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INTRODUCTION 
This module belongs to you.  It is designed to serve as a guide for the duration of your course and 
as a resource for after the time.  It contains readings, activities, and application aids that will 
assist you in developing the knowledge and skills stipulated in the specific outcomes and 
assessment criteria. 

 

Follow along in the guide as the facilitator takes you through the material, and feel free to make 
notes and diagrams that will help you to clarify or retain information.  Jot down things that work 
well or ideas that come from the group.  Also note any points you’d like to explore further. 

 

Participate actively in the skills practice activities as they will give you an opportunity to gain 
insights from other people’s experiences and to practice the skills.  Remember to share your own 
experiences so that others can lean from you too. 

 

Each section will be preceded by outcomes and assessment criteria taken from the South African 
Unit Standards, where available.  These will describe what you must know and be able to do in 
order to successfully complete the course.  If the course is aligned to Unit Standards, you will be 
able to receive credits towards a National Qualification upon successful assessment. 

 
 

PROGRAMME OVERVIEW 

Purpose 
In order to achieve the credits and qualify for the this appropriate registered standard, 
determined by the Sector of Education Training Authority, you are expected to have 
demonstrated specific learning outcomes. 

Specific Outcomes 
Specific Outcomes describe what the learner has to be able to do successfully at the end of this 
learning experience. 
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Assessment Criteria 
The only way to establish whether a learner is competent and has accomplished the specific 
outcomes, is through the assessment process.  Assessment involves collecting and interpreting 
evidence about the learners’ ability to perform a task.  This module includes assessments in the 
form of self-assessments, group tasks, quizzes, projects and a practical training programme 
whereby your are required to perform tasks and collect, as portfolio of evidence, proof signed by 
your facilitator that you have successfully performed these tasks. 

 

To Qualify 
To qualify and receive credits towards your qualification, a registered Assessor will conduct an 
evaluation and assessment of your portfolio of evidence and competency. 

 

Range of Learning 
This describes the situation and circumstance in which competence must be demonstrated and 
the parameters in which the learner operates. 

 

Responsibility 
The responsibility of learning rests with you, so ……… 

❖ Be proactive and ask questions 

❖ Seek assistance and help from your facilitator, if required. 

 

How You Will Learn 
The programme methodology includes facilitator presentations, readings, individual activities, 
group discussions and skill application exercises.  Know what you want to get out of the 
programme from the start and start applying your new skills immediately.  Participate as much as 
possible so that the learning will be interactive and stimulating. 

 

How you will be assessed 
This programme has been aligned to registered unit standards.  You will be assessed against the 
outcomes of the unit standards by completing a assessments that cover the essential embedded 
knowledge stipulated in the unit standards, and by compiling a portfolio of evidence that 
provides proof of your ability to apply the learning to your work situation.  When you are 
assessed as competent against the unit standards, you will receive 10 credits towards your 
National Qualification. 
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PERSONAL OBJECTIVES AND EXPECTATIONS 
You will get much more out of the programme if you take some time to think about the things 
you would like to achieve as a result of the training. 
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UNIT STANDARD 10022 
 

Unit Standard Title  
Comply with organisational ethics 

 

NQF Level 
4 

 

Credits 
4 

 

Purpose  
This unit standard is a core standard and forms part of a National Certificate and is registered at 
Level 4 on the National Qualifications Framework (NQF). Learners working towards this standard 
will be learning towards the full qualification, or will be working within a Marketing Environment, 
specialising in either Marketing Communication, Marketing Management, Market Research or 
Customer Management, where the acquisition of competence against this standard will add value 
to one’s job. This standard will also add value to learners who are starting their own business and 
recognises that Marketing forms an integral component of any business. The qualifying learner is 
capable of:  

▪ Describing the code of conduct and ethical issues  

▪ Adhering to code of conduct  

▪ Identifying and understanding the ethical issues in the organisation  

 

Learning assumed to be in place 
Learners accessing this qualification will have demonstrated competence in communicating 
verbally and in writing and computer technology at Level 3 on the NQF or equivalent. 

