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Approach of this assignment 
1. Start off with a brief summary of the case,  
2. Present my observations with the support of snippets taken out of the case’s details, 
3. Proceed with lessons I as a Customer Relationship Manager can learn, 
4. End off with discussing on proposed improvements to CRM procedures or systems 

that supports employees at work, 
5. Company, person and product names had been changed to fictitious identities, 
6. Role, gender, age, and years of experience remain unchanged. 

 

 

 

Score: 7.5/10 

The average of the assignment was between 6 and 6.5. 

The analysis of each case was done very well. It was clear that you went through the 
cases sentence by sentence, and extracted lessons from each sentence. 
 However, it could have been written in a more concise way. The main body of the 
report exceeded the word limit severely. This may have been due to the analysis 
being written on a case-by-case basis, rather than by learning-by-learning basis; that 
is, first case 1 was analysed and then lessons written up, then case 2 was analysed 
then lessons written up etc. I don't think the report was overly detailed - it was the 
way that the detail was presented.The report showed how the analysis was done 
(which took up a lot of space) - which was not needed. 
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Case #1: Hiding the truth from the customers (ABC Telecommunications) 

A telecommunication company’s sales representative (Person A) was told to refrain telling 
the truth about technical glitches found in a new connectivity plan the company is promoting. 

Observations 
“…focus on the benefits not on the technical glitches because we were all assured that a 
solution will surface soon.” 

The sales management seem to know that their sales team would feel unethical or 
uncomfortable hiding the truth. Therefore, the sales team were all given an excuse and be 
assured that a solution will surface soon. 

“…technical issues our customers face, they will be handled by our technical team and not us. 
It is not our job to discuss technical issues with the customers.” 

There seem to be a “pass the bomb” mentality here where the management has not appointed 
an official owner of this problem. Is it the modem manufacturer or the cable layout or is it a 
technical fault of ABC?  

“…I consider myself lucky when my customers did not ask about technical issues with EFG 
plan.” 

Person A seems to be guilty all this while and really hoped that customers will not ask about 
technicalities of the product he is selling. 

Lessons learned: Honesty is the best policy 
Although the case study has no conclusion because the incident is still on going now, I learn 
that being honest is one of the most effective tools in communicating with customers. Truth is 
customers may or may not turn away from buying EFG plan if they were told about the 
technical glitch with voice calls and the modem. I remember two cases involving a product 
recall: Sony and their lithium ion batteries in 2006, and Honda and their braking system 
problems in 2010. They admitted their mistakes and activated a product recall and Honda 
being involved in lawsuits. It is expensive to admit a mistake in this ruthless business market 
but if a company wants to survive long term, in the CRM point of view: they must first admit 
their mistakes, explain what happened, mitigate the customer’s lost if possible and earn back 
their trust. Usually, customers are forgiving enough if business organizations are honest with 
their mistakes. One way to have customers commit to your organization is to commit to their 
values such as honesty in this case in order to create a values-based commitment from them1. 
Meaning if an organization exhibits values that could be identified with their customers, these 
customers would more likely to commit to the organization. 

                                                 
1 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 278. 
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Proposed solutions 

Single view of the customers 

There must be a single view on the customers so that a customer is the ‘same’ to every 
department and touch points (Sales, Technical team, public relations, etc) of the organization. 
This is important because the customer wouldn’t feel “cheated” just because different people 
from the same organization promise or say different things to them.  

Customer delight: Really understand what your customers expect and want2  

Customer delight (CD) means the perception (P) of their experience in doing business with 
the organization exceeds their expectations (E) and actual experience of the product or 
service. In formulaic terms: CD = P > E 

In ABC’s case, it was more of failure to delight customers as their actual experience scored 
below their initial perception of EFG plan. Sales team raised the perception of the customer 
by all the wonderful sales talk and benefits of EFG but in actual fact, customers did not 
experience the product as well as they had perceived it! 

Therefore, I propose the management to appoint a problem owner (can be a committee) to 
own and work on the technical glitch so that the organization can work towards this issue 
together. With a formal appointment of an owner, the technical glitch will be able to 
command company resources quickly in order to solve it, instead of pushing responsibilities 
from one department to another (“Passing the bomb”). 

In my opinion, if the business risks committee (or any department which deals with risks 
analysis) is able to understand what customers really want, they can avoid a situation where 
they make customers feel “cheated”. Do customers really care about their telephone calls at 
home? Most of them could be using mobile phones instead of home phones now. So, if the 
sales department were to pre-empt customers with a fixed-line telephone problem, would 
they still turn away despite all the benefits of having EFG plan for high-speed Internet? Do 
customers want high-speed Internet or telephone calls? If ABC can address these questions, 
would they still hide the truth away from customers? And when customers found out the truth 
themselves, it certainly reflected badly on ABC. 

