modijaat, Chief Minister? Those
liquor corporations also talk about CSR. CSR hasoime a platform to sell their
products. Hence, it seems that any tobacco/liqogparation cannot talk about CSR

as far as the morality and ethicality are conceried
V1.9 The Role of Gover nment

Government plays a key role in checking and cdiirigp the unethical
practices in business. Government can set referemogeworks, encourage action
and promote dialogue but crucially can enforce oactthrough legislation. For
example, Odisha government state-wide banned om#rfacture, sale and use of
guthka and chewing tobacco containing nicotine 8nJanuary 2013. Health and
Family Welfare Minister Damodar Rout held that,appeal to people to cooperate
with the state government to make Odisha a tob&eeostate.* Noting that Odisha
was not the only state where government imposekd auzan, Rout said the Supreme
Court and different high courts had earlier dirddige states to slap such a ban as the
nicotine-contained chewing masalas triggered desehlike cancer. Odisha is the 15th
state in the country to ban 'gutkfaWhile union territory Chandigarh has effected a
ban on it, Kerala banned pan masala and gutkhaioomg tobacco under the Food
Safety and Standards (Prohibition and RestrictinnSales) Regulation, 2011. The
states which had so far banned gutkha include Madhsadesh, Kerala, Bihar,
Rajasthan, Maharashtra, Gujarat, Haryana, Chhatisjharkhand, Mizoram, Delhi,
Uttar Pradesh, Uttarakhand, Himachal Pradesh, Ghairig Punjab and Goa.

There should be some regulative mechanism to @omnd check the
unethical practices. For example, in kerala, pe@ueused Coca Cola of creating
severe water shortages for the community by extrgdarge quantities of water for

their factories, affecting both the quantity andalgy of water and thereby causes

59 i
Ibid.
8 Odisha bans use of ‘gutkha’, chewing tobacco, Thdian Express, *i January, 2013

<http://www.indianexpress.corretrieved on 3% may, 2013.
61 i
Ibid.
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environmental damage as well as affecting the lafesiral peoplé? Coca Cola has
the largest soft drink bottling facilities in Indi&Vater is the primary component of
the products manufactured by the company. Keradanaly passed a bill allowing
compensation claims against environmental damageedaby a bottling plant. A
high-level committee was formed to assess the vaflless which found that a huge
loss to the tune of Rs. 216.16 cr8teThe panel suggested creation of an exclusive

tribunal to make the company pay based on the tgmilpays” principle.

Government can use taxation to encourage ‘greesctiges, set minimum
wages and impose restrictions on working hoursndmy countries, targets are set on
businesses to reduce greenhouse emissions. Yet rbasyesses stress that
government incentives, rather than punitive tawesjld do more to encourage ethical
behavior, especially on ‘green’ issues. Again, goreent can enforce laws to protect
child labour. Those corporations are indulged nmngichildren below fourteen years,
stringent actions should be taken against themdBgshat, women’s safety matters a
lot at the workplace. It is the prime duty of thevgrnment and corporations to
provide them security. After all, the need of thmuhis to protect consumer rights.
Hence, it seems that unless and until there istenpgolitical will at the centre, we

cannot tackle unethical practices in business

62 Case against Coca-Cola Kerala State: India, ThghtRi To Water And Sanitation.
<http://www.rightwater.info, retrieved on 31st M&013>

%3 Kerala fines Coca Cola for Rs. 216 cr loss, Thian Express, 24February, 2011.
<http://www.indianexpress.com, retrieved on 1ste]@913>
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Conclusion

From the above detailed analysis, it shows thd® @8es not mean that doing
sensible and responsible business only. It is beétywoeially responsible business. An
organization has to follow all the ethical issuesolved in CSR. The scholar has
analyzed various ethical issues behind CSR, namlglerpricing, Bottom of the
Pyramid-eradicating poverty through profits, tragpiprogramme on ethical values to
the employees, the gloomy aspects of CSR (tobaguaofl corporation) and the role
of government to frame a regulative mechanism teckhand control unethical
practices. An attempt is made to show that whadl kiethics the scholar wants to
prove in his thesis. In other words, the scholéends to prove that whether it is a
teleological ethics, deontological ethics or aaitunal ethics. Let us proceed to the
concluding part to know that what kind (teleologdjiadeontological or situational) of

ethics, the thesis is all about.
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CHAPTER-VII

