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BEYOND ETHICS – TOWARDS DHARMA & ETHOS
– A RETROSPECTIVE STUDY ON CORRELATION
BETWEEN ETHICAL BUSINESS PRACTICE &
IMPROVED PERFORMANCE –
A CASE OF FORD MOTOR COMPANY
P N V V Satyanarayana1
Dr N Udaya Bhaskar2
ABSTRACT
Firms of endearment have a culture of caring and serving the interests of their stakeholders,
not only their own.

They maintain affectionate and transparent relationship with the

stakeholders. These firms consider their employees, investors, customers, and other key
stakeholders. When initiating action, they try to integrate the values and culture with the
decisions they make every day. An action is transcendental when it is performed in complete
disregard of its fruits or consequences. If good and evil are transcended and the distinction
obliterated there can no longer be an ethic to speak of. In general, ethical behaviour and long
run profitability are positively correlated. Quality is the key to value creation and customer
satisfaction. Rewards and compensation can impact the employee satisfaction. In this
connection, this paper has made an attempt to study the relationship between Profits, Customers
Satisfaction and Employee satisfaction of Ford Motor Company. Data was collected from
secondary sources; the collected data was analyzed using descriptive statistics, multiple
correlation. The calculated value of correlation (r) between the said variables is 0.2054. The
results of the study are helpful in formulating better ethical business strategies.
Keywords: Ethical Behaviour, Dharma, Profits, Customer Satisfaction, Employee
Satisfaction.
1.0 INTRODUCTION
1.1 Business Ethics: The moral principles or beliefs, that guide individuals in their dealing
with others in day to day business practices, are referred to be as business ethics. On the basis
of those dealings backed by moral principles, we can decide about a particular decision or
behaviour whether it is right and wrong. A business house is said to be as one that is practicing
high standards of conduct or moral behaviour, if it deals with its employees, suppliers,
customers, creditors, shareholders, and community in a fair and honest manner. Many business
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houses have created greater value for their shareholders through their ethical behaviour and
concern for society. And they have witnessed a positive correlation between their ethical
business practices and their long run profitability.
Top managers, in guiding their company’s business, often make choices about what is the
appropriate way of dealing with their stakeholders. For example, a company may be in an
unclear situation of whether it should recall its cars for a known defect that may cause harm or
injury to passengers. In those situations, it is very difficult for the managers to balance the
interests of the different stakeholder groups. It is the time to take decision by managers about
how to apportion the “helps and harms” that arise from the organisational actions between
different stakeholders groups. Sometimes, it may be easy because some obvious standard,
value, or norm of behaviour applies. In other cases, they have trouble deciding what to do and
experience an ethical dilemma when weighing or comparing the competing claims or rights of
various stakeholder groups.
An organisation, which follows ethics in its operations, can simultaneously satisfy all of its
stakeholders such as customers, employees, management, suppliers & investors, state and
society at large. It can be structured as depicted in the following Figure 1:
Figure 1 Ethical Organisation Structure
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1.2 Significance of Ethical Behaviour:
 It helps a firm to avoid fines and legal expenses, build public trust, attract and retain
talented people, and gain the loyalty of customers who appreciate its policies.
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 It helps people of an organisation to determine moral responses in situations where the
best course of action is unclear.
 It helps managers decide how best to respond to the interests of various organisational
stakeholders.
 It helps individuals to subordinate the self interest to the common interest.
 It reduces transaction costs between people i.e., the costs of monitoring, negotiating
and enforcing agreements with other people. Because it confers a reputation effect on
individuals or organisation, and people may have dealings without expending much
time and efforts.
 It provides an intangible reward in terms of feeling good about one’s behaviour and one
can enjoy the good conscience by acting within the rules of the game. Success by
stealth and deceit does not provide the same intangible reward as success from
following the rules.
 It promotes the well-being of a society and its members. Greater value is created in
societies where people follow ethical rules, and where criminal and unethical behaviour
are prevented by law and by custom and practice from emerging.
1.3 Beyond Ethics – Towards Dharma and Ethos: The Indian manager, who born and
brought up in the cultural grooves of the nation, is developed into a manager by learning
Western management philosophy which has brought a lot of cultural gap and confusion in
operations of Indian business. Hence, there is a considerable need for integrating Indian
thoughts, norms and principles with the contemporary management philosophy to avoid that
gap and confusion. Because, some approaches are not acceptable from the point of view of
cultural ethos of the nation. The very reason is that the modern management philosophy is
mostly based on western civilisation.
(a) Kant’s Principles to Ethics: Immanual Kant has presented two principles, called
Categorical Imperatives, to guide our actions:
i) An action is ethical if that action can be taken by everyone in similar situations. It is as same
as the Golden Rule: Treat others as we expect them to treat us.
ii) No person should treat other person simply as a means, but always treat as an end. If any
person uses others just as means for satisfying their own interests, that action is morally wrong.
It means that our actions should not restrict other people’s actions in such a way that they are
disadvantaged in some way or other.
(b) Kant’s View of Morals: According to Immanual Kant, reason is the origin and final
authority of morals and morality. All those actions that are undertaken as a sense of duty
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dictated by reason are moral, and all those actions that are dictated by law or custom are not
moral, as simple as that.
(c) Classical Hindu Ethics: The Vedas are the source or symbol of ethics. The ultimate
authority of ethics lies in the Vedas, the canonical collection of texts. Their contents are simply
‘seen’ or ‘heard’ (shruti); and the principles invoked are embodied in the God Who is the source
of the scriptures and model for human conduct.
(i) Dharma (duty): The word is derived from the Sanskrit root dhr, meaning to form, uphold,
support, sustain, or to hold together. It certainly connotes the idea of that which maintains,
gives order and cohesion to any given reality, and ultimately to nature, society and the
individual. As will be noticed, dharma takes over from the Vedic idea of organic unity and
shifts more towards the human dimension. Nevertheless, to a Hindu, dharma suggests a ‘form
of life’ whose sanction lies beyond individual and even group or collective preferences.
(ii) Purusharthas (human ends): According to the Hindu view, there are four pursuits in life
which are of intrinsic value, namely:
Dharma