 

Unit standard range 
▪ Stakeholders will include customers, suppliers, the public, employees, management, 

consumer councils, local government, shareholders, trade unions and financial institutions.  

▪ Marketing including all forms of marketing communications direct marketing and 
relationship marketing, sponsorship, event marketing, sales promotions, public relations 
and alternative strategies.  

▪ Media will include all electronic, print, outdoor, digital media, e-media and direct media. 

▪ Code of conduct and ethics excluding rules, regulations, laws, unwritten rules and any 
method which helps in dealing with behaviours in marketing. 
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Specific Outcomes and Assessment Criteria 

Specific Outcome 1: Describe the code of conduct and ethical issues 

Assessment Criteria 

▪ The Purpose of the code of conduct is explained 

▪ The principles of a code of conduct are identified and explained 

▪ The relationship between the code of conduct and successful marketing is explained 

▪ The implications the code of conduct and ethics has on an organisation is explained. 

 

 

Specific Outcome 2: Adhere to code of conduct 

Assessment Criteria 

▪ Code of conduct is sourced and obtained 

▪ Code of conduct is read, studied and explained 

▪ Code of conduct is applied and implemented 

▪ Deviations from the code are identified and remedial action is taken to comply 

 

Specific Outcome 3:  Identify and understand the ethical issues in the Organisation 

Assessment Criteria 

▪ Ethical issues are identified 

▪ Ethical issues are explained 

▪ Ethical issues are acted upon and applied 

▪ Deviations from ethical issues are identified and remedial action is taken to comply 

 

Unit Standard Essential Embedded Knowledge 
A demonstrated understanding of: A comprehensive knowledge of the company’s / organisation’s code of 

conduct; A broad understanding of the ethics which apply to marketing issues in an organisation; A basic 
understanding of how codes of conduct and ethics fit into a marketing organisation 

 

Critical Cross-field Outcomes (CCFO) 
▪ Identify and solve problems related to the code of conduct or ethical issues. 

▪ Collect, evaluate, organise and critically evaluate information related to ethics and code 
of conduct so that these are accurately interpreted into behaviour standards. 

▪ Understand the world as a set of related systems in that marketing behaviours are 
interrelated to the overall success of the individual or team 

▪ Being culturally sensitive across a range of social contexts so that the application of the 
code of conduct and ethics are acceptable to all stakeholders with broad cultural 
backgrounds 
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A Definition Of Ethics 
By definition, ethics concerns itself with what is morally good or bad and what is right or wrong.  

 

The word ethics is derived from the Greek word ethos.  Ethics deal with the morality of persons 
as individuals and also that of groups of individuals. Ethics assess not only what people are seen 
to be doing, but also examines what they think is right, fitting and just.  

 

People are often judged by what they do or are seen to be doing, but their actions do not 
necessarily reflect their thoughts or feelings, or what they are often saying.  

 

People often act within the context of traditions and customs, but, and this is important, ethics 
always involve 'reflective evaluation', that is, a serious thought process takes place before action 
takes place. In other words, individuals like to feel that what they do is right, just and/or 
accepted as correct. 

 

What Is Corporate Culture? 
Corporate culture might be best summarized in the often-heard statement: 

 

“It might not make much sense to you, but that’s the way we do things 
around here!” 

 

Corporate culture is the pattern of shared beliefs, attitudes, assumptions and values in an 
organisation which may not have been articulated but, in the absence of direct instructions, 
shape the way people act and interact and strongly influence the ways in which work is carried 
out 

 

Corporate culture is a key component in the achievement of an organisation’s mission and 
strategies, the improvement of organisational effectiveness and the management of change. 

 

The significance of culture arises because it is rooted in deeply held beliefs. It reflects what has 
worked in the past, being composed of responses which have been accepted because they have 
met with success. 