                                                 
2 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 264. 
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Case #2: Delaying in telling the truth (XYZ Bank) 
A bank’s sales representative (Person B) selling a new innovative financial product targeted 
at students felt unethical because he was told to delay telling the truth about a lack of an 
important feature of the product. 

Observations 
“IT developers of PQRS told us there will be a delay in its completion date but the marketing 
and sales campaign had already started!” 

Obviously, some top management issues might cause this to happen. 

“…sales team which includes me were told only to disclose about the unavailability of the 
“Saving goals” feature only after they had opened an account with us...” 

“Since they are students, they were not expected to make a fuss out of it or to withdraw the 
account and true enough, most customers (students) did not complain at all.” 

The sales department wants to lock in their customers and hopefully they will not turn back 
after all the trouble in processing their account registration. This might be an instruction from 
the top management or purely out of the autonomy of the sales management. 

“We were told not to say anything about the “Saving goals” feature on (Facebook).” 

Clearly a public relations policy by XYZ bank because they aren't ready to disclose any 
updates. 

“I just felt bad about this incident because I am part of this “cheating”.” 

Person B felt it was cheating just by withholding the truth or delaying in telling the truth. We 
cannot neglect how our service staff feels. 
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Lessons learned: Half-truth is still a lie 
This case study is somewhat similar to case #1 but this time, the sales personnel were all told 
to delay telling the truth hoping to commit the customers into opening new bank accounts 
with XYZ. In the area of social media, the sales team were to keep silent until there are a 
sizeable amount of enquiries. In delaying their response, XYZ is trying to buy time hoping 
that their technical issue will be resolved in time. I am sure XYZ knew that their competitive 
advantage is the “Saving goals” feature and this was made obvious to XYZ when their young 
customers (tertiary students) on Facebook feedback that they were attracted to XYZ bank 
because of their “Saving goals” feature. In delaying telling customers the truth, XYZ might 
be trying to protect their newly acquired customers from other competitive banks who could 
be competing with similar “Saving goals” feature. No matter what the organization feel is the 
right course of action; a half-truth is still a lie. This was evident in the social media 
complaints. (I did a research on their Facebook page) 
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Proposed solutions 

Single view of the customers 

Similar to case #1 but in this case, the social media “front” and over the counter sales “front” 
must produce a homogenous view of XYZ bank’s new PQRS financial product in order to 
instil confidence into the customers that XYZ bank is professional and is taking the “Saving 
goals” feature urgently. 
 

There are many ways to commit customers, not only with a “perfect” product 

As seen in case study 2, Person B felt a burden of withholding truth to customers especially 
when his customers are young in age (Tertiary students are typically from age 17 to 22 in the 
country XYZ bank is). I personally feel that if an organization is honest with its employees, 
the employees will be more productive and creative in dealing with customers. Similar to 
case 1’s proposed solutions, I would still suggest the organization to analyse the risks of 
telling the truth compared to the risks of withholding truth. When employees know their 
organization is in trouble and the organization is honest with them, employees might be 
sympathetic and work harder to help the organization go through the situation. I am sure 
XYZ bank can harness the creativity of every service personnel to overcome this issue. For 
example, give out lucky draws or freebies to ease the inconvenience of not being able to use 
the “Saving goals” feature. Or, get the employees to be highly motivated in engaging with the 
customers because customers can become highly attached to a company’s people and 
emotional ties can be formed3! (Relational commitment) 

There are many ways to commit customers, the organization just have to find the right fit. 
Delivering a “perfect” product might not be the only way of committing customers. 
Especially in this case, their primary targets were all students! I believe students with less 
experience in the market are more likely to be sympathetic and understanding. 

 

Thus I came out with this quote: (I hope you can understand) 

Gaining customers’ wallet share is important, earning their 
mindshare is even more important but obtaining their “heart-
share” is the most important. 

                                                 
3 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 278 
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Case #3: “I felt I was his minion”  
Part-time Cineplex staff (Person C) caught in the dilemma between reporting his manager-
friend abusing his authority and losing the friendship with him. 

Observations 
“I asked him [Manager-Friend] why and he told me in private, ‘Don’t you know managers 
have a certain amount of budget...’ ” 
The manager seem to expect his staff not to question what he is doing and were expected to 
trust his orders without questions. 
 
"I suspect he didn’t want to account (and write a brief report since managers need to explain 
the situation)..." 
Person C seems to have considerable knowledge about a manager's job and authority. This 
could mean he did not report his friend due to personal ties with him. 
 
"...knowing deep in my heart, these were not angry customers; these people were his 
University friends!" 
In this situation, how would Person C knows this for sure? It could possibly mean that the 
attitude and communication skill of the manager wasn't right and efficient enough to gain the 
trust and respect of his staff. In this case, the manager’s inefficiencies caused biasness to arise 
from Person C towards his manager-friend. 
 