— Social and Individual duties

Artha

— Material interests

Kama

— Pleasure and affective fulfilment

Moksha

— Liberation

They may or may not be continuous with each other, though one goal might prove to be of
instrumental value for achieving another; dharma is often thought to be of instrumental value
in connection with liberation. What is significant is that the above conception of human ends
provides the context and criteria for determining the rules, conduct and guidelines in respect of
the institutes of class and life-cycle stages.
(iii) The more populist texts known as Dharmashastras, of which the most relevant Manu’s
Law Books’ and Kautilya’s treatise on politics, overstress the legalistic side. Both Kautilya and
Manu make it mandatory for the king to attend first to the welfare of the citizens, they seek to
protect rights and interests of the individual within a group framework, although not in the
most egalitarian manner. Manu decrees some ten virtues, namely contentment, forgiveness,
self-restraint, non-anger, non- appropriating, purity, sensual-control, wisdom, self-knowledge,
and truth. Again, these are common to Indian ethics.
(d) The Epics and The Gita: The popular epics of the Ramayana and Mahabharata, through
their moving narratives and anecdotes, explore the struggles, paradoxes and difficulties of
coming to grips with the evolving idea of dharma. The Ramayana, which presents the heroic
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Lord Rama and His chaste wife Sita as the paragons of virtue, is somewhat dogmatic on its
stance of ‘righteousness’.
The Bhagavad Gita locates itself in the middle of two opposing traditions: Nivritti (abstinent),
the austere path of anti-action (echoing non-Vedic asceticism), and Pravritti (performative), the
doing of social and moral duties. According to it, one does not forsake one’s apportioned duties
but performs them in complete disregard of their fruits or consequences. Action is an universal
necessity, and the individual has a ‘right’ only to the performance of the action and not to its
fruit (BG 2.47). The Gita’s ethics is both formal and material: one must do one’s duty according
to one’s ‘nature’; but this duty is determined by virtue of the individual’s place in the larger
social whole, i.e., by dint of the class he or she belongs to. Thus the maxim: better one’s duty
(though) imperfect, than another’s duty well-performed (BG 3.35). The Gita’s model of an
ethical person, in Lord Krishnas’s words is one who is: without hatred of any creature, friendly
and compassionate without possessiveness and self-pride, equable in happiness and
unhappiness, who is dependent on nothing, disinterested, unworried, and who neither hates nor
rejoices, does not mourn or hanker, and relinquishes both good and evil (BG 12.13-17). If
good and evil are transcended and the distinction obliterated there can no longer be an ethic to
speak of.
(e) Concept of Ethos: The phrase ethos was introduced by the German philosopher Hegel.
According to Hegel, ‘The wisest men of antiquity have given judgement that wisdom and virtue
consists in living agreeably to the Ethos of one’s people. ‘Ethos refers to Greek word meaning
“character” in general, which distinguishes a particular work of art and gives it character.
2. LITERATURE REVIEW
Browie (1998) viewed the ethical performance of a company in two different ways. In one way,
he considered it as a factor which limits profitability as doing good requires to scarify profits.
It means that there is an inverse relationship between ethics and profits. In another way, he
viewed it positively stating a positive correlation that exists between ethical behaviour and
bottom line results of the company. It means that it increases the profitability as high standard
of conduct reduces cost of transactions, builds trust with all stakeholders, provides an
environment of successful teamwork, maintains social capital, builds image of the company.
Ferrell (2004), discussed the significance of ethics to a company from different viewpoints.
Some considered it as beneficial to society, but expensive to organisation. There some
examples from corporate community which suggest that companies, viewed by their
stakeholders as ethical, can enjoy several competitive advantages like high operating
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efficiency, high employee commitment and loyalty, high quality of products and services, high
customer satisfaction, loyalty and retention, and better financial performance.
Donaldson (2003), in their study summarised the results of examining correlation between
ethics and profits 52 research projects of which 33 revealed a positive correlation, 5 revealed
negative correlation, and 14 revealed neutral.
Heskett et.al. (1997), in their customer value equation, described customer value in the shape
of customer revenue and customer cost reflecting in customer profit (or loss) that represents
value to the customer in terms of benefits in utilising the product, relationship with the
company in purchasing the product, and relationship with the company’s representative (e.g.,
salesperson). Value, as perceived by the customer, is represented as follows:
CustomerValue =

