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., THE OBJECTIVES OF THIS CHAPTER ARE TO:

‘' Identify a Variety of ethical workplace issues relevant to the fashion and:
retailing indusfries -

. Understand the realm of gfbical decisions that affect WOrgpIaéqsagisfacﬁon and

“work productivity “

. ?%E’}(plqre&?ways;:to approach workplace ethical dilemmas to achieve appropriate-
and optimal cutcomes
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One of the greatest challenges for businesses is to recognize that employees may
bring personal values into workplaces. that do not align.with those of the orga-
nization. Further complicating the matter is the human, ability to"rationalize
practically anything. Research has shown'thdt individuals tend to' view others
based on their behavidrs, whereas théy view thentselves ‘based!on, theirintentions
(James,2002). Therefdte, companies interested‘in' maintaining a high ethical
standard throughbut their opérations, including thée Work énvitonment; need to
provide structured workplate oppértinities-to reconéile individuals: preexisting
values with the values implicit in a formula for workplace success. In other words,
companies need to equip employees to-apply the ofganization’svalues (tiot theirs)
when making business detisions (Lagan, 2006). A récent exatmple of this involved
Walgteens, in which four of its pharmacists'in the'St. Louis area were disciplined
for not filling prescriptions-for an enfergericy contraceptive pill (i.e., the “morning
after” pill). The pharmacists, who were placed on winpaid leave, cited religious and
moral objections to filling the prescriptions, but' Walgreens claimed that the four
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52 ETHICS IN THE FASHION INDUSTRY

were in violation of a state law.
In states where there is no law
prohibiting the actions taken by
the pharmacists, Walgreens’ policy
says that pharmacists can refuse
to fill prescriptions to which they
are morally opposed. However,
they must also take steps to have
the prescription filled by another
pharmagcist or store (“Pharmacists
disciplined,” 2005). Situations such
as this, where Sefvice providers act
independently of store or company
policy, introduce serious chal-
lenges for retailers. Consider the

FIGURE 3.1 It is important that ethical decisions
are made in the wotkplace.

sales associate who does not want
to sell fur coats or the brand repre-
sentative who is opposed to promoting diamonds mined in Séuth Africa. The indi-
vidual ethical decisions of employees can have significant impacts on thé well-being
of retailers’ bottom lines and reputations.

INTRODUCTION TO, ETHICAL BEHAVIOR AT WORK
A big challenge facing young professionals as they transition into their careers
is how to best handle the mahy ethjcal issues the ¢orporate world will introduce.
According to.an article in Retail Merchandiser, ethical issues for retailers are expected
to increase in the years ahead (Hisey, 2002), making preparation for such challenges
essential- Just like any other business venture, the increase in ethical dilemmas is
partly driven by, the tremendeus pressurg on retailers to perform and to meet sales
projections. p . .

Although: the retail industry;has been considered a relatively “clean” sector, it
has certainly not beenywithout jts own ethjcal scandals. Several examples of uneth-
ical behavior include the:collapses of Phar-Mor and Crazy Eddie’s in the 19gos due
to stock fraud; Wal-Mart being publicly scandalized.for the sale of foreign-made
products billed as-“Made in the USA,” and morerecently, for unfair employee wages
and benefits; Sears’ yse of high-pressure sales tactics with automotive consumers
to sell more expensive brakes and batteries rather than lower-priced products that
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were better suited for their particular vehicless Saks, Inc’s involvement in-fraud-
ulent chargebacks with many of the company’s’key verrdors; and Abercrombie &
Fitch for illegal hiring practices (selecting employees based ontheir appearance).

As previously mentioned, a key reason for misbehavior in the retailing arena is
the incredible pressure companies are under to perfotnrat profitable levels.”These
pressures, and sometimes unrealistic goals, often give-employees strong tempta-
tions to cheat and lead them to ethical lapses. Ken Clark (2006), in a cover story for
Chain Store Age, reported that experts believe bad behavior manifests-as mistreat-
ment of employees by management, mistreatment of customers by employees, and
employees behaving badly toward the company. For example, in order to meet sales
projections, managers will sometimes put undue pressure on saléspeople resulting
in questionable sales techniques being used with customers (see Chapter 8 for
further discussion on this topic). Such pressures can result in unhappy employees,
which may lead them to commit petty theft, timecard.fraud, substance ot alcohol
abuse at work, and perform careless recordkeeping (Clark, 2006). This situation
should be taken very seriously by retailers because, according to a report released
by the National Retail Federation (NRF) and the University of Florida (Giovis, 2007),
retailers in the United States lost a record $41.6 billion in 2006 to employee.theft,
fraud, shoplifting, and internal accounting errors! This figure represents-an 11.2
percent increase over.2005, with the losses remaining at about 1.6 percent of.totdl
annual retail sales. :

Wal-Mart recently reported experiencing an increase in shrinkage and
suggested that employee theft, paperwork errors, supplier fratd, and shoplifting
could be increasing. It was estimated that Wal-Mart would losé $3 billiorrin 2007
to such'behavior. Analysts tie the increase to three factors: first,'in 2006 Wal-Mait
decided to no longer prosecute minor (less.than $25) shoplifting cases in order to
concentrate on organized shoplifting rings. The'sécond factor is the réduction in
loss-prevention staff and the redesign of-their jobs, making them more admin-
istrative and less active, Third, is the perception and/or proof of mistreatment of
employees—for example, poor. pay/benefits and gender discrimingtion-—as‘the
reason for shrinkage (see also the discussion of this in Chapter 2),;One former
employee of the company stated that, although'she was not'thestype'to steal, she
was so unhappy with the mistreatnient-of*co-workers ‘that when she saw others
walking out of the store with bags of unpaid merchandise, she simply turned her
head rather than reporting it (D’Innocenzio and Kabel, 2007).

