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Business ethics, corporate social responsibility,

and brand attitudes: An exploratory study
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6.2. Conclusions

Business ethics and CSR are often defined as “doing good” and not
damaging others. This research has examined scenarios of business
ethics and CSR that are used to measure consumer attitudes toward
brands. The results provide evidence that business ethics has more
impact on brand attitude than CSR activities. This finding should not
diminish the value of CSR, because CSR is important to firms and so-
ciety beyond its impact on brand attitudes. CSR has been related to the
reputation of the firm and can influence hiring opportunities, employee
loyalty, as well as relationships with regulatory groups (Russell, Russell,
& Honea, 2016). Our findings are that ethical conduct is more aligned
with brand attitude, thus suggesting an opportunity for future research
to determine why consumers are more concerned about business ethics
as it relates to brand attitudes. Peloza et al. (2013) found that con-
sumers were more concerned with performance of the brand than CSR.
Possible business ethics transgressions could decrease expectations re-
lated to brand performance. CSR may be viewed as incremental and not
required, but business ethics is required by established rules that are
mandatory or essential before purchasing the brand.
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