"Why am I always the one meeting such demands from him? I observe that my other 
colleagues were not approached by him to do against-the-policy favours." 
The manager could be exploiting on both his personal relationship with Person C and his 
workplace authority. Person C said she observed, that could mean she didn't tell any other 
colleagues about this incident. 
 
"I did it because he was the manager and more importantly, I do not want to be awkward with 
him as a personal friend of his." 
Person C seems to value this manager-friend a lot and continually gave in to his unethical 
requests. 

“Sometimes I wonder will the Cineplex’s management side their managers instead of trusting 
us.” 
Person C might had lost faith in the Cineplex’s management and dropped the idea of 
reporting a superior to the upper management staff. 
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What can be learned and improved 

Lessons learned: Loopholes in CRM procedures and system 
No matter how secure a procedure or system can be, their weakest link is still the service 
personnel. For example, with regards to the manager who asked the staff to lie about the 
unoccupied seats as occupied seats, it was a rather bold suggestion. However, this showed the 
loophole in this system even if the staff has their own IDs to login to ticket reservation 
machines. The sales person interacting with the movie patrons can still go around this system 
policy.  

Proposed solutions 

Accounting measures to meet CRM goals (Operational excellence)4 

I do not know how long the manager had been abusing his empowerment of giving out free 
tickets and food and drinks, but certainly there must be an audit procedure to supervise these 
empowerments. On top of that, the purpose of managers being accountable of what they give 
out for free at the expense of the company is to help the company improve its CRM 
procedures. All service personnel including the manager are all touch points of the Cineplex, 
by having them to report (or through a sharing session) the reasons why they give out freebies, 
the company can mature together as they learn how to better design CRM procedures and 
systems to improve customer relationships. 

Changing the organization’s culture to embrace honest feedback 

Understand that in an Asian company, (particularly this Cineplex) employees are less fore 
front with their superiors as suggested by Hofstede’s Power distance index where Asians 
have a higher power distance index meaning they accept and expect that power is distributed 
unequally 5 . By having an organizational culture which accepts honest feedback from 
employees, there will be an additional safeguard against corruption and will help the 
organization achieve customer intimacy by getting feedback from the customers through 
frontline staff. 

"Culture is more often a source of conflict than of synergy. Cultural differences are a 
nuisance at best and often a disaster." Prof. Geert Hofstede, Emeritus Professor, Maastricht 
University. 

Training the Cineplex managers to accurately reflect organization’s image 
CRM visions and goals are communicated top down. The senior management must train their 
managers to become leaders so that these trained managers can be an effective mouthpiece 
and advocates of the organization’s CRM visions and goals, and in turn these trained 
managers will translate them onto their frontline staff. 

                                                 
4 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 191-192. 

5 Clearly Cultural, 2009, ‘Making Sense of Cross Cultural Communication’, ClearlyCultural, accessed 16 Oct 
2011, < http://www.clearlycultural.com/geert-hofstede-cultural-dimensions/power-distance-index/>. 
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Case #4: Unethical food stall 
Part-time food service staff (Person D) was caught in the dilemma of reporting on her co-
worker’s unethical behaviour of using expired ingredients for selling food items in a food 
court and being given a hard time if she were to report the co-worker. 
 

Observations 

People issue 

“I was one of the few Chinese workers and most of the food court workers are Malays.” 
There could be some ethnical discrimination in this food court because this is after all a food 
court chain opened by Malays and their primary targets were Malays.  
 
“…the owner of the stall is Malay.” 
Therefore, person D was uncomfortable in communicating with the stall owner who was also 
Malay. Person D’s Malay co-worker obviously used her sense of majority in the work place 
to put pressure on Person D. 
 
“…and it seems that the stall owner is as “corrupt” 
Person D received the impression that every Malay person has the same work and moral 
ethics and therefore she felt it was futile to report her co-worker to the stall owner since she 
was sure the stall owner will side the co-worker because she’s Malay too. 
 
“…my co-worker told me not to report this incident or else she will give me a hard time at 
work.” 
There are two possibilities:  
1) Person D is a junior staff in the stall.  
2) The Malay co-worker obviously used her ethnicity to put pressure on Person D. 
 
“…I was hoping the stall owner would suspect something so I could take the opportunity to 
report the case but instead the owner believed her!” 
This further gave Person D the impression that the Malays were covering up for each other 
and have a lot trust in the people of their own ethnic group. This may also suggest a small 
scale corruption or collusion. 

