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What is business?

The role and structure of business has
fundamentally changed in the past 10
years. With the fall of communism and
the re-affirmation of capitalism as the
only sustainable model of economic
society, we have witnessed a
transformation of business’s position.
It has evolved from a narrow focus on
generating income and wealth to one of
strategic partnering with the government
and the community sectors to play an
expanded role in shaping the social
context of nation states.

In the last five years especially,

business has been subject to an

increasing number of external and

internal influences that have

redefined its role.  The rise of

shareholder and consumer activism,

the broadening of its investor base,

the partnership between the private

and public sectors, the retraction of

statutory regulation and the

democratisation of the workplace

have all influenced the shape of

business and the redefinition of

organisations as social organisms.

It is in this context that an increasing

focus on business ethics has emerged

and will continue to accelerate as host

societies demand greater transparency

from business and more jealously guard

their right to confer or withdraw its

‘social licence to operate’.

What is business ethics?
"We have to choose between a global market driven

only by calculation of short-term profit, and one

which has a human face. Between a world which

condemns a quarter of the human race to starvation

and squalor, and one which offers everyone at least a

chance of prosperity, in a healthy environment.

Between a selfish free-for-all in which we ignore the

fate of the losers, and a future in which the strong

and successful accept their responsibilities, showing

vision and leadership."1

(Kofi Annan, UN Secretary General)

The late-twentieth century saw a

fundamental shift in the status of

business in society.  The interaction of

complex factors such as globalisation,

the environmental movement, social

activism against globalisation and

inhuman workplace practices, and a

new priority value around the rights of

the individual and the interdependence

of all life forms have shaped a new set

of social expectations of business.  

The global community backlash to the

patent protection case mounted by the

pharmaceutical industry in South

Africa in the face of an AIDS

epidemic, for instance, demonstrated

the need for new business strategies

capable of recognising the social reality

of where potential consumers now find

themselves.  In the face of a hostile

world opinion that valued the primacy

of life over profits, the pharmaceutical

industry had to abandon its legal

challenge.  As had been the case with

major sports and apparel manufacturers

after sweatshop practices had been

exposed in their supply chains, a new

social contract between pharmaceutical

manufacturers and the societies they

seek to serve had to be re-fashioned.

Against a social backdrop characterised

by a growing polarisation of wealth

between nations, within nation states

and within the corporation itself

business has recognised the value of

‘humanising’ the workplace and

moving to an inclusive relationship

with stakeholders that honours the

reciprocal obligations of each party.

Today, the average person in the street

seeks to be reassured that businesses

will ‘do the right thing’, and that the 

2

Ethical Business and Sustainable Communities

6681A Ethical Business (B&W)  21/05/02  4:03 PM  Page 2



‘right thing’ is about enhancing the

society in which companies operate by

helping to maintain stable societies as

well as stable markets.

As a consequence, major corporations

are increasingly recognising that they

now need to negotiate their social as

well as their legal licence to operate.

This social licence is increasingly

determined by shifting societal values

and is about the ability of the

corporation to keep up with and

respond appropriately to these changing

social values.  As it becomes clearer

that only business has the resources to

engage with global issues such as child

labour, environmental degradation and

international development, there will be

an increasing social expectation that

business sees this as the only way

forward in ensuring the necessary

stable social context in which to thrive.

Enlightened self-interest and corporate

philosophies of doing well by doing

good now inform the new business

development strategies of leading

corporations.

Where the enlightened self-interest of

the corporation coincides with a

societal need, as for example the

partnering of technology rich industries

with not-for-profits to bridge the digital

divide, then it can be a win-win for

both society and the corporation,

underpinned by notions such as fair

exchange of value rather than

philanthropic models of partnering.

At the level of the individual

corporation, ethical issues are now

recognised to be intrinsic to business

because day-to-day activities dictate

that managers respond to the needs and

rights of a wider range of stakeholders.