CONCLUSION

So far, we have analyzed five paramount and promhirgsues in business
ethics. The first one talks about the significaatethical values in business. They are
honesty, integrity, responsibility, quality, trustespect, teamwork, leadership,
corporate citizenship and shareholder value. Theermompany applies these values,
the more profit they get. The second one talks abthical challenges in business.
They are challenge of ethical behavior, challenfyenanaging a diverse workforce,
challenge of new technologies, challenge of in@daguality and challenge of
employee motivation and commitment. The five ethisaues are broadly covers
most of the issues in business ethics. The third ks about the moral and
unconditional relationship between business andremwent. Both business and
environment are inter-related and dependent on etwr. Whatever business does
that affects environment and vice-versa. Both aeoantable to each other. The
fourth issue expresses the significance of socralfponsible advertising. We cannot
do successful business without advertising. Adsig plays a paramount role in
business. Advertising has the power to give messadiee society that will hugely
benefit and rectify the society. And the last oeeeals regarding ethics behind CSR.
CSR seems to be in demand. It has become an obitigaither than choice. The
businesspersons are forced to apply it in business.

This clearly illustrates ethics plays a cardindénm business. In other words,
it pays to be ethical. A question can be raiseditifcs really matters in business, then
what is the future of business ethics. In ordeartswer this typical question, there are
two approaches, namely, optimistic and pessimisiibe optimistic approach
discloses that ethics has to play a dominant rolébusiness. Those who have
practiced unethical/unfair means in business, tiese never succeeded. In addition,
they had to pay the price for it. The corporateléza were apologized and repented
for their misdeeds. They have made a commitmemheostakeholders that business
executives will be ethically “born again” and retuo their ethical standard business.
A new commitment to ethical management will causayrleading executives to step
forward and demonstrate ethical leadership aneéstainship, and the world will be

encouraged by those new found expressions of ityemgrd transparency. One day or
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other, the public will have some degree of trustbmusiness sector and economic
growth will return. The pessimistic approach unfottat business will never learn its
lessons. The current scenario of business is gloanmy unpredictable. Business
leaders will shirk responsibility and society wilave a hard time holding decision
makers accountable. Many companies are lookingttearners in order to gain profit
because of fierce global competition, slacking desnand the pressure of cost
cutting. In this context, corporate boards, ethmahagement team and ethics training
programme, and code of conduct will not help muldie attitude of cutting corners
with regard to stakeholders will adversely affdtareholders, employees, customers,
the community and the environment. Shareholdensbeilhurt by the vagaries of the
market. The job security of the employees will bastantly in question and they will
pay more for their health insurance, if it is aghle. Their retirement funds will be in
serious jeopardy. The same goes with other stalletwlalso. Under these harsh
economic conditions, the possibility of ethical aeior is highly questionable and
doubtful. This leads to further unethical practite&eep companies afloat. Therefore,
the future of business ethics looks gloomy. Outtleése two (optimistic and
pessimistic) approaches, the scholar advocatesfoonme. We need to be positive. As
Gandhiji rightly pointed out: “Be the change thauywish to see in the world.” If
everyone will start to shirk responsibility, themavwill bell the cat? Therefore, the
scholar predicts that the future of business eiitsight and prosperous.

V11.1 Deontological Ethics

The scholar intends to prove that whether it is entiological ethics,
teleological ethics or situational ethics. Deongidal ethics is otherwise known as
nonconsequentialist and teleological ethics is kmas consequentialist. Deontology
is one of the systems of ethics. It holds thatostlé a system of rules and there is
hierarchy of rules. Sometimes the rules try to boinfvith each other. Ethics is based
on the notion of duty and right. Deontology givagortance on actions rather than
consequences. Deontology is the ethical theoryshitidt there are moral constraints
on promoting overall best consequences; sometimesight action is not the one
whose consequences are best. The constraintsabatatbgical theories emphasize
are familiar from our everyday experience of mdyalOne ought to keep one’s
promises, truth telling and be loyal to one’s fden one ought not to inflict

unnecessary suffering or to ignore debts of grdéitand so on. In other words,
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deontological ethics is a position that judges rii@rality of an action based on the

action’s adherence to a rule or rules.

Jeremy Bentham coined the word deontology in theeteenth century.
Initially, the word “deontology” was used to refeuite widely, to the “science of
duty”. The word deontology derived from two Greeérds, namely, deon and logos.
Deon means needful, fitting, obligation and dutydaogos means science or
discourse. Within a century, the term gained itsovwaer meaning; even this wide use
of the term, however, carries some definite comrarits. These stem from each of its
two roots: (1) It is fitting to be virtuous; butig not part of the concept of virtue that
virtue is always needful or morally necessary.dausing on the needful, deontology
may thus either leave the moral virtues to one siddemote them to a derivative
status. In its concern with duty, deontology algbex ignores, or treats as peripheral,
the nature of moral success-described by somemsress or eudaimonia, by others
as perfected moral worth. Deontology’s principahts of assessment are, instead,
deontic: they concern what ought to be the casenam@ specifically, what people
ought (morally) to do. (2) It is possible to spemkdiscourse about almost anything;
but holding that there is a logos of duty suggésés moral duties may be correctly
described in general terms. This suggestion rungay to the views of at least some
contemporary moral particularists, who deny tharehare any general truths about

what people ought to do.