𝑅𝑒𝑠𝑢𝑙𝑡𝑠 𝑃𝑟𝑜𝑑𝑢𝑐𝑒𝑑 𝑓𝑜𝑟 𝑡ℎ𝑒 𝐶𝑢𝑠𝑡𝑜𝑚𝑒𝑟+𝑃𝑟𝑜𝑐𝑒𝑠𝑠 𝑄𝑢𝑎𝑙𝑖𝑡𝑦

𝑃𝑟𝑖𝑐𝑒 𝑡𝑜 𝑡ℎ𝑒 𝐶𝑢𝑠𝑡𝑜𝑚𝑒𝑟+𝐶𝑜𝑠𝑡𝑠 𝑜𝑓𝐴𝑐𝑞𝑢𝑖𝑟𝑖𝑛𝑔 𝑡ℎ𝑒 𝑃𝑟𝑜𝑑𝑢𝑐𝑡

The numerator in the above customer value equation represents income or revenue (both real
and psychological). This customer revenue consists of results the customer realizes from actual
use of a product or service, and the quality of relationship with both the organization and the
organization’s representatives.

Customer perceived value is the difference between the

personal revenue (results + process quality) and the personal cost (price + acquisition cost).
Cannon (1992), studied the nature of relationship between business, society, and government.
And the traditional relation between business and society has been changed due to new social
value responsibilities over the years. The new social value responsibilities include following
laws ( local, state, and international), societal problems, human values, health care, pollution,
quality of life, equal employment opportunities, elimination of sexual harassment, elimination
of poverty, child and elderly care, support skills and education, etc.,
Fredrick (1986, 1994) identified corporate social responsibility as an examination of
corporations’ responsibility to work for social betterment and refers this to as CSR1. The move
to “corporate social responsiveness” started from 1970, he refers this to as CSR2. According
to him, the ability of a corporation to respond to social pressures is referred as corporate social
responsiveness.
John Elkington (1994), framed “the triple bottom line (TBL)” consists of three Ps: profit,
people, and planet which aimed at measuring the social, financial and environmental
performance of the corporation over a period of time. The first bottom line of a company “Profit
- Profit and Loss Account” is the traditional measure. The second bottom line of a company
“People Account” is a measure of social responsibility in company operations. The third
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bottom line of a company “Planet Account” is a measure of company’s environmental
responsibility. The TBL of a company is taking account of the full cost of doing business.
Shashank Shah and Sudhir Bhaskar (2008), found factors such as moral turpitude, lack of good
governance, and declining values were the cause and effect of corporate failures all over the
world. They also found an increasing need, than ever before, for change in corporate approach
towards stakeholders. The concept of stakeholders has been found in the Indian ancient
scriptures centuries ago, though it was used in the West in 1930s’. It throws a light on the
methodologies used by kings to ensure welfare of their stakeholders. The kings of those days
can be compared to corporate management of this era. Therefore, the concepts of ancient
scriptures are most relevant and applicable to the present days also.
Maya McGinn Porter (1999), outlined the central theme of shifting consciousness about
economics in the West. She also pointed out the new upsurge of active interest in finer values,
including spirituality in business circles. According her industrialization, without a spiritual
compass to guide, has been fostering disvalues. The impact of Eastern religious and their
emphasis on the inner self, on American thinking has the late become very strong. Her paper
also draws attention to Gandhi’s trusteeship concept, and to the successful spiritual experiments
done at Nagarjuna Fertilizers Ltd., She expressed a doubt whether businesses will change their
way by themselves unless something more powerful forces it to do so.
P NVV Satyanarayana et al (2018), through their empirical study, concluded that there are
companies that still believe that unethical practices will not be discovered and there will be no
negative business implications. They further concluded that companies lacking trust by
employees, business partners, and customers will suffer financially in the long run. Trust,
based on ethical reputation, may become more important in the future. Today all most all
companies aware that, if they don’t perform ethically or well, are exposed to greater risk. They
also found a moderate degree of positive correlation between ethical performance (measured
in terms of customer satisfaction) and financial performance of the select company.
3. OBJECTIVES OF THE STUDY
 To study the ethical practices in pursuit of business.
 To study and analyze ethical practices of Ford Motor Company.
 To aware the companies the need for integrating Indian thoughts, norms and principles
with the contemporary management philosophy and approaches.
 To suggest the companies to follow the path of Dharma in pursuit of business.