Invariably, this involves managing

competing interests between all

stakeholders who have an interest in, or

are affected by, the organisation and its

actions.

Management is now charged with the

responsibility of ensuring that adverse

impacts on other stakeholders are

minimised and where there are

significant conflicts of interest and

differing expectations that these are

resolved in a fair and transparent way.

On a global basis, business ethics is big

business.  In the US, where business

ethics has long since evolved from

moral philosophy to the practical

application of ethics as a positive

business input, estimates put the

current value of ethics consulting in

excess of US$1.5 billion.  With the

latest rash of global corporate

collapses, this is expected to increase

significantly. 

Business ethics in Australia still needs

to be re-defined, as it does not yet have

the same legal infrastructure as in the

US and the UK where ethics are

promoted as a business imperative.

For most Australian corporations,

ethics needs to be recognised as a

professional business discipline equal

to other strategic elements such as

audit, governance, financial

management, marketing, human

relations and logistics.  It must be seen

as a contribution to business

effectiveness and profitability rather

than a cost.
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When practiced with integrity ethics is

a major contributor to performance, to

increased market capitalisation and to

the enhancement of the wider social

context in which business is embedded.

It builds healthy communities and lays

the foundations for social progress. 

What has driven the ethics boom?
The changing nature of the role of

Government in society

The maturation of business

institutions

New societal values focusing on

quality of life drivers and inhibitors

The changing nature of the role of Government in

society

Francis Fukuyama argued that, with the

fall of communism, capitalism became

the only sustainable system for a future

world2.  Whatever the merits of his

argument, it is clear that the last 20

years have seen the acceleration

towards a market economy in all

developed and most developing

countries.  Versions of capitalism, like

versions of Christianity or Islam, have

evolved all over the planet and societies

have struggled to find an equilibrium

between what were previously seen as

the competing forces of business and

societal equity.

As Peter Drucker observed,

governments are rapidly retracting from

their social obligations and focusing

reduced resources on attending to their

moral obligations3.  One of the

consequences of this move, started by

the economic rationalist governments

of Reagan and Thatcher in the early

80’s and continued by a succession of

national governments (including

Australia) ever since, is the reduction in

regulation of business.

The outsourcing of large slices of what

was traditionally government

enterprises and the continual re-

defining of Government’s role in

society has further shifted the line of

separation between the business of

government and the business of

business.  The social trade off for

reducing Government regulation in this

new world order has been the

increasing need for business to be self-

regulating.  A new stratum of society

has emerged in the shape of the

plethora of new Non Government

Organisations (NGOs) who act as

global watchdogs on issues of concern

in policing this new form of regulation 

Governments in the developed world

have chosen to re-define their purpose.

They have moved from a centralised,

authoritarian, social welfare view of the

role of government, to a view that

places greater emphasis on self-help.

Mutual obligation has become the

metaphor for mutual contribution, as

has the notion that every citizen has to

make some contribution to the growth

of the economy as well as the society

of which they are a part.  The pursuit of

perpetual surplus has shifted the locus

of control from providing to

facilitating.  Governments are now the

facilitators of social progress rather

than the architects of social change.

Growing maturation of business institutions

In cultural terms, business has made

more progress in the last 10 years than

in the 150 prior to that.  In most large

organisations there is now acceptance

that workplaces are social organisms.

Mapping the social context of business,

its organisational culture, and

harnessing the potential of human

endeavour now occupies more

management time than at any time

in the past.
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Management schools are increasingly

extending their focus to include more

social disciplines such as people

management and interpersonal skills.

Business ethics has also become a core

competency for many.

As organisations actively come to terms

with their social nature and engage

with multiple stakeholders, the process

of co-designing their brand or product

offering has gathered momentum.  With

the emergence of a new set of global

governance protocols such as the

Global Reporting Initiative (GRI),

organisations openly recognise the need

to report and be accountable for social

and environmental as well as the

economic bottom line – the so called

triple bottom line movement.  The rise

of organisations such as the World

Business Council of Sustainable

Development (WBCSD), the Council

for Environmentally Responsible

Economies (CERES) and the United

Nationals Global Compact are all

reflections of major corporate support

of the new societal values and

expectations, as well as a growing

maturation of business in a civil sense. 