Immanuel Kant’s theory of ethics can be consideredieontological for two
different reasons. First, Kant argues that to me¢he morally right way, people must
act from duty (deon). Secondly, Kant argued thatvais not the consequences of
actions that make them right or wrong but the nestiof the person who carries out

the action.

Kant holds that to act in the morally right way anast act purely from duty
begins with an argument that the highest good rbedtoth good in itself and good
without qualification. Something is called “goodiiself’ when it is intrinsically good
and “good without qualification” refers to sometlpiwhen the addition of that thing
never makes a situation ethically worse. Again, tkagues that those things that are
usually thought to be good, such as intelligeneesgverance and pleasure, fail to be
intrinsically either good or good without qualiftean. For example, pleasure appears
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not to be good without qualification because wheope take pleasure in watching
someone suffering, this seems to make the situaibitally worse. He concludes
that there is only one thing that is truly good:tiNng in the world, indeed nothing
even beyond the world can possible be conceivedhwtould be called good without

qualification except a good will.

Further, Kant argued that the consequences oftaof aglling cannot be used
to determine that the person has a good will; goodsequences could arise by
accident from an action that was motivated by aredee cause harm to an innocent
person and bad consequences could arise from im &lcat was well-motivated. He
claims, instead, a person has a good will whenadwts“out of respect for the moral
law”. People “act out of respect for the moral lawhen they act in some way
because they have a duty to do so. So, the ontyg tthiat is truly good in itself is a
good will and a good will is only good when the leil chooses to do something
because it is that person’s duty, i.e., out of gexst” for the law. He defines respect as

“the concept of a worth which thwarts my self-Idve.
Kant’s two significant formulations of the categwi imperative are:

> Act only according to that maxim by which you cdsoawill that it would
become a universal law.

> Act in such a way that you always treat humanitigethier in your own person
or in the person of any other, never simply as anagbut always at the same time as

an end. In other words, he held that never userenge a means to realize your ends.

VII1.2 Teleological Ethics

Teleological ethics is otherwise known as consetjalesm. Consequentialism
is one of the systems of ethics. This word “consegjalism” derived from
“consequent”. Elizabeth Arscombe is the advocatdh® consequentialism. It means,
“forward looking”. We have to look forward, what Whappen in future. Again, the
word “teleology” has derived from the Greek wordeltis”, meaning “end”.
Teleological ethics gives importance on consequemather than actions. In other
words, it maintains that there is a purpose bebiraty action.
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Further, teleological theory is a theory that fildéntifies what is good in
states of affairs and then characterizes right ectsely in terms of that good. The
paradigm case of a teleological theory is therefaneimpartial consequentialist
theory, such as hedonistic utilitarianism; defentdgdJohn Stuart Mill (1969) and
Henry Sidgwick (1907), it states the right act iways the one whose consequences

contain the greatest total pleasure possible.

Hedonistic utilitarianism has three principal feat First, it identifies good
states of affairs independently of claims aboutrtgbt, so even pleasure in a wrong
act, such as a sadist’s pleasure in torturingptrensically good; and these goods are
always consequences in the ordinary sense of lratptoduce them, that is, separate
states that follow after the acts. Second, in eatalg consequences, utilitarianism
weighs all people’s pleasures impartially, so fay gerson, a stranger’s pleasure
counts just as much as his child’s or even his dwmally, utilitarianism characterizes
right acts in terms only of promoting the good andre specifically, of maximizing

it, so the right act is always the one that prodube most good possible.

It has become commonplace to hold that teleologivabry is based on the
rightness and wrongness of actions that wholly rdgteed by their tendencies to
generate good. Deontological theories deny thikjihg that the right action at least
sometimes expresses deontological necessity, vat@tds independent of teleology-
even a teleology that tots up overall goodnessw@save seen, the initial, wide use
of “deontology” suggests that there are generakathruths. In keeping with that
suggestion, the more specific idea of deontolodicabry, as it is usually presented,
invokes the idea of a general type of duty. Onenore generally statable moral
constraints prohibit certain ways of pursuing goeslults. In this way, we arrive at the
conception of deontology stated at the outset: Ddogy is the ethical theory or
family of ethical theories, according to which thesire constraints on promoting
overall best consequences that imply that somettheesght act is not the one whose

consequences are best.