From a human-interest perspective, itis intriguing that in many cases of uneth-
ical behavior, a variety of players at several different levels can agree to go along
with bad behavior. A number of studies suggest that such observations are not
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54 ETHICS IN THE FASHION INDUSTRY

surprising (Gurchiek, 2006; Millage, 2005; “Whistleblowing,” 2006). For example,
asurvey conducted in 2065 by the Ethics Resource Center (ERC) found that over half
of the 3,000 U.S. workers polled had observed at least one type of ethical miscon-
ductin the pastyear, but only 47 percent of them had reported it. Abusive or intimi-
dating behavior.toward employees (21 percent) and lying to employees, customers,
vendors, or the public (19 percent).were the two most common types of misconduct
observed by the respondents: The top three reasons given-by Gurchiek and Millage
for not reporting the bad behavior were:
1. Beliefthat the organization wouldn’t take appropriate action to correct
the misconduct

2. Fear that one’s supervisor or management would retaliate

3. Distrust that whistle-blowing efforts would be treated confidentially

Although it may be surprising that'unethical behavior goes unreported, this is
most likely due to the fact that “whistle-blowing’ can be very risky. In fact, studies
have shown. that up to g5 percent of whistle-blowers lose their jobs when they
report a problem! If retained, they. are often made to-feel so uncomfortable that
they leave their jobs on their.own. This creates a type of “catch-22” for employees
because if they read and sign a code of ethics, usually they are obligated to'report
violations; however, reporting the problem can liave serious consequences for the
whistle-blower rather.than for the person committing the ethical violation. In a
recent survey by LRN, an ethics research and consulting firm, about one-third of
the workers who took part said they didn’t report an unethical incident they had
witnessed, and of those, 14 percent said they were not confident about how it would
be handled if they had réported the incident (Gogoi, 2007).

Although most students have work experiences in environments that prac-
ticesand encourage’good ethical behavior (Paulins, 2061), future retail managers
and appareliproduct development supervisors are, unfortunately, introduced to
myriad workplace dilemmas early in their careers. In a survey of merchandising
interns (Paulins and Lombardy, 2005), students reported ethical dilemmas in the
areas of management, selling, employee relationships, professionalism, policy
implementation, stealing,-and honesty. The “top five” universally recognized
ethical dilemmas reported, in terms of their ratings of severity by another group of
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internship students, were employees stealing money, employees stealing merchan-
dise, racism, pornography in the workplace, and suspicion of theft that goes unre-
ported. These activities are clearly inappropriate il the workplace; however, the
behaviors that were rated less ethically problematic are also worthy of explora-
tion and discussion because they present greater controversy and conflict for the
employees involved. Identified arnong the least problematic ethical dilemmas were
employees using merchandise holds against company policy; lying to customers
about how clothrng and accessories look on them in order to make sales; employees
takingitems such as paper, pens, envelopes, and postage for personal use; managers
adopting “favorite” employeés who are assigned more desirable tasks; and super-
visors engaging in romantic relationships with subordinates. The fact that these
behaviors ranked among those that are unethical indicates the presence of prin-
ciples in future fashion industry leaders, but the fact that these issues were rated as
minor could be problematic if a person actually finds him- or herself embroiled in
such a controversy.

Ethics orientation and training was found to be a component of students
retail merchandising internships for 43 percent of studentsin a study conducted
several years ago (Paulins, 2001). Ethics training activities included reviewing
codes of conduct, atteﬁdrng sen'nnars watching relevantvideos, and signing policy
adherence forms. Although this study found that in general students and supervi-
sors reported good ethics being practlced in the field, interestingly, supervisors
had a significantly more positive view of the ethical environments in which they
work than their interns. This difference contrasts somewhat with a longitudinal
study (Glenn and Van Loo, 1993) that found, when comparing students and practi-
tioners the former consistently make less ethical choices than the latter. These
ﬁndrngs present an opportunity to explore whether students’ initial interpreta-
tions of ethical environments change over time as they become “acclimatized” to
the workplace, and whethér managers rationalize behaviors in different ways than
their intérns. Whether behaviors accu'rately"rellect attitudes is another important
area of lnqui'ry' This also raises the question of whether students go into work-
places wrth sufﬁcrent information to make approprlate ethical choices. You, the
reader, are encouraged to think about the ethical environments of your workplace
and to evaluate the way your approach to ethics may or may not change. This can
he partrcularly difficult for interns and employees new to their positions, so it is
1mportant to consider possible problems in antrcrpatron of ethical dilemmas.
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. BachFederated associate and any member of an associate’s immediate famlly 1 " to:the Company’s business or future business plans unless such disclosure is

) " will avoid any situation that creates, potentially creates or gives the appear- ‘ specifically authorized in advance by the Company.