The spectacular growth of ethical funds

and the emergence of new business

philosophies such as corporate social

responsibility, corporate citizenship,

stakeholder management and

sustainable accountability are further

evidence of a new business focus on

being congruent with social shifts.

Every day we read about the positive

benefits of a business philosophy based

on managing for stakeholders rather

than simply for a narrow band of

shareholders.  Organisations that

embrace a stakeholder focus become

the investment of choice for the

burgeoning consumer shareholder

class, the powerful pension and

superannuation fund managers and, as a

consequence of growth of market

capitalisation, the institutional

shareholders.  For consumers,

stakeholder-managed enterprises

become the brand of choice; for

employees they become the employer

of choice; for other dependent and

interdependent enterprises, they

become the supplier of choice, and; for

communities they become the

neighbour of choice.

Stakeholder engagement ensures that

the enterprise grows organically as a

whole system in tune with its

environment.

A Harvard, eleven year, study of

corporations that managed for a wider

group of stakeholders, rather than just

shareholders, found that these

corporations had sales growth four

times and employment growth eight

times that of shareholder-first

companies4.   A follow-up study by

Collins and Porras in 1995 also found

that those corporations that managed

beyond their shareholder’s concerns

out-performed by a factor of 705. 

This ongoing research challenges the

implicit assumption, still held by many,

that being responsible and responsive to

stakeholder needs means sacrifices to

the bottom line.  Instead, these

longitudinal studies indicate that

managers who seek to balance their

stakeholder needs are more

sophisticated than those who confine

themselves to accountability on

financial indicators only.
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New societal values focusing on quality
of life drivers and inhibitors
Brand and Investment of choice

When a brand is estimated to be worth

AUS$9.4 billion (13.5% of the

company’s capitalisation), as it is for a

company like Telstra, then its brand

value is worth protecting6.   Research in

2001 suggests that 90% of consumers

say that they would be loyal to a

company that showed the same loyalty

to them.  And 91% say they are likely

to buy from companies that can show

they behave ethically, while 78% of

consumers say they would support a

company that does good work in the

community7.   At the recent World

Economic Forum, panellists agreed,

"anyone with a brand name to protect

must invest and behave ethically lest

criticism damages the asset."8 Of equal

importance is the growing realisation

that identifying and communicating

clear brand values that coincide with

values sought by consumers

significantly enhances the commercial

value of the product as well as the

output of employees.  A 1999 European

study showed that 87% of European

employees would increase their loyalty

to a company if it were seen to be

involved in activities that help

improve society9.

The trend is similar in the US.  A New

York Conference Board study found

that a high proportion of respondents

(42%) believe that companies should

be wholly or partially responsible for

helping to solve social problems, whilst

a further 33% said companies should

focus on setting higher ethical

standards, going beyond what is legally

required.10

Investment of Choice

Ethical Investment, or Socially

Responsible Investment (SRI), is a

well-established, major investment

sector in the US, the UK and Europe

and is expanding in Australia.  The SRI

sector in the US has grown at twice the

growth rate of all assets under

management with research by the

Social Investment Forum indicating

that in 1999 more than US$2 trillion

was invested in ethical funds - up 82%

since the previous survey on the sector

in 1997.  In the UK the SRI industry is

worth 2.8 billion pounds, and there are

around 220 European SRI funds with

over 11 million euros in total assets.11

In Australia, the size of the ethical

investment market has increased

significantly in the past twelve months

and currently is estimated at

AU$2 billion.12

The common denominator across all

countries is that it is this sector of the

investment market that is growing the

fastest. 