 

Corporate culture can work for an organisation by creating an environment which is conducive to 
performance improvement and the management of change. It can work against an organisation 
by erecting barriers which prevent the attainment of corporate strategies. These barriers include 
resistance to change and lack of commitment. 

 

Corporate culture can be described in terms of values, norms and artefacts. It will be 
perceived by members of the company as organisational climate, and it will influence and be 
expressed by management style. 
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a. Values 
Values refer to what is regarded as important. They are expressed in beliefs of what is best or 
good for the organisation and what sort of behaviour is desirable. 

 

Areas in which values can be expressed include: 

 

Care and consideration for people Care for customers 

Competitiveness Enterprise 

Equity in the treatment of employees Excellence 

Growth Innovation 

Market/customer orientation Priority given to organisational rather than to 
people needs 

Performance orientation Productivity 

Provision of equal opportunity for employees Quality 

Social responsibility Teamwork. 

 

 

b. Norms 
Norms are the unwritten rules of behaviour, the ‘rules of the game’, which provide informal 
guidelines on how to behave. Norms tell people what they are supposed to be doing, saying, and 
believing, even wearing. They are never expressed in writing – if they were, they would be 
policies or procedures. They are passed on by word of mouth or behaviour and can be enforced 
by the reactions of people if they are violated. Norms can exert very powerful pressures on 
behaviour because of this reactions- we control others by the way we react to them. 

 

Norms refer to such aspects of behaviour as: 

▪ How managers treat subordinates and how subordinates relate to their subordinates 

▪ The prevailing work ethic, e.g. ‘Work hard, play hard’, or ‘Come in early, stay late’, or ‘If 
you cannot finish your work during the business hours you are obviously inefficient’, or 
‘Look busy at all times’, or ‘Look relaxed at all times’. 

▪ Status- how much importance is attached to it; the existence or lack of obvious status 
symbols 

▪ Ambition- naked ambition is expected and approved of, or a more subtle approach may be 
the norm 

▪ Performance- exacting performance standards are general; the highest praise that can be 
given in the organisation is to be referred to as very professional 

▪ Politics- rife throughout the organisation and treated as normal behaviour; not accepted as 
overt behaviour 

▪ Loyalty- expected, a cradle-to-grave approach to careers; the emphasis is on results and 
contribution in the short term 

▪ Anger- openly expressed; hidden, but expressed through other, possibly political, means 

▪ Approachability- managers are expected to be approachable and visible; everything 
happens behind closed doors 

▪ Formality- a cool, formal approach is the norm; forenames are/are not used at all levels; 
there are unwritten but clearly understood rules about dress. 
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c. Artefacts 
Artefacts are the visible and tangible aspects of an organisation which people hear, see or feel. 
Artefacts can include the working environment, the tone and language used in letters or 
memoranda, the manner in which people address each other at meetings or over the telephone, 
the welcome (or lack of welcome) given to visitors and the way in which telephonists deal with 
outside calls. Artefacts can be very revealing. 

 

 

Positive Morality 
Rules of morality are very important rules prescribing the individual's behaviour. We use the term 
positive morality to refer to these rules of morality. 

 

Man does not live alone on an island. Man always lives with and among other people, as man is 
born among people. The individual is always part of a group. A group has its own ideas on what is 
good, and on what is bad, and the individual who forms part of the groups usually obeys the rules 
of the groups. 

 

Two individuals each with their own system of ethical rules, meet each other. If their ethical 
rules are in conflict or differ drastically, they will have to compromise and will have to make a 
new rule which is acceptable to both of them. Thus friction is reduced or eliminated between 
them. 

 

In a large group of people, e.g. a clan or tribe, or church or club, or even a country, a whole 
body of rules of positive morality exists which regulate the behaviour of individuals in the groups. 
Sometimes, these rules are in conflict with the individual's ethical rules, but in such cases, the 
individual will usually push aside his ethical rules and follow the rules of the group. 