The distinction between deontological and telealalgtheory does not cover
all possible ethical theories, not even all of tlwm-particularist ones that focus on
duty rather than virtue or happiness. On the omel hilnere are other ways of resisting

the idea that the right act is the one whose caresemps are best. Philippa Foot
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(1985) and others have questioned the coherenbtésapparently all- purpose notion
of overall goodness: Does it really make sensesko far any two states of affairs or
any two alternative actions, which is “better?” Amer possibility emphasized by
Samuel Scheffler (1982) is to hold that the basisdeviating from what is for the
best is not a set of constraints or duties, bierad set of prerogatives or permissions:
Perhaps we sometimes have moral attitude to arnre merely acceptable ways. On
the other hand, there are ways of developing caresdlism that drop any reference
to teleological necessity: Perhaps we simply rankes alternative actions as better or
worse, on the basis of whatever considerationsyapykrpreting “consequentialism”
simply as holding that we ought take the bestlalbla alternative. If this abstract
understanding of consequentialism is taken to that,| the contrast between
deontology and consequentialism will blur.

Further, teleological theories are commonly coméiswith deontological
ones, which say an act can be wrong even if it st consequences. Thus, a
deontological theory can say it is wrong to kill mmocent person even if that will
prevent five other innocent people from being killeecause doing so violates a
moral constraint against killing; it can likewis@ntain constraints against lying,
promise breaking and so on. A deontological thé®glearly nonconsequentialist and
it is also nonteleological if its constraints arelependent of the good, say, if it
contains independent, underived prohibitions oflingl and lying. But some
deontologists, who call their view Thomist, do ceanconstrainsts to the good. They
start by identifying certain states of affairs adrinsically good, say, pleasure,
knowledge and freedom. But they then claim thahgdade a duty to promote these
goods is a separate and stronger duty to respent, tivhich means not choosing
against or intentionally destroying them. This setduty grounds constraints against
killing, which destroys good human life; lying theitns at the opposite of knowledge

and more.

Hence, deontology is a theory that is based orsrwhereas consequentialism
is not based on rules. It is opposed to each oieontology is a theory where the
rules are not violated; consequentialism is a theehere the rules are violated.
Consequentialism is a forward-looking process tmabves people forward.
Consegentialism starts with goal, consequence, ogserpand result, whereas

deontology starts with rules.
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V11.3 Situational Ethics

Situational ethics or situation ethics is a Chaistiethical theory. Joseph
Fletcher developed situation ethics in 1960. Jogdptther is known as the “Father
of Situation Ethics”. He was the pioneer of “BusiseEthics” and “Biomedical
Ethics”. He defined situation ethics as a kind thfies, which gives importance on a
particular situation rather than rules or laws.other words, he replaced ethical rules
and regulations with law of love. He calls it “agapve” (means unconditional love,
non-reciprocal and neighbor-centred love even edénfijetcher believed that in
forming an ethical system based on love, he wat dggsessing the notion of “love
thy neighbor”, which Jesus Christ taught in the jg&ds of the New Testament of the
Bible.

Fletcher mentioned that as no situation requiringethical response is ever
exactly the same as another, there is never a cgise of action, which fits all
situations. This means that there are three appesato make ethical decisions,
Fletcher points out. They are legalistic, antinamaad situatior.Let us discuss these

three ethical approaches in decision-making.
L egalistic ethics

The ethical legalist holds that every ethical decishould be taken from the
perspectives of a set of rules and regulations.aktraction of ethical legalism is that
it simplifies ethical decisions, because therdwsags a rule to apply. Its drawback is
its rigidity, which may lead to mistaken ethicaligpities: Fletcher agrees with
Bertrand Bussell's comment that Christian ethiegalists tend (wrongly) to regard
adultery as more immoral than political corruptidespite the fact that the effects of

the latter are much more damaging.
Antinomianism

Antinomianism is against legalistic ethics. The @vdfantinomianism” is
derived from two Greek words, anti means againdgnstead of and nomos means
law. So an antinomian is one who does not belipaethere are ethical laws. Further,

! David Mills Daniel Briefly: Fletcher’s Situation EthicsSCM Press, London, 2009, pp. 2-31.
2 .

