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Introduction
Based on a GeeVee Ltd case study, this report aims to provide an overview of the balance between economic benefits and ethical considerations as a crucial aspect of decision-making, particularly in the context of trade and business practices. While economic benefits primarily focus on maximizing profits, ethical considerations emphasize fairness, sustainability, and social responsibility. Achieving a balance between these two aspects requires careful deliberation and a comprehensive understanding of the potential impacts. 
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(Source: https://www.referenceforbusiness.com/management/Str-Ti/Sweatshops.html)

Ethical considerations remind of the importance to ensure that economic activities do not come at the expense of exploiting workers, compromising human rights, fair wages or safe working conditions.




Ethic in the workplace
Beliefs, attitudes, and values are integral aspects of individual and collective behaviour within a workplace context. However, these terms have distinct meanings and play distinct roles in shaping employees' behaviour, decision-making, and overall work environment. 
Beliefs refer to the cognitive component of an individual's mindset, that could be shaped by personal experiences, cultural backgrounds, organizational culture, and external influences. They are usually “held by us to be true” (Halligan, 2006) although they “may be unproven or irrational” (Anderson and De Silva, 2009), and in contrast to attitude,” beliefs are not evaluative” (Furnham, 2008, p.268). Beliefs could encompass a range of ideas, such as perceptions about organizational goals and the effectiveness of specific practices or strategies. For instance, an employee might believe that collaboration leads to better outcomes and productivity. Beliefs influence individuals’ interpretations and make sense of their work environment (Tullett et al., 2013), affecting their decision-making processes and behaviours. 
Values refer to “deeply held principles” (Chan et al., 2012) that serve as a foundation for "individuals' judgments” (Frith,1996) about what is right or wrong, based on personal experiences, family upbringing, cultural background, and societal norms. In the workplace, “values affect behaviour” (Michalos and Poff, 2012), and influence how employees prioritize and make choices in their work. For instance, an individual who values integrity highly is more likely to prioritize honesty and ethical conduct in their interactions with colleagues and clients. According to Schein (2016), workplace values provide a sense of direction, define organizational culture, and foster employee engagement. Furthermore, values such as integrity, respect, and innovation create a shared sense of purpose and align employees' actions with the organization's mission (Denison, 2004). 
An attitude, on the other hand, refers to a person's overall outlook, mindset, and disposition toward their work, colleagues, and the organization. Brinol and Petty (2012, p.285) defined an attitude as “general evaluations individuals have regarding people (including oneself), groups, places, objects, and issues”, as it could be positive or negative. It shapes employees' responses to various aspects, such as job satisfaction, organizational culture, or specific policies. Positive attitudes often result in increased productivity, teamwork, and a positive work environment, as the individuals “are more open towards others’ ideas and more tolerant towards their thoughts” (Mattoon,1985, p. 55), while negative attitudes could lead to decreased productivity, conflicts, and a toxic work environment.
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While beliefs, attitudes, and values are distinct, they are interconnected and would influence one another. Beliefs represent individuals' acceptance of certain truths, attitudes reflect their emotional evaluations, and values encompass deeply held principles that guide behaviour.











Case study overview of issues
GeeVee Ltd's decision to switch suppliers based on cost and capacity considerations raises important ethical questions for businesses operating in the globalized marketplace. By prioritizing cost reduction and operational efficiency, the company compromised its commitment to Fairtrade sourcing. This decision, though economically beneficial, directly contradicts the principles of fair labour practices and sustainability. Unfair and unethical trade practices, sweatshops, and poverty are pressing issues in the global economy that pose significant ethical challenges for both staff and customers.
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One of the ethical challenges is the potential exploitation of workers in the Indian supplier's factory. As the new supplier does not share the commitment to Fairtrade sourcing, it raises concerns about the working conditions, the rights and wages of the employees involved in the production process. Furthermore, the Gee Vee’s staff members might feel conflicted about being associated with a company that indirectly supporting unfair labour practices. This could lead to a moral dilemma, as their personal values clash with the company's decisions.
On the other hand, loyal customers, who value social responsibility in their purchasing decisions, might feel uncomfortable supporting a company that switched to a supplier with potentially unethical labour practices. Also, they would question the company's commitment to social responsibility and fair trade. This dilemma may prompt customers to reconsider their loyalty to GeeVee Ltd, to voice their concerns on social media platforms, and even seek alternative clothing brands that align with their ethical values, potentially leading to a loss of business for GeeVee.
In addition, the negative publicity surrounding the use of a supplier without Fairtrade commitment could lead to reputation damage. The trending hashtag #geevee-sweatshop on social media platforms like Instagram and Facebook indicates that customers are associating the company with unethical labour practices, potentially leading to loss of trust and reduced customer loyalty.
Nevertheless, the company decision to change the supplier might has its advantages. By switching to a supplier in India with a cheaper cost per unit, GeeVee Ltd can potentially achieve significant cost savings. This could lead to improved profit margins, making the company more financially stable, resilient, and enable to offer more competitive pricing to its customers. The new supplier's ability to meet high volume orders would lead to improved customer satisfaction by ensuring product availability and shorter lead times. That might contribute company rapid growth and expansion as with a larger production capacity, the company could meet the increasing demand for its products and potentially capture a larger market share.












Conclusion
By being aware of beliefs, attitudes, and values of others in decision-making process, managers could create a positive and inclusive work environment where staff feel valued, leading to increased motivation, productivity, and employee retention. Additionally, understanding and respecting the beliefs and values of customers “help identify those benefits which consumers desire” (Stone, 2007), enhances customer satisfaction, loyalty, and brand reputation, resulting in overall success and long-term business growth.
In recent years, there has been a growing recognition of the interdependence between economic benefits and ethical considerations. Consumers are increasingly demanding ethically produced goods and services, prompting companies to adopt sustainable and socially responsible practices because that fostering trust, maintaining long-term relationships, and contributing to the well-being of individuals and society.
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ATTITUDE

A way of thinking or feeling
with regards to someone or something.

VALUES

Aperson's own set of
principles which they
consider of great
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