The Australian public have registered

strong interest in the opportunity to

invest ethically.  The Resnik-KPMG

‘Money where Your Mouth Is’ survey

carried out in July 2000 found that

69% of a representative sample of

Australians would consider investing

their superannuation in an ethical

option, and this consumer demand is

the hallmark of the growth of ethical

and SRI funds.13 Similarly, a recent

survey in the UK found 75% of the

public want their pension scheme to

operate an ethical policy as long as this

does not reduce financial returns.14

And 37% want a small part of their

pension fund invested in businesses

that promote social or environmental

causes, even if this does result in lower

returns.   Likewise, a recent survey

conducted by Market and Opinion

Research International (MORI) found

that 50% of British customers are

paying attention to the social behaviour

of companies, and 30% had boycotted a

product or company for ethical reasons

in the previous 12 months.15

6

Ethical Business and Sustainable Communities

6681A Ethical Business (B&W)  21/05/02  4:03 PM  Page 6



In researching the business case for

Corporate Social Responsibility (CSR),

Associate Professor Craig Smith from

the London Business School identified

80 studies of CSR.  Of these, 42

demonstrated a positive impact, 19

found no link, and 15 produced mixed

results and only four showed a negative

impact.16

The UK’s Co-operative Bank is an

example of a company that has

managed to turn CSR into financial

success.  Co-operative Bank credits its

policy of ethical investment for turning

it from loss to profit, and for attracting

a nearly five-fold increase in customer

deposits in 10 years.  An independent

cost-benefit analysis estimated that the

bank’s environmental and ethical

policies accounted for between 15

percent and 18 percent of pre-tax

profits.17

Neighbour of choice 

To become the neighbour of choice a

company must establish a legacy of

trust.  The Shell Chemical Company

has benefited in several ways in recent

years from its "Welcome Neighbour"

policy in Louisiana.

Proactive communications with

community leaders, employees and

environmentalists enabled the company

to obtain key environmental permits

without delays for the construction of a

$200 million production plant, and

Shell saved millions of dollars in

construction cost and lost sales.

Further, the negative impact of a tragic

explosion and fire at Shell’s site in

Louisiana was minimized dramatically

with only 12 people signing up for

class action lawsuits.18

Other positive stories include Merck &

Co who avoided huge costs when in

1995 phosphorus trichloride leaked

from its plant in Albany because it has

always been a good Neighbour.19

Employer of Choice

Employees who rate their company as

highly ethical are more loyal by a

factor of 2:3, and 81% of employees

who believe that top management

would never authorise improper

conduct to meet business goals would

recommend their company to potential

recruits.

Only 21% said they would recommend

their company if they believed top

management would authorise improper

conduct to meet business goals.20

At Edward Jones, a U.S. stockbroking

firm, which took top spot in the

Fortune magazine "100 Best

Companies to Work For" applies these

"small town" values.  In the year in

which they made the top spot, there

were no layoffs despite a difficult year

and bonuses came a week early to help

brokers hurt by trading decline.

Edward Jones employees’ praise ethics,

with 97% saying that management

is honest.21

Research conducted by Sears found

that if employee satisfaction were to

improve by five points, customer

satisfaction would increase by

1.3points, leading to a 0.5% increase in

revenue.22 For Sears, this would equate

to additional sales in the order of $65

million per annum, and increased

market capitalisation of approximately

$80million.
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In Australia, Westpac’s annual staff

turnover rate dropped from around 30%

in 1995 to less than 10% in 2001 after

it invested heavily in becoming the

employer of choice.  Ann Sherry, the

Group Executive for People and

Performance at Westpac, points out that

organisations focusing on their people

reap the rewards of about 50% better

performance.