Ibid.
® Ibid.
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antinomianism held that there are no guidelineprorciples, not even love, can tell
us whether an action is right or wrong. The deasiof the antinomian are random,

unpredictable and erratic.
Situationism

Fletcher refutes both legalistic and antinomianragghes and advocates situation
ethics. In his opinion, moral decisions cannot Benon the basis that some things
always are right and some things always are wrrater each moral decision should
be made with regard to specific situation on th&daf “love” alone. The situationist
treats his community’s ethical values and prin@pieth respect, because he realizes
that they can shed light on ethical problems, ktrédfuses to make them into an
ethical straitjacket.He is prepared to set them aside in a particutaatson, if he
thinks that doing so is the most loving action. Hue situationist, self-sacrificing,
neighbor-centred love, the Christian agape, isotiig absolute ethical standard. Any
other general principles derive from and are subatd to it. The situationist’s
ethical decisions and actions reflect his awaretiesscircumstances alter cases and
that he must apply the love ethic in a way, whickn@wledges that no two situations

are exactly alike.

How situationism works in practice? Fletcher ci@sexample of a young unmarried
female patient having a radical schizophrenic psgish Another patient in USA’s

mental hospital had raped her. Her father wantsremediate abortion, but state law
only allows it on “therapeutic” grounds: where thwther’s life is at risk. What

would the situationist’s attitude be? Fletcher rteiims that the law of love requires an
abortion, for the sake of the patients’s physical enental well-being, irrespective of
whether or not her life is in danger. He adds that situationist would argue that
abortion is not killing in this situation becau$ere is no person or human life in an

embryo at an early stage of pregnancy.
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Four Working Principles
Fletcher’s situationism is based on four workinogiples.

1. Pragmatism — This is to do with what works and ewdinig a successful
outcome to problems. It does not provide ethicaigiples or standards; we have to
choose these for ourselves. But approaching etprocdllems in a practical, common-
sense way enables situationists to take accouailt tife aspects and complexities of a
situation and to apply the principle of love effeety to it.*

2. Relativism- No two situations are identical, souaitonists should avoid
words like ‘never’. For the Christian situationighe absolute norm or ultimate
criterion is agapeic love, which must always beligdpbut also made relative to the
actual situation. Further, situationists must newake a subordinate principle, which
may be helpful in one situation, into an absolule,rwhich they always apply.

3. Positivism- Faith claims cannot be proved ratignalThey can only be
“posited” and affirmed by the person who choosebdbeve their accuracy. Thus,
situationism does not seek to prove that an etltigatlusion is true. It only seeks to
provide justification (support) for the ethical dson.

4, Personalism- Situation ethics puts people, noghiat the centre of concern:
obligations are to persons, so situationists arsgoalistic. We cannot separate ethics
from people. To have an ethical system that is dag®wn a code or rule without
regard for the people is pointless. Situationisnthvove as its primary standard,

focuses on love as it relates to people.
Situation ethicsis based on six fundamentals

- Only one thing is intrinsically good, namely, lovething else.
- The ultimate norm of Christian decisions is lovething else.
N Love and justice are the same, for justice lowdistributed.

N Love wills the neighbor’s good whether we like hemnot.

N Only the end justifies the means: nothing else.

- Decisions ought to be made situationally, not pipseely

Now, let us move to the basic and fundamental quesivhether the thesis is

deontological ethics or teleological ethics or &fiton ethics. Deontological ethics

* Ibid.
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gives importance on actions only. It never bothaysut consequences. Teleological
ethics gives importance on consequences, not eonactif an action does not bring
good consequences, then it is not considered t dimod action. On the other hand,
situation ethics talks about situation only. Thare no ethical rules and regulations.
Person’s credentials will be judged based on apmdnce in a particular situation. A
businessperson does not do anything in view ofgotesituations. If a businessperson
invests hefty amount of money, he will look for thuture. A businessperson has to
take care of three things, namely, land, labor eapital. In this sense, it is not
deontological ethics because deontological ethicks én itself. Deontological ethics
does not look for future or consequences. On therdbtand, situation ethics gives
importance on a particular situation rather thdaswr laws. A person has to act on a
particular situation on the basis of love only. Hwer, a businessperson does not act
on a particular situation on the basis of love alde acts on the basis of rationality.
He applies reason rather than emotions or sentsnede thinks about the
consequences. If | would invest a hefty amount ohey, will | get the profit? He
calculates the good consequences in terms of profibss. Therefore, the scholar
does not advocate situation ethics. The schokes to bring out teleological ethics in
the thesis. Since teleological ethics is purpost@sequentialist or brings good
consequences for maximum number of peoples, theistr@med at establishing
teleological ethics. A businessperson does exdb#ysame things, which are the

guidelines of teleological ethics.

In all humility, the scholar admits the lacunaehmiespect to the techniques
and methods, which has been applied throughoutthbsis, as this is just the
beginning. As it is said: “The room for improvemestthe biggest room in the

world.”