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4.0 RESEARCH METHODOLOGY
4.1 Source of Data and Period of the Study: The secondary source of data has been used for
study. Company Annual Reports for Profits, JD POWER survey reports on Customer Service
Index, and Company Employee Pulse survey reports on Employee Satisfaction Index have been
used. The period of the study has been considered for 10 years from 2008 to 2017.
4.2 Data Analysis: Net Income (NI), Employee Satisfaction Index (ESI) and Customer
Satisfaction Index (CSI) of Ford Motor Company are the variables of the study. The collected
data has been analyzed using descriptive statistics and multiple correlation technique was
employed to interpret the data.
4.3 Probable Error (PE) and Test of Significance and Reliability: Probable error is used in
interpreting whether correlation coefficient (r) is significant or not. PE is also helpful for
testing the reliability of a particular value of r. If PE is added to and subtracted from the
correlation coefficient r, then we shall have two limits within which the probability of the
coefficient of correlation from series selected at random from the same population will lie.
Notationally

r ± PE ; where PE = 0.6745 (1 – r2 / √ n).

5.0 RESULTS AND DISCUSSIONS
5.1 Customer Satisfaction
(a) Value and Satisfaction: All tangible and intangible benefits, and costs perceived by
customers are referred to be as value. It is a combination of quality, service, and price (qsp),
called the “customer value triad.” It increases as quality and service increase, and decreases as
price increases. Customer judgement regarding product’s perceived performance in relation to
his/her expectations is referred to be as satisfaction. The customer is dissatisfied, if the
performance falls short of expectations. The customer is satisfied, if it matches expectations.
And the customer is delighted, if it exceeds the expectations.
(b)Quality of Product and Service: Satisfaction also depends on product and service quality.
Quality is the ability of a product or service reflected in terms of features and characteristics
that satisfy stated or implied needs of the customer. We can say that the product or service is
of quality if it meets or exceeds the customer’s expectations. A company that satisfies most of
its customers’ needs most of the times is called a quality company.
Impact of Quality & Customer Satisfaction: Product and service quality, customer satisfaction,
and company profitability are intimately connected. Higher levels of quality result in higher
levels of customer satisfaction, which support higher prices, often lower costs and thereby
increase profits. Studies have shown a high correlation between customer satisfaction and
company profitability. For customer-centered companies, customer satisfaction is both a goal
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and marketing tool. Companies are now more required to be concerned about their customer
satisfaction level than ever before. Because, the Internet provides a tool for consumers to
quickly spread word of mouth—good or bad —to the rest of the world very quickly. Customer
satisfaction ratings make powerful advertising copy for customers.
5.2 Employee Satisfaction
(b) Compensation: One of the most heated issues in any discussion of human resource
management is salary. Often workers believe that they are underpaid for their work, that
employers might not always treat them fairly or that they are not appreciated. Failure to fairly
compensate workers may constitute both a legal and ethical breach.
(c) Comparable Worth: Comparable worth calls for determining the compensation to be paid
for a position based on the job’s intrinsic value in comparison to wages being paid for other
jobs requiring comparable skills, effort and responsibility and having comparable worth to the
organisation.
(d) Training and Skill Development: Employee training and skill up gradation programmes
help the organisation to keep the employees constantly abreast with current business demands.
(e) Work Environment: Creating a harmonious and value based work environment that
encourages team spirit, as also rewarding individual initiative.
Impact of Employee Satisfaction: Employees usually can derive satisfaction out of the work,
work conditions, sense of accomplishment, recognition and rewards, possibilities for growth,
care and inter-personal relationships, treatment by supervisors, etc., Rewards and
compensation structures can clearly impact the emotions of workers, just like the composition
of teams or the power relationships can impact the workplace.