 

If the individual breaks a rule of positive morality, these are the rules of the group, he will be 
punished by the group. A good example is the cowboys in the Wild West: they quite easily 
lynched a man from the nearest tree if he so much as touched a woman without her permission! 
The group did not bear with such behaviour. 

 

The group therefore punishes an individual if he breaks a rule of positive morality. 

 

The individual can be punished in different ways, but the most common is that of isolation - the 
group will merely exclude such a person from its activities. It could also victimise the individual 
by throwing stones on his roof, or by burning his house, for instance. 

 

The rules of positive morality include a great variety of things, such as behaviour in public; 
hygiene and cleanliness; the use of a particular dialect and language, etc. These rules are thus 
rules prescribing behaviour, and if these rules are broken, the individual will be punished. 

 

The differences and agreements between ethical rules, positive morality and legal rules are 
clear. The main point of agreement is that all three systems of rules prescribe how individuals 
ought to behave. The main difference lies in the sanction/punishment aspect in the instance 
where a rule is broken. If a person breaks an ethical rule, his conscience will punish him. If a 
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person breaks a rule of positive morality, the group, or society, will punish him. If a person 
breaks a legal rule, the state will punish him. 

 

SECTION 1: THE CODE OF CONDUCT 
 

Specific Outcome 1: 
Describe the code of conduct and ethical issues 

 

Assessment Criteria: 
▪ Explain the purpose of the code of conduct  

▪ Identify and explain the principles of a code of conduct  

▪ Explain the relationship between the code of conduct and successful marketing 

▪ Explain the implications the code of conduct and ethics has on an organisation. 

 

 

1.1 The Purpose of the Code Of Conduct (SO1, AC1) 
The Code of Conduct will set up agreed rules about how employees in the organisation must 
behave.  Even cabinet ministers have a code of conduct that they must adhere to. 

 

The Code of Conduct is a declaration of the ethical principles, organisational values and 
acceptable behaviour expected from all employees and managers in the workplace.   

 

Most organisations implement mission, vision and value systems to reinforce positive behaviour 
and to create a sense of belonging for the workforces.  

 

1.2 Identifying principles of a code of conduct (SO1, AC2) 

A code of conduct may differ from one company to the next, however many companies 
incorporate similar principles into their codes of conduct. Some of these values and ethical 
principles can be identified as:  openness, fairness, accountability and responsibility, honesty 
etc. 

 

This Code of Conduct and it’s principles are intended to assist employees and managers to 
identify and resolve ethics in the workplace as well as to provide a framework of the 
expectations of the employees of the organisation. 

 

The relationship between accountability, responsibility and business ethics in the business 
environment is usually encapsulated in the business’s Code of Conduct, a document outlining the 
core values and practices that the business ascribes to: 
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Examples of topics usually addressed by codes of conduct: 

▪ Preferred style of dress ▪ Avoiding illegal drugs 

▪ Following instructions of superiors ▪ Being reliable and prompt 

▪ Maintaining confidentiality ▪ Not accepting personal gifts from 
stakeholders 

▪ Avoiding racial or sexual 
discrimination 

▪ Avoiding conflict of interest 

▪ Complying with laws and regulations ▪ Not using the business’s property for 
personal use 

▪ Not discriminating against race or age 
or sexual orientation 

▪ Reporting illegal or questionable 
activity 

▪ Being reliable and prompt ▪ Following instructions of superiors 

▪ Not accepting personal gifts from 
stakeholders,  

▪ Avoiding racial or sexual 
discrimination 

▪ Not using the business’s property for 
personal use 

▪  

 

 

1.3 The relationship between the code of conduct and 
successful marketing (SO1, AC3) 
Adhering to a code of conduct and/or ethics is important for successful marketing. Aligning the 
organisations code of conduct to that its marketing needs will protect marketers from harming 
those they work with or for. A relationship built on trust must be established between the 
marketing community and its clients. Moreover, marketers need to adopt ethical values that will 
build consumer confidence.  