! ance of creating a conflict between the associate’s personal interests and the ) * AFederated associate may not use for personal advantage or enable others to
interests of the Company. Burther, no Federated associate or any member, of : use material, non-public information about Federated or any company with
an associate’s immediate family will request or accept—or.direct others to g whom Federated o its divisions have a business relationship. ‘
request or accept—gifts, gift certificates, discounts, gratuities, or any other s * Federated and its divisions will take appropriate steps to avoid and correct, or

to monitor and control, hazardous workplace conditions when they exist.

* Itis against Company policy for any associate, male.or female, to unlawfully
harass another associate. '

1tem of significant value (including services of any nature) from any vendor,

‘suppher or resource with whom Federated or any of its d1v1srons has an existing

or potentral business relationship.

No Federated associate or member of his or her immediate famlly is permrtted ’ i * The Company prohibits the use or possession of illegal drugs or alcohol by an

.to have any ﬁnanc1al or other interest direct or indirectin an?r of the Compa- . associate in the workplace, including working under the influence of such

ny’s supphers or other companies with whom Federated has business deal- : substances.

ings. Thrs requirement applies regardless of whether the assoc;late has any . Uhlavyful discrimination in any form will not be tolerated within the Company.
fdrrect Company—related business dealing with the suppher or vendor. If an The Company will be proactive in keeping the workplace free of such

. associate becomes mvolved in such business deahngs with a company in discrimination.

N _ which the associate ora member of his/her immediate famlly holds  finan- * The Company encourages associates to participate ift constructive charitable

" cial or other interest, the associate is requlred to disclose to the Company any causes and with established community orgamzatrons whose missions are to
such holdings. Disclosures of potential conflicts of interestare to be made to better the quality of life for persons in the communities in which our associ-
the “Office. of Compliance immediately upon their origination, as Well as _ ates live and work.

’ annually on the Business Ethics Statement. Ownership of a small mmorrty + TFederated and its divisions will annually targeta Percentage of their pre-tax
interestina publicly owned company whose shares are traded through normal : earnings for such chantable contributions, believing that it is fundamentally
markets will not ordinarily give rise to a conflict. . 1 . good business to support th&communltres that support us.

+ Within reasonable bounds, Federated associates are not permitted to requ1s1t10n ' : Federated and its divisions will strrctly adhere to all federal, state and local
Company property, funds or personnel—or use Con;pany time, facrhtres or - laws governing campargns and elections. No corporate funds will be used for
equrpment for personal use—without propet authorization and rermbursement. y Qohtrcal contributions i in support of any party or candidate in any federal,

. No Federated associate shall disclose to anyone outsrde of the Company, oruse st Staté o] Iocal election.

in other than the Company s business, any confidential mformatron relating’
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CORPORATE CODES OF ETHICS

In order to provide guidélines for employees concerning their expected behavior,

interests, use of drugsand alcohol, personal use of équipment during work hours,
and the disclosure of confidential company information (see Box 3.1 for Macy’s,

most major retailers have developed a code of ethics. These written statements Inc. Corporate Policies/Positions concerned with individual associate behavior).
usually provide employees with general guidelines for making decisions; some also JCPenney also outlines its expectations for employee behavior; this includes
define forbidden behaviors. Macy’s, Inc. specifically spells out its corporate policies "} three key principles that address compliance under the law, conflicts of interest,

of expected behaviors for each associate in terms of discrimination, conflicts of and preservation of company assets. All managers and associates are required to
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1. To serve the public, as nearly as we ca, to its complete satisfaction.

2. To expect for the service we render a fair remuneration and notallthe
profit the traffic will bear.

3. Todoall in our power to pack the customer’s dollar full of value, quality,
and satjsfaction. .

= 1. To continue to train ourselves and our associates so that the sérvice we
give will be more and more intelligently performed.

5. To improve constantly the human factor in our business.

6. To reward men and women in our organization through participation in
what the business produces.

7. To test our every method, and actin this way: “Does it square with what is
rightand just?”

SOURCE:Davis, G. L. (2004). Business ethics: It's all inside JCPenney grounded in gofden rules of business conduct. Amerfcan
Journal of Business, 19, 7-10..Reprinted with permission.
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read and electronically sign a certificate of compliance (Davis, 2004). Furthermore,

the company outlines “The JCPenney Idea,” ptesented in'lgox 3.5.

Experts agree that creating strong ethical environments should be the top
priority of all companies, even those without formal ethics prografﬁs (Vershoor,
2005). Schwartz (2004) reports that the mere existence of an ethical code alone will
not p051t1vefy affect employee behavwr, for that type of company, posSessmg such
a code fay expose it to criticisms of mere “window dressing” if the company does
not actually promote the ethical culture outlined. In fact, Valenti (2002) states that
ethics’ codes are sometimes more of an insurance policy for companies rather than
a true commitment to their employees. A company can greatly reduce the amount
of fines it might have to pay gczr erglployees who break the law by having a code of

ethics in place. 4
The results of the 2005 National Business Ethics Survey (NBES) showed that
less wrongdoing and more reporting of misconduct is associated with a superior