The strategies for

transformational leadership can emphasize positive emotional health and a powerful vision for
the organisation. Each employee is an important component in building a cohesive force, which
ultimately helps the organisation to achieve its vision. Satisfied employees are the most
important asset for the organisation.
For the purpose of further study of ethical business practice and improved performance of the
select Ford Motor Company, data relating to its net income, employee satisfaction, and
customers satisfaction are summarised below in Table 1 and subsequently depicted in Figures
2, 3 & 4 respectively:
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Table 1
Net Income (NI), Employee Satisfaction Index (ESI), and Customer Satisfaction Index
(CSI) of Ford Motor Company for 10 years from 2008 to 2017.
YEAR

2008
2009
2010
2011
2012
2013
2014
2015
2016
2017

NI
($100
Million)
(147.66)
27.17
65.61
168.85
56.65
71.82
31.87
73.73
45.96
76.02

ESI (%)

CSI
(points)
India
730
789
774
755
787
762
700
782
754
807

66
68
68
69
71
75
76
76
77
72

CSI
(points)
USA
NA
757
775
NA
786
786
NA
NA
777
796

CSI
(points)
UK
796
777
NA
NA
NA
NA
730
736
750
758

CSI
(points)
Avg.
763
774
775
755
787
774
715
759
760
787

CSI (%)
Avg.
76
77
78
76
79
77
72
76
76
79

Source: Company Annual Reports for Net Income, Company Employee Pulse Survey Reports
for Employee Satisfaction Index, and JD Power Survey Reports for Customer Satisfaction
Index.

Net Income
($ 100 Million)

Figure 2 Net Income Trends of Ford Motor Company
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Figure 3 Employee Satisfaction Trends of Ford Motor
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Customer Satisfaction
Index (%) Avg.

Figure 4 Customer Satisfaction Trends of Ford Motor
Company
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From Table 1 and the corresponding Figures 2 to 4, it can be seen that the company has
recovered from its loss position of $ 14,766 million in 2008 to a profit position of $ 7,602
million in 2017 due to improvement of employee satisfaction and customer satisfaction from
66% and 76% in 2008 to 72% and 79% respectively in 2017
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5.3 Analysis of Correlation Between Profits, Customer Satisfaction, and Employee Satisfaction of Ford Motor Company
For the purpose of knowing whether correlation exists between Profits and Employee Satisfaction & Customer Satisfaction, the data is further
analysed as follows in Table 2:

Table 2
Discrete Statistics of Ford Company Net Income, Employee Satisfaction, and Customer Satisfaction
YEAR
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
Total:
Discription

NI - Y
($ 100
Million)

ESI - X1
(%)

CSI - X2
(%)