 

By ensuring ethical values such as responsibility, fairness, honesty, transparency and respect are 
addressed in the code of ethics, the organisation can more than likely expect a good relationship 
with the community as well as successful marketing.  

 

1.4 Implications of the code of conduct and ethics on an 
organisation (SO1, AC4) 

 
Most organisations are diverse workforces with different relationships to one another.   These 
relationships may be based on power or status and it is therefore imperative that all employees 
and managers respect the rights and responsibilities of others. Creating a team of people who 
naturally exercise good ethical behaviour, and reinforcing such behaviour with clearly defined 
work expectations, helps in building a more cohesive and stronger team, and it also increases 
productivity and creates a happier workforce. 

 

The code of conduct of a company may be stated very simply.  The former aircraft manufacturing 
giant McDonnell Douglas had a corporate ethics policy which simply stated that employees should 
be honest and trustworthy in all relationships.  Other organisations have highly complex codes 
of conduct which address many areas of possible employee behaviour. 
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SECTION 2: ADHERE TO THE CODE OF CONDUCT 
 

Specific Outcome 2: 
Adhere to code of conduct 

 

Assessment Criteria: 
▪ Source and obtain a Code of conduct  

▪ Read, study and explain the Code of conduct 

▪ Apply and implement the Code of conduct  

▪ Identify deviations from the code and take remedial action to comply 

 

2.1 Source and obtain a code of conduct (SO2, AC1) 
 

A code of conduct is usually issued to each employee at the commencement of their employment 
within the organisation. This is to ensure that he/she understands what behaviour is acceptable 
and unacceptable in the workplace. Should any internal stakeholder need to refer to the code of 
conduct, it can be found in the human resources department, alternatively can be attained from 
the management.  

 

2.2 Read, study and explain the Code of conduct (SO2, AC2) 
 

Before signing the code of conduct issued to you at the start of employment, it is encouraged 
that:  

 

• The document is issued and thoroughly read through 

• Any necessary questions pertaining to the code of conduct are asked  

• Responding answers to questions are given 

• Signatures are provided upon acceptance of the code of conduct 

 

2.3 Applying and implementing the Code of conduct (SO2, AC3) 
 

In order for the code of conduct to be applied and implemented in the workplace it is important 
that the workforce understand and sign the code, acknowledging it. Implementation can be done 
through numerous methods such as training, notice boards, an employee handbook etc. 

 

Effective implementation requires ethical leadership and support, training, and continuous 
reinforcement and updates to keep the code current. Ongoing administration and reinforcement 
of code standards incorporates an organization’s values into its culture, which stimulates ethical 

Formative Assessment 1 
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reflection and action, and encourages compliance so that employees speak up when they see 
others engaging in unethical behaviour. 

 

If the implementation process is successful and employees regularly practice and apply the code 
of conduct, the business is most likely to foster an excellent ethical culture . 

 

2.4 Deviations from the code and remedial action (SO2, AC4) 
 

Deviating from the code of ethics means behaving in such a way that goes against the code 
prescribed by the company. Doing so leads to consequences as well as disciplinary action 
according to the company’s policies and procedures. Remedial action is given according to the 
nature and severity of the offense. Prior to the commencement of the disciplinary procedure 
taken by the organisation against the offender, the employer must carry out informal counselling 
to ensure the employee knows the standards expected and should be carried out by a 
supervisor/manager. The employee should be: 

 

▪ Told what needs improvement (e.g. timekeeping, attendance, conduct, work standards) 

▪ Given the opportunity to explain 

▪ Given an action plan to bring about the required improvement 

▪ Given a written note, signed by both supervisor/manager and employee, of the agreed 
action to be taken. 