S
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ethical culture. In fact, the presence of a formal ethics and compliance program
has less impact than an ethical culture, although the 2007 NBES found that
companies with ethics programs in place had fewer employee problems if terms
of unethical behaviors and decision making. An ethical company culture also helps
prevent many causes of unethical behavior, including stress, perceived powerless-
ness, organizational culture, injustices, and labor-management issues (Kidwell
and Koshcnowski, 2005). a
The previous discussion highlights the importance of making sure you are
in the right work environment so that you are less likely to witness behavior that
makes you uncomfortable. As Daniel and Brandon (2006) state, you should never
underestimate the importance of a good job fit, and moreover; one of the major
contributing factors to a bad job fitis holding opposing views on etiqu‘ette orethics.
(Chapter 10 discusses this in greater detail.) 2
_Although many people do not feel comfortable reporting unethical behavior,
Ryan (2006) provides some suggestions about what employees can do when they
encounter tough situations at work. She sugéests that people listen to themselves
and heed “gut” feelings. Second, she advises that if something does not feel right,
it is probably a good idea to simply say, “I feel uncomfortable with this [decision/
action].” Stating this will be:more difficult for some people than others, but for the
person who does speak up, it may be easier to live with that decision. The cost of
not saying-anything includes living with the regret of not doing what the person
believed to be the right thing. In situations where unethical behaviors are scruti-
nized, people who were aware but silent can be held responsible by their companies
for harboring important information and may face negative career repercussions.
Of course, only the employee can know about his or her particular situation and
what consequences speaking up may likely bring. If that person'is in a positive envi-
ronment, while the speaking up may make others uncomfortableor fristrated, the
person is likely to be rewarded in the long run‘for following the company ethical
code. Gary Davis former.vice president for Human Resources at JCPenney, believes
that each individual in a.tompany, and particularly those in'leadership roles, is
responsible for building integrity and should do sd“in-a positive way on a daily
basis through every interaction with customers, co-workérs; and superiors (2004).
If the “emperor has no clothes,”™ it’s probably best to-say so even though it will
require a lot of courage. The goal is for a person tobe ableto look back on his
or her professional life and feel good about his or her decisions and their positive
effect on others. Remember too that building a reputation of integrity is a lifelong
process—and one bad decision can wipe out years of work! To begin developing
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1. Honesty: Everyday you should tell the truth, even if doing so may shed nega-
tive light on you or your behaviors.

2. Quality: Do the bestjob you can in everything you do. Go above and beyond!

3. Reliability and Dependability: Show up when you say you will and be pre-
pared to contribute to your class or group meeting. Show people that they can
countonyou!

4. Respect: If you want it, you have to give itand earn it!

5. Mutual Support: Take care of your temniates and classmates from an emo-
tional standpoint. Be there when they need you.

6. Sense of Urgency: Get the job done in a timely mannerbut do it right and take
your time as necessaty.

7. ‘Fairness: Everyone wants to be treated fairly but everyone défines it differ-
ently. What is your definition? Remember, life isn’talways fair butat work you
will'need to decide what “fairness” is and distribute it as evenly as-;possible.

v @ . & it X 5,
SOURCE: Dav%s, 6 L. (200%). Business ethics: It's all inside JC Penney grounded in golden rules of business conduét. Amierican
Journal of Business, 19, 7-10. Reprinted with permissior. v, .
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good workplace habits, Box.3.3 provides suggestions to help you start practicing
positive workplace values.

On a related note, most people do not feel comfortable saying no to a boss
who asks them to do-something questionable (Valenti, 2002). Workers today do
not want to make waves at work for fear that they will\be alienated from their
co-workers or even fired. Perhaps one of the best recent examples of this situation
in the apparel retailing industry is the case of Saks Fifth Avenue. In 2005, Saks
Fifth Avenue, Inc. was embroiled in a major scandal involving unethical behavior
on the part of the company’s senior executives, management, and members of the
buying staff. In other words, people at all levels were allowed to act unethically
without anyone speaking up. On a basic level, the scandal involved the improper

e .
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collections of markdown money in the estimated amounts of $8.2 million from
1996 to 1998 and $26 million from 1999 to 2003 (Young, 2007). Markdown money
is a common practice in the retailing industry today and is'basically money given
back to the retailers (buyers) by a vendor in situations where the vendor’s merchan-
dise had to be marked down in order to sell. Because markdowns lower the profit
margin for the retailer, the buyer will try to negotiate a new lower price with-the
vendor on the marked-down mercharidise to meet their projected level of profit.
The difference in the negotiated new price and the old price (i.e., the markdown
money) is deducted from the next season’s order. This can place tremendous
pressure on the vendor because failtre to comply can result in the.store placing
no further orders. An even bigger problem inr the case of Saks is that'it collected
markdown money for merchandise that was either not marked down at all, or was
marked down to a lesser degree than what it claimed. The increased.revenue it
collected from vendors was reflected positively in Saks profit reports until infor-
mation about this situation was revealed (Hogsett, 2005; Kratz, 2005 and 2006):
Once the scandal surfaced, eight bridge dep_artment buyers were confronted and
escorted out of the Saks store offices- Additionally, the company’s Chief Admin,
istrative Officer, a Senior Vice President, and the Chief Accounting Officer were
fired. Other firings and resignations also occurred in the months following (Moin
and Young, 2005). After the scandal, Saks profits fell by more than-20 pertetit
while competitors in the luxury market saw strong gains (Hogsett, 2005; Kratz;
2005 and 2006). By the time Saks had settled charges in the case with the Seeuris
ties and Exchange Commission (SEC) in 2007, it had repaid vendors $48.2 million
for reimbursement of markdown allowances and interest and had publicly faced a
charge of violating the Securities and Exchange Act of 1934. Young (2007) reported
that, according to the SEC complaint, “improper accounting by-Saks resulted in
aggressive financial targets the company set for its SFA:division, and:some SFA
buyers believed they were expected to achieve their targets by deceptive means, if
necessary.” Saks continues to suffer from the negativeiimpact.of its attions: The
interesting fact remains that nobody working at Saks formally spoke up.while the

unethical behavior was occurring! g * .

