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Ethics and Corporate Responsibility at Wal-Mart
Every organization has its challenges associated with running a profitable business while also keeping an excellent corporate social responsibility like treating the customers, employees, and suppliers fairly and with dignity. Even though no organization can be perfect in its corporate responsibility and ethics, but it is important to note that many businesses are trying to achieve a sustainable corporate responsibility through ethical practices and policies. Wal-Mart is the world’s largest retail business that has been implicated in the past recent years of social corporate irresponsibility and unethical behaviors. However, like many other organizations, not everything can be perfectly achieved in Wal-Mart. After realizing the impacts of its corporate social irresponsibility, Wal-Mart has attempted to rectify these concerns through the incorporation of corporate social responsibility and ethical practices. As discussed in this essay, corporate social responsibility and ethical practices have significantly changed the way Wal-Mart operates. 
Before discussing the corporate social responsibility in Wal-Mart, it is important to differentiate the two concepts, ethics, and corporate social responsibility. Corporate social responsibility refers to the self-imposed set of policies that an organization commits to with the aim of protecting the company, its internal and external stakeholders, community and the environment. Ethics, on the other hand, refers to the organizational culture and behavior that promotes integrity in the firm (Walmart, 2018). 
Despite being the world’s largest retailer business, Wal-Mart is like any other business that continues to evolve in the dynamic business environment. As a corporation, Wal-Mart continues to grow to compete with other competitors in the global marketplace. Unlike the traditional market, today’s market has changed significantly. In this market, consumers are afforded the opportunity to express their concerns and give feedback through the social media avenues. Through these feedbacks, the organization can either receive negative comments that can damage its reputation or positive comments that can improve its image. Wal-Mart has been continually strived to uphold its brand image in the market. Wal-Mart has been accused of corporate social irresponsibility and unethical practices in its business operations. Winston (2012) explains one of the instances in Mexico where Wal-Mart was charged with making illegal payments to get building permits for its store expansion. The corruption case in Mexico in the early 2000s resulted in legal procedures and also affected the reputational image of the company. 
However, despite being in involved in such corporate social irresponsibility and unethical and irregular operations, Wal-Mart has tried to regain its image by incorporating various corporate social responsibility practices. For example, the company has invested about $100 million in programs that help workers advance their careers in retail (Patrick, 2018). According to Patrick (2018), Wal-Mart’s 2018 Global Responsibility Report revealed that the company is committed to meeting its consumer expectations and eradicate the abuses in the supply chain. According to Kanani (2014), Wal-Mart has invested significantly in the agricultural initiative programs to train hundreds of farmers in the emerging markets. As Knani (2014) explains, Wal-Mart has been involved in corporate social responsibility practices that aim at improving its relationship with the community where it operates. For instance, through the women’s economic empowerment initiative, the company seeks to enhance its global sustainability (Kanani, 2014). According to Kathleen McLaughlin, the President of the Walmart Foundation, the company is working with other stakeholders through the foundation to optimize the agricultural inputs to minimize the greenhouse gas emitted into the environment (Kanani, 2014).  In her interview with the Forbes reporter, Kanani, McLaughlin said that the company is also working with the relevant stakeholders to strengthen the food bank system in the United States. According to her, the company, through its corporate social responsibility foundational initiatives, the company is working to provide food and logistics know-how to hundreds of thousands of people in the United States (Kanani, 2014). 
Wal-Mart Corporation has been involved in the above practices with the aim of redeeming its brand image. According to Winston (2012), key stakeholders in the organization like customers, employees, and investors judge the value of the company based on its corporate social responsibility and ethical practices. Through this judgment, the stakeholders can decide if they want to interact with the firm or not (Winston, 2012). 
In conclusion, Wal-Mart has been involved in severe unethical and corporate social irresponsibility practices in the past, but it has strived to rectify the problems. Therefore, since the totality of the organization’s actions matter, Wal-Mart needs to be consistent in implementing its ethical behavior and commit to doing what is good for the people. As much as it needs to make profits, Wal-Mart needs to engage in operations that achieve its profitability but does not compromise the ethics and social corporate responsibility expectations.
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