Supplier of choice

Martin Marietta, the large US

aerospace technologies manufacturer

(now known as Lockheed Martin),

claims that its focus on managing for

an ethical workplace culture has

dramatically improved its ability to win

government contracts.  Its ratio of

successful bids was found to average

60%, compared with the industry

average of 28%.23

Socially conscious and values driven

organisations such as Johnson &

Johnson, Merck & Co, 3M, Guinness,

Cadbury Schweppes, Levi Strauss,

Virgin Airlines and Harley Davison

have built multinational businesses

based on their social appeal and the

values they stand for as much as the

products they sell.

Reputation management
"In times of crisis, forget the balance sheet –

reputation is the strongest asset any company has"

(Jim Donnell, President and CEO,

Duke Energy)24

Banks, oil, pharmaceutical and food

companies have all painfully learnt that

loss of public reputation has significant

impacts on the bottom line and can lead

to the premature death of the

enterprise. 

In the US in 1994 legal disputes

involving a high profile merchant bank

and its sale of derivatives cost it tens of

millions in an out-of-court settlement.

But more significant was the

company’s damaged reputation: in a

matter of months its share price halved.

Fraud at one US insurance company

cost it US$1.8billion in fines and

settlements; Daiwa Bank’s concealment

of its trading losses cost it fines and its

US licence; and Kidder Peabody’s

insider trading scandals and

falsification of government bond trades

cost it its viability.25

To build brand value and enhance

stakeholder trust, leading organisations

such as 3M, Bristol-Myers Squibb,

Sony, Bayer, BMW Group,

AstraZeneca, Credit Suisse and General

Motors are moving to external

verification of their corporate reports.

The Reputation Quotient (RQ)26 study

of corporate reputations in the US

claims that there is a direct link

between market value, reputation and

general corporate performance.  Firms

that increased their RQ from 1999 to

2000 experienced an average 8%

increase in market value, while firms

with declining RQ experienced a 28%

decrease in market value.

In Australia, Macquarie Bank’s

Managing Director, Alan Moss, has few

reservations about the importance of

intangibles such as corporate

reputation.  He credits these intangibles

as one of the major reasons why many

Australian companies’ market

capitalisation exceeds their book price.
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What are organisations?
The spectacular corporate collapses of

recent years remind us that at their

simplest organisations are only

collections of people.  In each

spectacular corporate collapse it can be

seen that it was the social context of

the organisation that brought it to its

knees.  Human error, not strategic plans

nor technology, caused the business to

implode.  What emerges is a picture of

organisations where two sets of rules

exist.  The formal rules are showcased

in corporate codes of conduct and

value statements, while the informal

culture supports and rewards a different

set of rules around how things really

get done inside the organisation.

An organisational culture is, above all,

a human phenomenon and it shapes the

collective character of the enterprise.

Similar to human character, an

organisation’s culture plays a vital role

in determining its effectiveness and

securing its sustainability.

Organisations displaying more than one

core character are unstable,

unpredictable and prone to breakdowns.

Where you see organisational fiefdoms,

you see organisations displaying more

than one core character and you have

the potential for an ethical meltdown.  

Culture cannot be prescribed but it can

be nurtured, modelled and managed.  If

business leaders are not managing their

organisation’s culture then they are

gambling with their corporate

reputations, the market value of their

brands, the sources of their economic

and social capital and, ultimately, their

very survival.  Promoting an ethical

culture is like rearing a child.  It

demands ongoing attention and

reinforcement to minimise bad habits

and ensure healthy growth and

development.  There are many dynamics

within organisational life that either

work to promote political behaviour or

engender apathetic responses that

undermine the good intentions of others.

"Diffusion of responsibility" means that

individuals are willing to take greater

risks when they are members of a group

because they do not see the

consequences of their actions as their

responsibility. Unethical decisions are

more likely to be made in a group

setting.  Peer pressure and the need to

conform with others often leads to

‘group think’ so that individual

standards can get sacrificed to the

lowest common denominator and

individuals find themselves behaving

very differently at work to how they

behave in their personal life.