Another high-profilé retailer, Home Depot, discovered.that four ¢f its flooring
buyers and merchandise managers received approximately, $1 million in kickbacks
from vendors for displaying their flooring products.prominently in Home Depot
stores. In addition to firing these employees, Home Depot instituted a zero-tolerance

gift and entertainment policy for vendor-merchant relationships (Schultz, 2007).
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Current Issues in Workplace Ethics
Just as the Saks scandal dominated the fashion industry news in 2005 and 2006,
several other issues, including werkplace bullying, sexual harassment, and appeat-
ance, are in the forefront today.

WORKPLACE BULLYING. Although most of us may thinK of bullying as some-
thing that was left on the school playground, it is actually quite common in today’s
workplace. According to the Workplace Bullying Institute (WBI) (http://Bullying
Institute.org), “workplace bullying: (a) is driven by perpetratdrs’ need to control the
targeted individual(s), «(b) is initiated by bullies who choose target, timing, place,
and method, (c) escalates to involve others who side with the bully, either voluntarily
or through coercion, and it (d) undermines legitimate business interests when
bullies’ personal agendas take precedence over work itself.” Bullies in the workplace
display intimidation tactics such as screaming, yelling, and threatening others with
tetminatior or retaliatior. Theyare also likely to make unreasonable job demands,
constantly criticize performance, purposely exclude certain employees from meet-
ings or necessary information, and block promotifons. Just over 8o percent of bullies
are those irv a* supervisory role, and'84 percent of targets by bullies are women.
Although women and men-are equally likely to be bullies, female bullies are more
likely to target‘other women rather than men (Brunner and Costello, 2003). This
suggests that females working under a female supervisor, a common situation in
the fashion industry and the retailing field, are more likely to encounter bullies at
work. However, Elias (2004) reports that more than go percent of all adults are likely
to experience workplace abuse.over the span of their careers.

In recent studiesspecifically examining bullying behavior, 8o percent of 800
respondents reported being bullied at work.(“How to: beat the bullies,” 2007) and
nearly 45 percent of respondents reported having an abusive boss (Leonard, 2007).
Although the causes for bullying vary, bullies are usually people with low self-
esteem and when women in power bully other women, it has been suggested that
they do so in order to protect the power base that they have already achieved. Bullies
often will target those they feel most threatened by or inferior to. It is therefore not
" uncommon for overachievers to be targeted by bullies. Sadly, this often keeps other
competent women from advancing. Furthermore, the female bully also serves as a
poor role model for working women (Brunner and Costello, 2003).

Amble (2007) reports that éne of the factors contributing to workplace bullying
is that companies stress market processes, individualism, and the importance of
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managers over workers. However, many bullies do so simply because “they can.”
At the time of this writing, there is no U.S. law that specifically prohibits bullying
(Canada, however, has recently passed an anti-bullying law in Quebec). As the issue
becomes more prevalent and receives more national attention, workplace bullying
will most lilfely be addressed in the courts. Nearly 65 percent of American workers
surveyed believe thatemployees in the United States should have some legal recourse
(Leonard, 2007). Several states have currently introduced anti—Bullying legislation,
an effort that is being driven by the Workplace Bullyinﬁg Institute.

Despite the absgnce of law to protect against bullying, the wise employer
will actively prevent it. Bullying, wheh allowed to continue, results in turnover,
low morale, absenteeism, reduced credibility, and loss of reputation. The cost of
replacing an employee who leaves because of bullying can be as high as 150 percent
of the former worker’s salary when taking into account the recruiting, training,
and lost productivity-costs (Amble, 2007). Furthermore, those being bullied can
experience depression, insomnia, alcohol and drug abuse, decreased produc-
tivity, elevated stress levels, and diminished job satisfaction (Elias, 2004). Bullied
employees will also often refocus their energies from workplace productivity to self-
protection and-decide to “punish” their employer by not coming to work, lowering
the quality of work, or quittirig (Johnson and Indvik, 2006). For suggestions on how
to deal with bullying, see Box 3.4. N

SEXUAL HARASSMENT. Anotherissue closelyaligned with workplace bullying,
and which often includes“bqllyi;{g tactics, is sexual harassment. Sexual harassment
is broadly defined as any unwanted sexual attention. According to Frank Till, the
five categories of sexual harassment include:

1. Generalized sexist remarks or behavior.

* 2. Inappropriate and offensive, but essentially sanction-free,
sexual advancements.

{
3. Solicitation of sexual activity or other sex-linked behavior by promise
of rewards.