 

Should the employee continue to perform in a manner that further violates the code of conduct 
after participating in the informal counselling, the employer may carry out a formal disciplinary 
procedure. The steps in the disciplinary procedure generally follow graduated steps including a 
verbal warning, written warning, final written warning, and dismissal. However, in cases of gross 
or serious misconduct it is permissible to start at stage 4 of the procedure. 

 

An employee can be suspended on pay pending investigation but would only be suspended 
without pay pending an appeal of a dismissal. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Formative Assessment 2 

Formative Assessment 3 



 

13 | P a g e  

 

SECTION 3: IDENTIFY AND UNDERSTAND THE 
ETHICAL ISSUES 
 

Specific Outcome 3: 
Identify and understand the ethical issues in the Organisation 

 

Assessment Criteria: 
▪ Identify ethical issues  

▪ Explain ethical issues  

▪ Act upon and apply ethical issues 

▪ Identify deviations from ethical issues and take remedial action to comply 

 

 

Ethics In The Workplace 
 

Work ethic is the attempt to do business in a fair and just way.  It is the willingness of an 
individual to work for his own benefit as well as the benefit of the business. 

 

Some organisations have an official code of ethics, which also provides for punishment of 
members who are guilty of violating the code.  The fact that a code of professional ethics 
normally exists in many organisations, does not mean that organisational goals are automatically 
reached. A code of ethics is often there to remind people of their obligations to the public, 
organisations and society in general.  

 

Historically, there are several examples of codes of ethics being set for professional groups. 
Some such examples include medical doctors, lawyers and other legal professionals, ministers of 
religion and accountants. An old example is the application of the Hippocratic Oath to doctors. 
This code was first administered during the time of the Greek physician, Hippocrates, and 
requires all doctors to pledge themselves to the preservation of human life and the service of 
humanity on the whole. Apart from the medical profession, several other organisations today 
prescribe a code of ethics and professional conduct in order to enhance the prestige of the 
organisation and to preserve honestly and good service. 

 

Ethical Rules 
 

Ethical rules are the rules according to which an individual decides if his behaviour and the 
behaviour of other people, are good or bad. Although these rules form part of the individual's 
personal view on life, they are influenced greatly by the people with whom the individual 
associates. 

 

Thus, for example, the individual at an early stage in his parent's home learns what is good and 
what is bad. His church and friends and school furthermore influence the individual when 
deciding what is good and what is bad. It may be bad for one person, for instance, to spit in 
public, while another person may not think twice about doing it. A person may feel it is good to 
pray every evening before going to bed, while another person is not worried about the matter of 
praying. 
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Everything a person does is either good or bad according to his own ethical views. Usually people 
try to do what is good according to their ethical views. A professional criminal may reckon it is 
alright to rob other people of their possessions. Other people - and especially the victims whose 
possessions were stolen - may think otherwise. 

 

What is important is the following: If an individual breaks his own ethical rules, his conscience 
will punish him.  In other words, he punishes himself the person feels bad, and his conscience 
bothers him. If he continues breaking an ethical rule, he will eventually not feel bad any longer - 
in this way a person's ethical rules change. 

 

Values have always shaped a person's beliefs, and ethics should be concerned with moral rights 
and wrongs -particularly in the context of a person's obligations to the society in which he lives. 
Ethical rights and wrongs cannot be regarded as inflexible from age to age, because they have a 
tendency to change with the passing of time. It was accepted as morally defensible to own and 
treat slaves as commodities just over 200 years ago. Today, slavery in nearly all countries in the 
world is illegal and it is looked upon as morally wrong. 

 

An individual, belonging to different cultural group, finds it very difficult to determine another 
person's ethical code. First and foremost, it is a personal thing, and we tend not to discuss it 
until some or other crisis demands that we show where we personally stand. 

 

Ethics is the way in which we go about doing business 
 

Organisational ethics reflect a code of behaviour the public expect of organisations.  Society is 
now expecting more from organisations. The ethical forces are summed up in the term "social 
responsibility", and reflect the growth of Naderism, consumerism and environmentalism.  