175



10.

11.

12.

BIBLIOGRAPHY

Abrams, R. (2007): Business Plan in a Dayrentice-Hall of India Pvt. Ltd.,
New Delhi.

Adair, John. (2009): Effective MotivationPan Books, London.

Aguilar, F.J. (1994): Managing Corporate Ethi¢sOxford University Press,
New York.

Arens, W.F. (2008): Contemporary Advertising10"™ edition), published by
TataMcGraw-Hill Company Ltd, New Delhi.

Armstrong, M. and T. Stephens (2006): A Handbook of Management and
LeadershipKogan Page Limited, London.

Arneson, P. (2007): Exploring Communication Ethics: Interviews with

Influential Scholars in the FieldPeter Lang Publishing, New Y ork.

Arora, R.K. (ed.) (2008): Ethics in Goverencéialekh Publishers, Jaipur.

Aswathappa, K. (2009): International Businesgthird edition), Tata McGraw
Hill Education Private Limited, New Delhi.

Banerjee, R.P. (2003): Ethics in Business and Managemeitimalaya
Publishing House, Mumbai.

Banks, S. (ed.) (2006): Ethical Issues in Youth WqrRoutledge, London.

Banks, S. (2006): Ethics and Values in Social Wofthird edition), Palgrave
Macmillan, New Y ork.

Barker, A. (1998): Decision MakerKogan Page India Pvt. Ltd., New Delhi.

176



13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

Baura, G.D. (2006): Engineering Ethics: An Industrial Perspectiviecademic

Press, Burlington.

Baxi, C.V. and Ajit Prasad (eds.)(2005): Corporate Social Responsibiljty
Excel Books, New Delhi.

Bennett, R. (2006): International Business(second edition), Dorling
Kindersley Pvt. Ltd., Noida.

Benson, J. (2000): Environmental Ethics: An Introduction with Readings

Routledge, London.

Bhatia, S.k. (2005): Business Ethics and Corporate Governgnbeep and
Deep Publications Pvt. Ltd., New Delhi.

Bhatia, S.K. (2007): Business Ethics and Global Valud3eep and Deep

Publications Pvt. Ltd., New Ddhi.

Blowfield, Michagl. and Alan Murray (2010): Corporate Social
Responsibility: A Critical IntroductigrOxford University Press, Oxford.

Brenkert, G.G. (2008): Marketing EthicsBlackwell Publishing, Boston.

Brown, P.G. (2000): Ethics, Economics and International Relatipns
Edinburgh University Press Limited, Edinburgh.

Chakraborty, SK. (1997): Ethics in Management: Vedantic perspective
Oxford University Press, Delhi.

Chary, VRK. (2004): Ethics in AccountingThe ICFAI University Press,
Hyderabad.

Cheremisinoff, N.P. and A. Bendavid-Va (2001): Green Profits, published by

Butterworth-Heinemann, Woburn.

177



25. Cherunilam, F. (2008): International Businesgfourth edition), Prentice-Hall
of IndiaPvt. Ltd., New Delhi.

26. Cortese, A.J. (2008): Provocateur: Images of women and Minorities in
Advertising(third edition), Rowman & Littlefield Publishers, Inc., Maryland.

27. Cowton, C. and R. Crisp (eds.) (1998): Business Ethics: Perspectives on the
Practice of TheoryOxford University Press, Oxford.

28. Crocker, D.A. (2008): Ethics of Global DevelopmenCambridge University
Press, Cambridge.

29. Daniel, David Mills. (2009): Briefly: Fletcher’s Situation EthiGsSCM Press,

London.

30. Donaldson, T. (ed.) (1984): Case Studies in Business EthiBsentice-Hall,
New Jersey.

31. Donaldson, T. and P.H. Werhane (eds.) (1983): Ethical Issues in Business: A
Philosophical ApproachPrentice-Hall, Inc., Englewood Cliffs, New Jersey.

32. Drummond, H. (1994): Effective Decision MakingNVheeler Publishing, New
Y ork.

33. Dyer, G. (1982): Advertising as CommunicatipRoutledge, London.

34. Farbey, A.D. (2002): How to produce successful advertisirigird edition,
Kogan page, London.

35. Fernando, A.C. (2009): Business Ethics: An Indian Perspectivorling

Kindersley Pvt. Ltd., Noida

36. Frederickson, H.G. and R.K. Ghere (eds) (2005): Ethics in Public
ManagementPrentice-Hall of India Pvt. Ltd., New Delhi.