£

4. Coercion of sexual activity by threat of punishmehts.

5. Sexual assaults.
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BOX 3.4
WHAT ‘CAN YOU DO IF YOU ARE BEING wew—;h AT WlRKf'

f

I Talk to someone you can trust. Bulhes often operate w1th the conﬁdence that peo-
ple §w§lll not.speak up because of the fear of retaliation. Therefore it is impor-
tant to speak up. If you do not feel comfortable speakmg directly to the bully,
find someone in authdrity who you trust to help you and who  can investjgate
-your situation. Most importantly, you cannot allow the bully to intimidate you

_ because this will allow the bully}ng to continue. B

e =%

2. Document, in detail, all occurrences of bullying. Somebullies are foolish enough:to
+  e-mail threats, or demonstratetheir bullying through writtén communication;
+.all of which you should print, putin a folder, aind take home for safekeeping.For
4incidences where you do not have written or documented evidence, you should
keep a detailed log of specifically what happened-and how it made you feel. You
should also note anyworkdays you missed, ot illness(es) you believe you suffered
betause of the'stress and pressure caused by the bully. Itiis very important to
document everything in case you need to defend yourself againstbeing fired;

or if you file a grievance or lawsuit. Sometimes just letting others know you
have “evidence” will deter future bullying and may even prompt management
‘to'address the problem béfofe ary formal action is taken: R

3. Donot blame ydurself Bullyingisan expresswn ofa person s need for control and
generally has nothmg to dowith the actxons of the person bemg bullied. That

5 % #
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Younger, unmarried, females are more likely to experience sexual harassment
than their older, married counterparts (Norton, 2002). Because two-th;rds of retail
sales personnel employed in the clothing, accessories, and general merchandise
sectors are females under'the age of 24, the risk of sexual harassient is greater than
in other industries (U.S. Department of Labor, 2006). Workman (1993) found that73.5
percent of female undergraduate students with fashion retail experjence had experi-
enced some type of sexually harassing behavior. Ten years later, the study was repli-
cated (Leslie and Hauck, 2003) and concluded that sexual harassment continues to be
a critical issue in the industry. The researchers also noted that, based on the current
findings, itis possible that three-fourths of the graduates of retail and apparel merchan-
dising programs will experience sexual harassment in the workplace! Because the
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BOX 3.4 continued front page 64
WHAT CAN YOU DO IF YOU ARE BEING BULLIED AT WORK?

=

e

.. iswhy mostvé}hal abyse will take place in a one-on-one meeting where there
areno other witnesses. In fact, many co-workers may actually blame the person
being bullied because the “nice” person in poweris notbullying them nor have
they ever seen that person bullyln&anyone Consequently the employee being
bullied will notreceive anyy vahdat:lon ofwhat is happenmg to him or her, which

,, may resultin sel£blaming.

4. Attjend;ttammg classes:If the bullying continues, you may want to sign up fof

s assertiveness training<classes.and attend stress management classes. Learn-

t2t  ing how to'better cope with the situation, while.boosting your self-ésteem,

will help you identify strategies for addressing the bully and will also give you
confidence toward offany future workplace bully.

#

5 Changejobs. Ifthe situation be¢omes intolerable and starts affectingyou mentally
6t phiysically (usuallyitis botht), éonsider finding another p posmon Even though
the situation is not your fault, you should not stay in a position that is having a
negatlve ‘affect on you. Compames are always looking for good employees, so
there’is no reason t6 stay ata company that allows bullying and verbal abuse to

. continue. Sometimes tis better to cutyour losses and move on rather than to risk
7 g:etéhatmn and furl;her bullying. Only you can de¢ide whit is best for you!

: . . . 5 F 4
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majority of the cases reported tended to be the least severe types of sexual harassment,
theauthors of the study suggest that companies—at minimum—provide assertiveness
training in how to deal'with sexual harassment in an “informal” way. The informal
methods for dealing with the unwanted sexual attention include avoiding the harasser,
ignoring the behavior; and making a joke of the behavior. When victims.were asked
why they did not report the‘incidences or tike more formal-action, they responded
that they thought it would make their workplace. environment more unpleasant or
thatnothing would be done about it. Findings from the same study (Leslie and Hauck,
2003) also-indicate that people who do notface séxual'harassment report a more posi-
tive work environment than do victims, and that the former group also feel more posi-
tive than victims about their department’s effort to stop sexual harassment.

4
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_ Arecentand noteworthy example of sexual harassment and sexual issues in the
workplace can be illustrated by the case of Dov Charney, the CEO and founder of
American Apparel Company. Specializing in casual clothes for men, women, and
children, American Apparel opened its first store in 2003. The company’s growth
has been impressive since then; in 2007 the company had 143 stores in 11 countries
with estimated sales at $300 million. Ametican Apparel is known for its moderately
priced (about $12), brightly colored T-shirts, as well as'sweatshirts, underwear, and
jeans. As discussed in Chapter 2, Charney has been praised for his anti-sweatshop
manufacturing policies and for paying his employe€s significantly more than the
minimum wage. He also provides employees with health insutance, shares of stock,
Englishlessons, and subsidized meals (“Facevalue: Dov Charney, thé hustler,” 2007).
However, in-spite of all the good press surrounding Charney, his company may be
best known for the sexually explicit image it has acquired through its advertising
campaigns and through Charney’s personal condct. Box 3.5 provides a brief list
of some actions and strategies that critics of American Apparel find offensive. Due
to the atmosphere at American Apparel, four former employees have filedisexual
harassment lawsuits against Charney claiming that he disgusted them with dirty
talk and gestures, sexualized the workplace, made thelr life miserable, and fired
them when they complained. To date, three of the cases  have been settled and one
is still pending (“Face value: Dov Charney, the hustler,” 2007; Dean, 2006; Wolf,
20060). As a result of the lawsuit, and to prevent further sexual harassment cases,
all employees of Ainerican Apparel are now required to sign an agreement stating
that they realize that part of their job involves sexual language and visuals (Wolf,
2006). Dozens of young people contact American Apparel every week wanting to
be part of the company’s ads and thousands continue to pursue careers with the
company at the retail level.