 

Naderism was named after Ralph Nader who challenged General Motors 
concerning planned obsolescence and the safety of its cars. 

 

These forces demand that companies: 

▪ Be more honest and less secretive in their dealings with society,  

▪ That they go beyond their legal obligations,  

▪ That they do not market products which contain an unknown degree of risk,  

▪ And that they refrain from activities which waste scarce resources or pollute or irreparably 
damage the environment. 

 

These days organisations must accept responsibility for the welfare of society. In other words, it 
must accept greater responsibility for possible harmful effects of its products. 

 

The consumer must be provided with more and better information regarding the total market 
offering. By an increased emphasis on communication, the organisation can provide the consumer 
with useful and reliable information, thereby ensuring that the consumer is better informed. 
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Another dimension is the authority within which the organisation operates. Should it try to evade 
its responsibilities by, for example, disregarding prevalent moral and ethical values, it may 
provoke a reaction in the form of legal or legislative action. 

 

Consequently, it can happen that a manager's code of ethics can have a considerable influence 
on many aspects of the organisational life of a business - from making decisions on internal 
matters to his behaviour outside, with clients especially, and also with other members of his 
community.  

3.1 Ethics In Business – Identifying and explaining 
unethical practice (SO3, AC1) 
 

Business ethics generally means knowing what is right and wrong in the workplace – and then 
doing what’s right. 

 

Business ethics deals with the moral issues that can arise as a result of certain business practices. 

For example:  at times a company may be well within its rights legally to undertake a certain 
course of action, but if that action can be detrimental to people or the environment, the 
company is morally obliged to investigate alternative courses of action. 

a. Good Work Ethics 
These elements of the work ethic apply to all those working within an organisation and this ethic 
must be witnessed by that organisation’s clients.   

▪ Employees must be honest with and loyal to clients.   

▪ The concept of the work ethic ties in closely with the concept of total quality 
management.  A good work ethic will also result in high productivity. 

 

▪ Pride.  This type of pride does not refer to arrogance or ego.  It comes from the self-
respect that comes from achieving or accomplishing.  Being and doing one’s best gives one 
the right to be proud.  Managers need to create a work environment where people are 
empowered to achieve positive results.  People also need to be given the freedom to do 
their best and to be treated in such a way that they want to give their best. 

▪ Loyalty.  Successful organisations have loyal employees.  These employees are motivated 
to always carefully consider the interests of the organisation.  This loyalty should not 
however be a blind loyalty and employees should still be free to question decisions. 

▪ Honesty.  Someone who is honest is truthful, law abiding and incorruptible.  Dishonest 
people lie, cheat and steal. 

 

b. Contributing to an ethical work environment: 
▪ Make the decision to commit to ethics 

▪ Recognise that you are a role model by your actions and values 

▪ Assist others by instilling ethical behaviour 

▪ Discuss ethical practices 

▪ Articulate your values 

▪ Talk to people 

Be consistent 
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c. Cost Of Poor Ethics 
▪ Loss of trust which leads to poorer relationships and less effective team work,  

▪ Loss of confidentiality,  

▪ Limited communication,  

▪ Lack of self-esteem, of commitment and less loyalty 

▪ Loss of your/the organisation’s good name 

 

 

 

d. Unethical Workplace Behaviour 
Unethical behaviour in the workplace may include the following:   

▪ Conflict of interest;    

▪ Outside employment and private practice;  

▪ Breach of confidentiality;  

▪ Acceptance of gifts and benefits;  

▪ Discrimination against gender, race, sexual orientation etc  

▪ And misuse of company equipment and assets.   

▪ Bribery - these lead to unlawful access, fraud and theft. 

▪ Loose talk - the leakage of confidential information. 

▪ Industrial espionage - staff give assistance to offenders either under pressure or for 
payment. 

▪ Invoice fraud - the amounts which are owing to the creditors are fictionalised or they are 
inflated. 