178



37. Fritzsche, D.J. (1997): Business Ethics: A Global and Managerial Perspegtiv
TataMcGraw-Hill, Singapore.

38. Garber, M., B. Hanssen and R.L. Walkowitz (eds.) (2000): The Turn to Ethics
Routledge, London.

39. Gera, M. (ed.) (1997): Corporate Goverance and Business EthigH India

Management Association, New Delhi.

40. Ghosh, Biswanath. (2008): Ethics in Management and Indian Eth&escond
Edition, Vikas Publishing House Pvt Ltd., New Delhi.

41. Giri, R. (2007): Organisational Behavioyr Adhyayan Publishers and
Distributors, New Delhi.

42. Goyal, A. (2008): Risk Management in Indian BankRitu Publications,

Jaipur.

43. Gregory, I. (2005): Ethics in ReseargtContinuum, London.

44. Gupta, D. (2006): Ethics Incorporated: Top Priority and Bottom Line
Response Books, New Delhi.

45. Gupta, D.A. (2005): Ethics in Busines$awat Publications, Jaipur.

46. Hackley, C. (2005): Advertising and Promotiqrsage Publications, London.

47. Hancock, John. (ed.) (2007): Investing in Corporate Social Responsibility
Kogan page, London.

48. Harris, Godfrey (2005): The Hottest ideas in Word of Mouth AdvertisiMgva
Books Private Ltd, New Delhi.

179



49. Hartman, L.P. and A. Chatterjee (2007): Perspectives in Business Eth{tsird
edition), TataMcGraw-Hill, New Delhi.

50. Henriques, A. and J. Richardson (eds.) (2004): The Triple Bottom Line: Does
it all add up? published by Earthscan, London.

51. Hitchcock, Darcy and Marsha Willard (2008): The business guide to
sustainability published by Earthscan, London.

52. Hundekar, S.G. (2009): Business Ethics and Human Valu&xcel Books,
New Delhi.
53. Jamieson, D. (2008): Ethics and The Environment. An Introduction

Cambridge University Press, New Y ork.

54. Jackson, S.J. and David L. Andrews (eds.) (2005): Sport, Culture and
Advertising, Routledge, London.

55. Jennings, M.M. (2008): Cases in Business EthjcSengage Learning India
Pvt. Ltd., New Delhi.

56. Kaptan, Sanjay. And V.P. Subramanian (2001): Women in Advertising
published by Book Enclave, Jaipur.

57. Karpagam, M. and G. Jaitkumar (2010): Green Managemenfnu Books, New
Delhi.

58. Keeble, R. (2001): Ethics for JournalistsRoutledge, London.

59. Kiran, D.R. (2007): Professional Ethics and Human Valudsta McGraw-
Hill, New Delhi.

60. Koontz, H., H. Welhrich and A.R. Aryasri (2010): Priniciples of Management
TataMcGraw Hill Education Pvt. Ltd., New Delhi.

180



61.

62.

63.

65.

66.

67.

68.

69.

70.

71.

72.

Kumar, Manoj. (ed.) (2012): Corporate Social Responsibility: Contemporary
Issues in IndiaAdhyayan Publishers, New Delhi.

Lala, R.M. (2004): The Creation of WealtlPenguin Books, New Delhi.

Lasserne, P. (2007): Global Strategic Manageme(decond edition), Palgrave
Macmillan, New Y ork.

. Lencioni, Patrick. (2013): The Five Dysfunctions of a TeaWiley India Pvt.

Ltd., New Delhi.

Light, M. and K. E. Smith (eds) (2001): Ethics and Foreign Poligy
Cambridge University Press, Cambridge.

Lindquist, D.J. and J.M. Sirgy (2007): Consumer BehaviouCengage India
Pvt. Ltd., New Delhi.

Maag, J.W. (2004): Behavior Managemergsecond edition), Edith Beard Page
Limited, Canada.

Martin, D. (2008): Managing Risk in Extreme Environmenksogan Page
Limited, London.

McGregor, D. (1985): The Human Side of EnterpriddcGraw-Hill Book Co.,
Singapore.

Molz, R. (1990): Steps to Strategic Managemedéico Publishing House,
Bombay.

Murray, D. (2005): Ethics in OrganisationsCrest Publishing House, New
Delhi.

Oderberg, D.S. (2000): Applied Ethics: A Non-Consequentialist Approach
Blackwell Publishers, Oxford.

181



73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

Orsato, R. J. (2009): Sustainability Strategies: When does it pay to leeg?,

Palgrave Macmillan, London.

Pareek, V. (2006): Organizational Behaviour processd®awat Publications,

Jaipur.