Codes  and Regulations for Appearance
One of the more controversial ethical issues in the fashion industry today continues
to be the impact it has on promoting eating'disorders and an unhedlthy lifestyle
(see Chapter 7 for a discussion of issues related to advertising images). Although
the fashion industry has been criticized for years for its promotion of an unachiev-
able beauty ideal, in 2006 the death-of Brazilian model Ana Carolina Reston at 23
from anorexia served to amplify the debate over the useof ultra-thin models. At the
time of her death Reston weighed 88 pounds. Critics allege that clothing designers’
use of underweight runway and print models encourages eating disorders such as

]

BRI LA T MR A Nt e

Box 3.5
WHY ARE THE CRITICS MAD AT DOV CHARNEY AND AMERICAN APPAREL?

e
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* DovCharney, CEO and founder of American Apparel, decorates his office with
vintage Playboy magazines, and pages ripped from a “Girls of Polynesia”
calendar, which is also the merchandising theme in American Apparel’s retail
stores which feature covers from erotic magazines such as Oui and Penthouse.
Among the stores offerings, besides T-shirts and undetwear, are paperback

_books containing collections of erotic Japanese photos.

* Mr: Charneyhas been’known to have his store managers-call together store
employees and tell them that they no longer work at American Apparel bécause
their appearance does not fit the image of the store.

* Sexuality is at the core of American Apparel’s ad campaign. The majority of
the images found in the company’s ads are taken by Mr. Charney and feature
frlends employees and people off the street Most are in sexually explicit
poses some of whrch are in the shower?'or in hed loungmg on asofa with legs
spread and dte frequently wearmg only one'item of clothmg On occasion the
models featured are Mr. Charney s grrlfrlends Whose pictures are taken on his

’ bed suggestmg that they were taken during a se‘xual encounter.

¢ " Amerlcan Apparel’s Web site Yvas cited by Adult Video News, a trade publica-

tron aimed at the porn mdustry, as one of the best soft-core Web sites. The Web

s1te features sexually xmphcrt ;nctures of American Apparer models, and atone
pomt also featu,red a vxde}o of Mr. Charpey walkmg around his office and work-
placein noth1n§ but his, underwear.

Dunng an interview with a]ane magazine reporter, when the conversation

turned go sexuality and’ masturbatron he decided'to prov1de the reporter w1th

. a demjonstratxon asthei mtervrew contmued "

Dov Charney does not beheve m Hiamage monogamy,.nor is he ashamed to

acknlogvdledge consensual sexual relauons with his employees. He also encour-

K agesemp}oyees to have sex with each other because he believes it enhances the

- creativity wrthm his company.
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SOURCES: Dean, J. (September 2005), Dov Charney, like it or not. INC' magazine, 123—131 Face value: Dov Charney, the}
hust!er (Jdhuary 6, 2Q07). ’Ecanomrst 382(8510), 55,‘yv,04f J:(April’ 43,2006). And you thought Abercrombie and Fitch
was pushmg |t7 The New York Times Magaz:he Section 6, 58. ’ -
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‘Box 3.6 PR s
ésm GUIDELINES FOR nmw% mwﬁm & o

o

+ No models will be under 16 years of age

+ Education in the industry concerning the warning signs of eating disorders

+ Models with eating disorders should be given professional help and not
allowed to work again until given a doctor’s permission

» Develop workshops on the causes of eating disorders and raise awareness of
the effects of smoking and tobacco-telated disease

« During fashion shows, healthy food and stracks should be'provided alotnig with
banning alcohol and smoking

SOURCE: Guidelines reprinted with permission of Steven Kolbi Executive Director, Councit of Fashion Designers of America
(CFDA).

ax: en e P

anorexia and bulimia. However, many fashion designers feel that they are being
unfalrly targeted and that they are not solely responsible for the growing number of
young women suffering from such disordets. ‘

Regardless of who is responsnble, the controversy has resulted in changes for
the industry. The first city to place restrictions on model size was Madrid, Spain;
in 2006 the city instituted a minimum Body Mass Index? of 18 for all models. And
begmmng in 2007, all models participating in Milan fashion shows were requ1red
to obtain a license before they could do shows or shoots. The license, which guar-
antees the health of the model, is issued by the Chamber of Fashion, the Association
of Fashion Service, Milan city officials, the Associazione ServiziModa (Assem—the
Association of Modehng Agenc1es in Milan), and a group of doctors nutritionists,
psychologists, and other experts. The guidelines for obtaining the license state that
the models cannot be under the age of 16 and must have a Body Mass Index (BMI)
of at least 18.5. The license has been called’ an “ethical code of ‘self- -fegulation”
(Zarganl 2006) because it reflects concern for the health of the models and also
for the ‘well—belng of the young people who see them as role modeéls for beauty.
Additionally, plans are underway to include nutrition and physical activity courses
in Italian modeling schools (Zargani, 2006).