▪ Product fraud - poor quality products are released on to the market. 

▪ Advertising fraud - misleading or invalid claims are made for the products. 

▪ Favouritism - the staff are promoted on the basis of favours, gifts and nepotism. Contracts 
are fraudulently granted. 

▪ Encroachment upon and penetration of confidential information systems. Stealing of 
computer time for one's own benefit. 

 

From the above it can be seen that the greatest threat to the organisation comes from within 
when the conditions are supposed to be normal. Waste, accidents and errors take a large bite out 
of the profits of the organisation. 

 

 

 
 

 

3.2 Report Unethical Behaviour In The Workplace (SO3, 
AC2) 
The question remains: how do we act towards those who are unethical in the workplace?   

 

Formative Assessment 4 
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In the following table we take a look at different situations.  The answers are provided next to 
each situation.  

 

Harassment 

The organisation must have a policy against 
any form of harassment in such forms as 
sexism, racism or bullying others.   

 

This is also true when someone denies respect 
for the rights of employees or managers.    

 

Harassment can be harmful to organisational 
effectiveness and may also be unlawful. 

What do I do in a situation like this? 

 

Go to your supervisor or manager.  Ask them 
to inform the Human Resource Management 
Department.   

 

The Human Resource Department should 
provide you with a copy of the policy which 
prohibits employees or managers to indulge 
in such activities.   

Discrimination 

Organisations should prevent anyone from 
discriminating against employees of the 
organisation.  

 

Organisations must implement structures that 
are free from direct or indirect discrimination 
on the grounds of sex, marital status or 
pregnancy, race, age, sexual preference, 
religious or political beliefs, impairment, 
family responsibility or family status. 

What do I do in a situation like this? 

 

Discuss this with your supervisor or manager 
first.   

 

Seek advice from the Human Resource 
Department and they should provide you a 
copy of their policies.  

 

3.3 Identifying unethical issues and taking remedial 
action (SO3, AC3-AC4) 
The organisation should be fair and honest with suppliers, distributors, business partners and 
agents.   

 

Fair business practices promote and monitor the social responsibility of all stakeholders such as. 
Suppliers, distributors, employees, business partners and agents.   

 

An organisation will implement ethical standards in dealing with all the organisation’s 
stakeholders.  

 

a. The Process To Be Followed When The Code Of Ethics Is Breached  
There are specific processes to follow when the code of ethics are breached in an organisation.  
Each organisation or business strives to implement different codes of ethics to suite their 
organisational needs.    

 

The following steps may be followed in serious offences e.g.  Discrimination, fraud, bribery, theft 
etc.  

1. Determine the nature and extent of the breach of ethics. 
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2. Determine what penalties, if any, have been incurred.  

3. Decide whether the breach of ethics could constitute a criminal, or labour offence, or 
the breach can lead to criminal or labour offences being committed. 

4. Seek legal advice as to the best remedy for the situation. 

5. Implement appropriate legal proceedings.   

 

b. Process To Be Followed BEFORE The Code Of Ethics Are Breached  
Organisations or businesses should provide more ethics training to strengthen their employees' 
personal ethical framework.   

 

Organisations must devote more resources to ethics training programs to help its members clarify 
their ethical frameworks and practice self-discipline when making ethical decisions in difficult 
circumstances.  

 

What follows is a useful seven-step checklist that organisations should use to help their 
employees in dealing with an ethical dilemma (Schermerhorn, 1989; Otten, 1986):  

 

1. Recognize and clarify the dilemma.  

2. Get all the possible facts.  

3. List your options--all of them.  

4. Test each option by asking: "Is it legal? Is it right? Is it beneficial?"  

5. Make your decision.  

6. Double check your decision by asking: "How would I feel if my family found out about 
this? How would I feel if my decision was printed in the local newspaper?"  

7. Take action.  

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Formative Assessment 5 

Formative Assessment 6 
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