Hi everyone-

The finish line is in sight - only one more week to go! Below are the helpful hints and tips
for the Unit 7 Complete Section. As always, feel free to contact me with any questions or
concerns. Let's finish strong!

Unit 7, Question 1: Corporate social responsibility is a broad concept.
1. Explain the dimensions of social responsibility.
2. What actions should organizations take to maximize each dimension of social
responsibility?

Obey the law.
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The online textbook provides information about corporate social responsibility on pages
232-235 (Chapter 8, Unit 6 read section). The information shown in Exhibit 8.1 The Pyramid of
Corporate Social Responsibility on page 232 is very helpful. Please note that the pages are
included in LAST WEEK’s read section.

Unit 7, Question 2:
1. What is the relationship between social responsibility and organizational success and
profitability?
2. What evidence can you provide to support your position?



_ - T
-r._'_'_,_;-ﬂ- T 'H_ :|E_ _I""",'. -".- : -\:—\-\-\-\-:1-\-
InGrdass in 1 wp s Y ; i 2Ty
7 ol |
cusiomar r!‘l!ﬂlll}l:. . I  stakehoiders

Saving money 4 % ¥ Atiracting
T E L R — Benefits : Foetatnang and
qpﬂ_'uuu__-_ ’ X Rairlanisng a haopy

i workloms

¥
hisdeohfcn
W Ore

st - S el
inflmnce
ndustry oppartunses &4

The online textbook provides information about the relationship between social responsibility
and organizational success and profitability on pages 250-252(Chapter 8, Unit 6 read
section). Please note that the pages are included in LAST WEEK’s read section.

Unit 7, Question 3: There are several potential ethical issues related to marketing strategies.
1. Identify a recent ethical dilemma facing a marketing organization.
2. Describe the ethical situation and the consequences for the organization, its customers,
and its other stakeholders.
3. How could the ethical dilemma be avoided?

Five Sources of Ethical Dilemmas

« When standards conflict with
each other

« When standards conflict with
institutional demands

» When there are conflicting
loyalties

» When good solutions seem
unattainable

» When a professional finds it
difficult to adhere to an
ethical standard

The online textbook provides information about ethical issues related to marketing strategies
on pages 237-248 (Chapter 8, Unit 6 read section). The information shown in Exhibit 8.3
Types of Misconduct Observed in Organizations on page 240 and Exhibit 8.4 Potential Ethical
Issues in the Marketing Program is very helpful. Please note that the pages are included in
LAST WEEK’s read section.



Unit 7, Question 4: Many organizations have a code of ethical conduct.
1. Find an organization’s code of ethics and assess the code’s ability to enhance ethical
decision-making within its organization.
2. What revisions do you propose for the organization’s code of ethics?

The online textbook provides information about code of ethical conduct on pages 244-255
(Chapter 8, Unit 6 read section). The information shown in Exhibit 8.5 Key Considerations in
Developing and Implementing a Code of Ethical Conduct on page 248 is very helpful. The
Chapter 8 Review, beginning on page 252, provides additional information. Please note that the
pages are included in LAST WEEK’s read section.

Unit 7, Question 5:

1. Considering the many factors that may influence consumer brand preferences, how
important is it for a brand to be recognized for social responsibility?
2. How can we formulate the return on investment for CSR?
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The online textbook provides information about the influence of CSR on brand recognition,
as well as ROI for CSR on pages 250-252 (Chapter 8, Unit 6 read section). The Chapter 8
Review, beginning on page 252, provides additional information. Please note that the pages are
included in LAST WEEK’s read section.

Potential search terms:

Dimensions of social responsibility

Brand recognition and CSR

Ethical code of conduct influence on decision making
Benefits of CSR

Corporate social responsibility initiatives
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Potential articles available through Bethel’s online library:
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Remember - | am here to help you succeed! You may reach me via email at
tyleri@bethelu.edu or cell phone - 731-225-1578.

Have a great weekend,
Dr. Lisa