If culture is not managed it goes

underground and mutates.  Chances are

it is undermining the ethical

foundations of the enterprise and

creating the ideal conditions for the

next spectacular corporate collapse.

The importance of ethics to sustainable
business & good society
There are three basic approaches to

ethics in business:  the blind eye

approach, the legal compliance

approach and the principle-based

approach.  Much of what has gone

before makes a strong case for adopting

a principle-based approach because

fundamentally good ethics is good for

business.  However, there are still many

companies around the world who say

that until ethical management becomes

legally compulsory there is no

compelling case to go down that route.

But time is no longer on their side and

the law is changing.  In the U.S. the

Federal Sentencing guidelines have

been on the statute books for a number

of years.  New legislation is likely in

the wake of the Enron collapse.

Recently, Australia enacted similar

legislation as part of its criminal code.

There is a global mood to strike out

unethical business behaviour.
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However, restricting corporate practices

to what is legal rather than what is

ethical is unsustainable, as history has

shown.  The law is a laggard to

changing social values, as the following

industry examples demonstrate:

Asbestos – governments were

powerless to regulate successfully

the use of asbestos because

knowledge about its carcinogenic

effects was held by industry, not

regulators.  By the time the law

caught up it was too late.

Smoking continues to be the single

greatest preventable cause of death

in the world, yet the tobacco

industry remains protected by either

tacit or overt government support.  

Consumers do not wait until something

is illegal before they act out of

conscience.  Information systems are

now so powerful that opinions are

shaped by social opinion leaders much

more quickly than by political leaders.

Sobering reminders that companies can

suffer heavy losses and damage to their

reputation as a result of media exposure

and public consumer boycott include

the experiences of Monsanto, Gap,

Nike, Shell and Marks and Spencer. 

The Harris study shows that reputation

once lost is extremely difficult to

reclaim, no matter how much time and

money companies invest in an image

makeover.27 Exxon Mobile’s reputation

score rose slightly last year but it

continues to get a poor grade for

environmental responsibility from

nearly half the respondents – more than

a decade after the destructive Alaskan

oil spill involving Exxon Valdez.

Less obvious costs of unethical
behaviour
Lost Time

The Royal & Sun Alliance research,

"The Hidden Profit Drain: managing

the Cost of Employee Absence"

suggests that Lost Time (defined as any

absence from work due to injury or

sickness whether on or off the job)

costs employers over US$200 billion

annually.  Most employees spend up to

10% of payroll on employee lost time.

These costs include: Temporary

workers, replacement workers,

overtime, recruitment of replacements,

extra management time, employee burn

out, decreased revenue.28

Internal sabotage

In a recent KPMG Ethics Survey, 42%

of respondents cited unethical or

improper conduct in the organisation in

the last two years.  22% thought this to

be the result of senior management’s

lack of commitment to the ethical code,

and 18% thought poor ethical culture

contributed to unethical behaviour.29

24% feel that their CEO is responsible

for embedding a culture of integrity.

Sexual harassment (18%), running a

private business (15%), absenteeism

(14%) & disclosure of sensitive

information (11%) were cited as the

most commonly investigated incidents

of unethical behaviour

Employee Stress

In research conducted by the

International Stress Management

Association and Royal Sun Alliance,30

53% of the workforce in the UK

reported that they were suffering from

workplace stress.
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While one in two have suffered stress at

work in the last twelve months, one in

four have needed time off.  41% said

stress reduces their productivity and

catalysts include the increasing "cult of

long hours," deadline pressure (62%),

an unsupportive work environment

(40%) and problems maintaining a

work/life balance (40%).

In the Australian Public Sector alone,

stress is an expensive and ongoing

problem, costing over $35 million for

successful stress claims in 1996-97.31

Off-Shore Business

Business plays a critical role in

maintaining global corruption.  Failure

to recognise the interdependencies of

all marketplaces has seen a variety of

responses to the ever-increasing global

corruption and it is in this very

diversity that the problem continues to

fester.  Bribery undermines good

governance, harms economic efficiency

and development, distorts trade, and

penalizes citizens around the world.  