In the United States, the Coincil of Fashion Designers of America (CFDA) issued
voluntary guidelines for fashion models in anticipation of NYC Fashion week in
February 2007. These guidelines, which are suggestions and not binding, are outlined
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in Box 3.6. Although many concerned industry observers believe the guidelines are a
step in the right direction, critics believe that they do not go far enough because they
are only “suggestions” with no method for enforcement, and they do not set a BMI as
was done in Madrid and Milan (Critchell, 20073, 2007b; Johnson,.2007).

After the CFDA released its guidelines, some fashiondesigrers (siich as Karl
Lagerfeld) stated that they would not be dictated to by different fashion organiza-
tions and that they were not plinning to make major changes in their hiring prac-
tices for upcoming shows..And many designers believe that:the responsibility for
screening models falls primarily on the modeling agencies (Staff, 2007). However,
Lynn Grefe, chief executive of the National Eating Disorders Associatiorn (N EDA),
responded to the issuance of the guidelines by saying, “This is long overdue.1
consider this a werkplace issue. You have this industry that has reallymot been
looking out for the health and welfare of those who are in it” (Johnson, 20067).
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TFHE ROLE OF THE MANAGER.IN

PROMOTING ETHICAL BEHAVIOR

Regardless of what work environment you choose in the fashion industry, you will

encounter some type of unethical behavior during your career. One of the chal-

lenges you will likely fdce at the management level is how to handle employees who

misbehave, treat others rudely, act disrespectfully, or who are quite simply “jerks.” It

is very important that these employees are handled in a way that is swift, compliant

with policy, and legal. Ignoring just one employee’s bad behavior ean-result irhigh

turnover, low morale, and can even cost the company a lawsuit if the actions toward

others become discriminatory. In his article Jerks at Work, Janove (2007) offers several

useful suggestions for dealing with behgvior issues (short %f firing the, emplpgee
who then, in turn, may sue the company ?or un]ust"hed termmatlonj *
& o

* The employee acting badly. must be specifically told how his or*het actions
deviate from expected behavxor, and-what needs to be done to close that gap.

+ The person must be given adequate time to change his or her behav1or and also
told what consequences will result (e.g., termination) if the behavior does not
change. ! t

* Last, each of these steps must be meticulously documented to protect the
company from potential legal action by the employee who has disregarded
the standards.
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To avoid bad behavior in the first place, Janove suggests that job descriptions explic-
itly state what is expected in terms of getting along-with others and how to appro-
priately respond to criticism from supervisors.

The importance of a strong leader cannot be minimized, and one of the most
exciting things about a career in fashion is the pace at which hardworking people
can be promoted into leadership roless New college graduates often assume those
roles immediately upon entering the career world. Of course, these positions
include tremendous responsibility, not only for one’s own actions, butalso for the
actions of subordinates. Your employees will look to yowas a model for appropriate
ethical behavior, and the'actions of thse who repott to you will serve as reflections
of your leadership and reputation. Your employees will alsa expect you to set the
tone in creating a positive work environment. This is akej i$sue because a posi-
tive work environment not only helps to eliminate employee stress, but it also has
a direct impact on employee retention. At companies with a strong ethical culture
and “full formal programs,” employees are 36 percent less likely to observe miscon-
duct (“Unethical workplace,” 2006) and more likely to report it when it does occur.

As a dndger, the role of teacing ahd cultivating ethical behavior—honesty—
infthe Workplace is one of the thost important responsibilities you will under-
take. Although written rules, regulations, and codes-of ethics are essential, what
employees want are leaders they can trust, who fdster:fairness, and who shaw
concern for- employees as individuals (Asacker, 2603). Furthermore, a key to
success in today’s businesses is the character and skill of leaders, managers, and
employees who recognize their role in instilling their organization’s ethical values
and modeling the corresponding behaviors.

QUESTIONS FOR DISCUSSION

1. Thinking back on the managers you have worked for, what were some ethical
. behaviors they modéled?Were.there any unethical behaviors?

2. Wr;at'a’r:g ‘some unethical behaviors you 'ﬁayg witnessed at work or school?
g ¢
How were they"handled?

3. Would you feel comfortable reporting unethical behavior to a teacher or man-
ager? Why or why not?
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4. Why do you think most people choose not to speak up when they witness
unethical behavior?

5. Review the workplace values listed in Box 3.3. Give specific examples of how
you practice at least three of these.

6. Have you ever witnessed—or been the victim of—bullying? Explain the cir-
cumstances and what was done (if anything) to correct the situation.

7. Aside from the reasons presented in the chapter, why do you think some
people feel the need to bully others?

‘8. Review the suggestions provided for dealing with bullies. What other sugges-
tions do you have? ’

~

¥
9. Have you ever witnessed or been a victim of sexual harassment? .Explain the
circumstances and what was done to correct the situation. I

10. Considering what you have read about American Apparel, would you want to

work at this company? Explain your answer.
a ',

11. Why do you think people want to work for American Apparel? >
12. Do you believe the fashion industry should dictate models’ wei‘g}ft’? oo

13. Why should the fashion industry be interested in the appearance and health
of fashion models? S

-
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