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David Rnnegard : The Fallacy of Corporate Moral Agency (Issues in Business Ethics)  before purchasing it in 
order to gage whether or not it would be worth my time, and all praised The Fallacy of Corporate Moral Agency 
(Issues in Business Ethics): 

It is uncontroversial that corporations are legal agents that can be held legally responsible, but can corporations also be 
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moral agents that are morally responsible? Part one of this book explicates the most prominent theories of corporate 
moral agency and provides a detailed debunking of why corporate moral agency is a fallacy. This implies that talk of 
corporate moral responsibilities, beyond the mere metaphorical, is essentially meaningless. Part two takes the fallacy 
of corporate moral agency as its premise and spells out its implications. It shows how prominent normative theories 
within Corporate Social Responsibility, such as Stakeholder Theory and Social Contract Theory, rest on an implicit 
assumption of corporate moral agency. In this metaphysical respect such theories are untenable. In order to provide a 
more robust metaphysical foundation for corporations the book explicates the development of the corporate legal form 
in the US and UK, which displays how the corporation has come to have its current legal attributes. This historical 
evolution shows that the corporation is a legal fiction created by the state in order to serve both public and private 
goals. The normative implication for corporate accountability is that citizens of democratic states ought to primarily 
make calls for legal enactments in order to hold the corporate legal instruments accountable to their preferences. 

Anyone interested in the questions of corporate moral and social obligations will find a great deal of value in Fallacy. 
Among other things, it provides an excellent survey of the many theories of corporate moral agency . Fallacy is an 
interesting, useful addition to both the corporate moral responsibility and the corporate social responsibility literatures, 
and raises a number of issues that will need to be addressed as those literatures continue to develop. (Kendy M. Hess, 
Business Ethics Quarterly, Vol. 26 (4), October, 2016)From the Back CoverIt is uncontroversial that corporations are 
legal agents that can be held legally responsible, but can corporations also be moral agents that are morally 
responsible? Part one of this book explicates the most prominent theories of corporate moral agency and provides a 
detailed debunking of why corporate moral agency is a fallacy. This implies that talk of corporate moral 
responsibilities, beyond the mere metaphorical, is essentially meaningless. Part two takes the fallacy of corporate 
moral agency as its premise and spells out its implications. It shows how prominent normative theories within 
Corporate Social Responsibility, such as Stakeholder Theory and Social Contract Theory, rest on an implicit 
assumption of corporate moral agency. In this metaphysical respect such theories are untenable. In order to provide a 
more robust metaphysical foundation for corporations the book explicates the development of the corporate legal form 
in the US and UK, which displays how the corporation has come to have its current legal attributes. This historical 
evolution shows that the corporation is a legal fiction created by the state in order to serve both public and private 
goals. The normative implication for corporate accountability is that citizens of democratic states ought to primarily 
make calls for legal enactments in order to hold the corporate legal instruments accountable to their preferences. 