According to the World Bank’s world

Development Report: The State of a

Changing World, "the true cost of

corruption worldwide is unknown but it

certainly runs into the billions of

dollars".

In 1997, 40% of entrepreneurs reported

needing to pay bribes as a matter of

course.32 To address this growing

concern, some 34 major countries

signed a bribery convention in 1997.

This was designed to have a major

impact of the global fight against

corruption, however the challenge of

presenting a united front remains

unaddressed.  

The human side of the corporate greed

Charles Prestwood, a 63 year old

retired Enron employee who lost

practically all of his $US1.3 million

savings invested in the company's stock

said, "Something stinks here.  There are

people at Enron who made millions

selling the stock while we, the rank and

file, got burned."33

Global Crossing chairman, Gary

Winnick, sold $US734 million in

shares before the profitless company

collapsed.

What makes a great ethics programme?
Raising consciousness through

positive enforcement of ethical

values

Commitment by senior team to

ethical management

Ethics component added to strategic

management plan

Ethics embedded in the four pillars

of organisational system –

recruitment and induction, reward

and recognition, performance

management and the management

system

Business benefits of ethical practice
Promotes learning organisations by

questioning practices normally taken

for granted 

Improves governance procedures by

increasing transparency

Increases scope for becoming the

company of choice for all

stakeholders

Reduces compliance costs through

improved disclosures

Builds resilience by promoting

flexibility and responsiveness to

changing societal context
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The Cooperative Bank – A Living
Example of Ethical Business
According to the Cooperative Bank’s

Partnership Report "While it’s not

possible to identify absolutely the exact

impact of ethics on the bank's

profitability, we can relate it to the

value of The Co-operative Bank brand,

of which it is the major component.34

Technical analysis shows that the brand

generated between 15% and 18% of the

bank's pre-tax profit.  This figure is

supported by in-house research and

independent market surveys which

show, for example, that over 20% of

personal customers are influenced to

open an account with the bank for

ethical and environmental reasons and

this is by far the most frequently

specified reason."

During 2000 the bank’s accounts grew

by 336,000 and the customers by 280,

000.  Recent MORI surveys have found

that the bank’s current account holders

cite ethics more frequently than any

other issue when about the factors

which influenced them to open an

account.

In 2000, undertook its first preliminary

analysis of the estimated costs and

benefits of pursuing sustainable

development, as opposed to purely

financial and regulatory reporting.

Further, independent analysis shows

that the value to the organisation of the

bank’s ethical and environmental

positioning, for example the valuation

of the brand and customer recruitment,

is equivalent to around 15% to 18% of

pre-tax profit.35

Ethics is more than Economics
Gross National Product measures neither the health

of our children, the quality of their education, nor the

joy of their play. It measures neither the beauty of

our poetry, nor the strength of our marriages. It is

indifferent to the decency of our factories and the

safety of our streets alike. It measures neither our

wisdom nor our learning, neither our wit nor our

courage, neither our compassion nor our devotion to

our country. It measures everything in short, except

that which makes life worth living, and it can tell us

everything about our country except those things that

make us proud to be part of it.36

(Robert Kennedy)  

In these few words, former US Senator

Robert F. Kennedy, encapsulated the

essence of the fact that we live in a

society not an economy.  While in this

paper we have sought to make a

business case for ethical behaviour in

the workplace, the underlying principle

of twenty-first century enterprise,

whether it is private enterprise,

Government enterprise or social

enterprise, is that the dignity of human

existence is paramount to the survival

of the species.  Business is at its

simplest a matter of social intercourse;

it survives on the oxygen of relational

interaction; it thrives on the satisfaction

of personal values; it transcends itself

by the creation of a form of capital that

becomes organic and exponential.  The

triumph of the human spirit is central to

the power of organisational life.
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