(147.66)
27.17
65.61
168.85
56.65
71.82
31.87
73.73
45.96
76.02
470.02

66
68
68
69
71
75
76
76
77
72
718

76
77
78
76
79
77
72
76
76
79
766

εY

εX1

εX2

YY

(100.658)
(19.832)
18.608
121.848
9.648
24.818
(15.132)
26.728
(1.042)
29.018
-

X1 –

1

X
1

(5.8)
(3.8)
(3.8)
(2.8)
(0.8)
3.2
4.2
4.2
5.5
0.2
-

X2 –

2

x1 y

x2 y

x12

x22

y2

583.82
75.36
(70.71)
(341.17)
(7.72)
79.42
(63.55)
112.26
(5.73)
5.80
367.78

60.40
(7.93)
26.05
(73.11)
23.16
9.93
69.61
(16.04)
0.63
5.80
98.5

33.64
14.44
14.44
7.84
0.64
10.24
17.64
17.64
30.25
0.04
146.81

0.36
0.16
1.96
0.36
5.76
0.16
21.16
0.36
0.36
5.76
36.40

10,132.03
393.31
346.26
14,846.94
93.08
615.93
228.98
714.39
1.09
842.04
28,214.05

εx1y

εx2y

εx12

εx22

εy2

X
2

(0.6)
0.4
1.4
(0.6)
2.4
0.4
(4.6)
(0.6)
(0.6)
2.4
-
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RY. X1 X2 = √ (b1 εx1 y + b2 εx2 y) / εy2
Where
RY. X1 X2 is the value of multiple correlation of Net Income (Y) on Employee Satisfaction Index
(X1), and Customer Satisfaction Index (X2).
b1 is the regression coefficient of Net Income (Y) on Employee Satisfaction Index (X1) i.e.,
εx1y / εx12 = 367.78 / 146.81= 2.51.
b2 is the regression coefficient of Net Income (Y) on Customer Satisfaction Index (X2) i.e.,
εx2y / εx22 = 98.5 / 36.4 = 2.71.

εx1 y is the summation of deviations of X1 and Y taken from their respective actual means
(viz.,

1 =718

/ 10 = 71.8 and

= 470.02 / 10 = 47.002), i.e., 367.78.

εx2 y is the summation of deviations X2 and Y taken from their respective actual means (viz.,
2=

εy2

766 / 10 =76.6 and

= 47.002), i.e., 98.5.

is the summation of the squares of deviations of Y taken from its mean

i.e., 28,214.05.

εx12 is the summation of the squares of the deviations of X1 taken from its actual mean i.e.,
146.81.

εx22 is the summation of the squares of the deviations of X2 taken from its actual mean i.e.,
36.4.
Thus,
RY. X1 X2 = √ (2.51 x 367.78 + 2.71 x 98.5) / 28,214.05 = 0.2054
Probable Error and Test of Significance:
PE = 0.6745 (1 – r2 / √ n) = 0.6745 (1- 0.18582 / √ 10) = 0.1213.
Where n is the number of observations of the given variables i.e., 10
6 PE = 6 x 0.1213 = 0.7278
Thus,
r value 0.2054 > PE value 0.1213, there is a correlation of NI (Y) on ESI (X1) and CSI
(X2).
r value 0.2054 < 6 times PE value 0.7278, there is no significant correlation of NI on ESI
and CSI
From Table 2 and the corresponding workings below the table, it is observed a positive
correlation between Company Profits, and Employee Satisfaction and Customer Satisfaction.
The calculated value of correlation (r) 0.2054, which is greater than the calculated value of
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probable error (PE) 0.1213, shows that there is a low degree of positive correlation between
Profits, and Employee Satisfaction and Customer Satisfaction of the company. But it is not of
significant in nature, since r value 0.2054 is less than six times of PE value i.e., 0.7278. It
means that the profits of the company are influenced partly by Employee Satisfaction and
Customer Satisfaction, and partly by other factors. It is, therefore, suggested the company to
enhance the satisfaction levels of its employees and customers so that their contribution
towards company profits is maximised.

6. CONCLUSION
Companies lacking trust by employees, business partners, and customers will suffer financially
in the long run. Trust, based on ethical reputation, may become more important in the future.
We live in an ever increasing e-commerce world where business organisations are becoming
geographically far-removed from their customers. In such an environment, customer trust
grounded in the process quality component of customer value is even more important to the
long-term growth and profitability of companies. Similarly, employee trust supported by good
reward system that enhances the quality component of employee value is also very important
to the long-term growth and profitability of companies. Satisfied customers are the foundation,
satisfied employees are the walls, and satisfied investors are the pillars of the company which
safeguards the company from the external pressures. Companies that adapt to the path of
Dharma, can undoubtedly satisfy all of their stakeholders simultaneously.
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