Parkinson, G.H.R. (ed.) (2000): Spinoza EthicOxford University Press, New
York.

Parrek, V., D.M. Pestonjee and T.V. Rao (1985): Behavioural processes in
OrganisationsOxford and IBH Publishing Co, New Delhi.

Peterson, RAA. and O.C. Ferel (eds) (2005): Business Ethics: New
Challengesfor Business Schools and Corporate leadérentice-Hall Pvt.
Ltd., New Delhi.

Pigden, C. (ed.) (1999): Russell on EthigsRoutledge, London.

Pinnington, A., R. Macklin and Tom Camphell (eds) (2009): Human
ResourceManagement: Ethics and Employmefixford University Press,

New Y ork.

Prahalad, C. K. (2005): The Fortune at the Bottom of the Pyramidharton
School Publishing, New Jersey.

Radhakrishnan, R. and S. Balasubramanian (2008): Business Process
ReenginerringPrentice-Hall Pvt. Ltd., New Delhi.

Raju, MS and D. Xardel (2009): Consumer Behaviour: Concepts, Applications
and CasegsVikas Publishing House Pvt. Ltd., New Delhi.

Ratnam, C.S.V. and B.K. Srivastava (2010): Personal Management & Human
ResourcesTata McGraw Hill Education Pvt. Ltd., New Delhi.

182



84. Regester, M. and J. Larkin (2008): Risk Issues and Crisis Management: A
Casebook of Best Practic€hartered Institute of Public Relations (CIPR),
New Delhi.

85. Ries, Al. and Laura Ries (2002): The Fall of Advertising and the Rise of PR
published by HarperCallins, Inc., New South Wales.

86. Robbins, C.R. (2009): Decide and ConquerDorling Kindersley Pvt. Ltd.,
Noida.

87. Roberst, S. and J. Rowley (2008): Leadership the Challenge for the
InformationProfessionFacet Publishing, London.

88. Sanjeev, R. and P. Khanna (2008): Ethics and Values in Business
ManagementAne Books, New Delhi.

89. Scott, V. (2010): How Google Changed the Worldhico Publishing House,

Mumbai.

90. Sen, A. (2007): On Ethics and Economic®©xford University Press, New
Delhi.

91. Sharma, J.K. (2002): Ethics for Journalism in TransitiQrAuthors press, New
Delhi.

92. Shaw, W.H. (2005): Business Ethicfourth edition), Eve Howard, Banglore.

93. Sheeran, P.J. (2006): Ethics in Public Administration: A Phlosophical
Approach Rawat Publications, Jaipur.

94. Sherlekar, S.A. (2003): Ethics in Business ManagemgHimalaya Publishing
House, Mumbai.

95. Shukla, S. (2008): International Busines$xcel Books, New Delhi.

183



96. Singh, M. (2001): A Text Book of Moral and Ethical Valudpart-11),
Harvinder M. Singh, Chandigarh.

97. Sinha, J. (1996): A Manual of EthicsNew Central Book Agency Pvt. Ltd.,
Calcutta.

98. Smith, K.E. and M. Light (eds.) (2001): Ethics and foreign PoligyCambridge
University Press, Cambridge.

99. Spinoza, B. (1993): Ethics and Treatise on the Correction of the Imetefl
Orion Publishing Group, London.

100. Suresh, K. (ed.) (2005): Business Ethics: Perspectives and Casés ICFAI
University Press, Hyderabad.

101. Stevens, M. (1998): Problem SolverkKogan Page India Pvt. Ltd., New Delhi.

102. Tanngo, T. (2002): Understanding Ethics Edinburgh University Press
Limited, Edinburgh.

103.Tichy, N.M. and A.R. McGill (eds.) (2007): The Ethical ChallengeWiley
India Pvt. Ltd., New Delhi.

104. Thomas, D. (1993): Business Sensé&he free press, New Y ork.

105. Uttal, W.R. (2002): A Behaviorist Looks at Form Recognitjobawrence
Erlbum Association, London.

106. Valesquez, M.G. (2007): Business Ethics (sixth edition): Concepts and

CasesPearson Education, New Delhi.

107. Verma, S.B. (ed.) (2005): Risk ManagemenDeep and Deep Publications
Pvt. Ltd., New Delhi.

184



108. Vilanilam, J.V. and A.K. Varghese (2004): Advertising basids Response
Books, New Delhi.

109. Walker, G. (2008): Modern Competitive StrategyTata McGraw-Hill
Publishing Company Limited, New Delhi.

110. Weiss, JW. (2006): Business Ethics (fourth edition): A Stakeholder and
Issues Management Approadinomson and South-Western Press, Mason.

185