Clarifications 

“I give you refund la” is a slang found in Singapore.  
“La” is a vocal expression of an emotion such as frustration, “don’t you get it?” in this case. 
“Sue what sue” means “Do you have to resort to suing?” 
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What can be learned and improved 

Lessons learned: Importance of managing employee relationships 
Employee turnover is a huge cost in the food service industry, for example, frontline staff in 
this industry can turnover at 200 per cent or more each year.6 Therefore, managing employee 
relationships are crucial to retaining customers and acquiring new customers. 
 
In CRM, employees create value for customers. So, not only must the manager (In this case, 
the stall owner) manage manager-to-employee relationships but also employee-to-employee 
relationships. In the macro sense, the food court management had already overlooked this 
management principle but I can understand that this could clash with the business strategy of 
the food court: The food court’s primary targets are Malay patrons; it is of course natural to 
employ more Malay staff. But because of labour laws, food court cannot practice 
employment discrimination. To avoid breaking these laws and also because non-Malays 
would also be their patrons, the food court employed some non-Malay employees. This is a 
tough issue to resolve as the working environment of this food court is largely dominated by 
a single ethnic group.  

Proposed solutions  

Staff empowerment 
Food court management can have a CRM procedure to empower food service staff to escalate 
incidents to the management if other co-workers and stall owners were acting unethically or 
appear to have collusion. Some other CRM improvement strategies may include employee 
satisfaction surveys or spot checks on the stalls with “mystery patrons”. 

Staff training on how to receive feedback and complaints7 
Generally in Asian markets, if one customer complains, it could well represent a sizeable 
amount of customers who could have complained but chose not to do so. This is because 
Asians want to avoid any trouble if the trouble is not worth the risk. In this case, the co-
worker might be exploiting the fact that Asians do not complain much since it’s just a sour-
tasting prawn and patrons would easily overlook it and forget this “minor” incident.  
 
Therefore, value for customers can be created by improving the complaints management 
process such as feedback forms made available. Additionally, staff must also be trained on 
how to receive feedback and complaints and make the necessary responses to them. 

Team building and employee buy-in8 
Help every employee to buy-in to the food court’s CRM vision and objectives. Employees 
will bound to have their personal differences, even if every different employee has a single 
view and vision in achieving the food court’s CRM goals, these differences can be viewed 
from being negative to positive as each employee has their own strength and weaknesses 
(through team building activities) to complement each other in achieving these goals. 

                                                 
6 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 351-353. 
7 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 211. 
8 Buttle, F (2010). Customer Relationship Management: Concepts and Technologies. 2nd ed. Great Britain: 
Elsevier. 213-214. 
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Appendix 

Case #1: Hiding the truth from the customers (ABC Telecommunications) 
 
Contributor: 22 year old full-time telecommunications sales representative, 12 months 
experience in the industry. The source information was extracted by communicating through 
email. 
 
ABC telecommunications is the largest company providing businesses and consumers with 
connectivity services such as voice calls, cable TV and Internet. One of our latest service 
products called the EFG plan aims to integrate voice-calls (both mobile and fixed line) and 
Internet into one modem so as to lower operating costs and attract more customers. Actually, 
EFG plan isn’t a very new product in the market, it had been around for 3 years or so and the 
sales teams were told of the technical glitches highlighted by our technical and 
troubleshooting department. We were told that voice calls (they are digital instead of 
analogue with this plan) with this plan will automatically disconnect between 30 minutes to 1 
hour of usage. Additionally, to overcome a technical issue with the modem, customers were 
advised to work around this issue by powering down their modems every 1 week and restart 
the modem 15 minutes later until a solution could be applied. These issues were found by the 
technical service team who receives enquiries and complaints from our customers within one 
year when EFG product was introduced to the market. To date, no solution had been proven 
effective and customers were all advised to work around these technical glitches. 

Now, the ethical dilemma that I face is that we weren’t supposed to tell potential customers 
about all these issues. Our orders were simple; focus on the benefits not on the technical 
glitches because we were all assured that a solution will surface soon. If there are any 
technical issues our customers face, they will be handled by our technical team and not us. It 
is not our job to discuss technical issues with the customers.  

In fact, I held on to that assurance that a solution will surface for 3 years! I consider myself 
lucky when my customers did not ask about technical issues with EFG plan but every time 
they signed the contract, I felt a pinch in my conscience that it wasn’t right to hide the truth 
from the customers. I have to repeat our assurance from the sales manager in order to feel 
better: “A solution will solve the issue soon, just sell the product and your bonus depends on 
it.” 
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Case #2: Delaying in telling the truth (XYZ Bank) 

Contributor: 26 year old full-time bank sales representative, 24 months experience in the 
industry. The source information was extracted by communicating through email. 
 
I am a sales rep for XYZ bank and recently our bank had launched a new financial product 
called PQRS targeted at tertiary students. The idea is to capture the tertiary students market 
and hope to retain them until they are earning and then be able to upsell other financial 
products to them. 

PQRS was branded as “Helping you achieve your saving goals” and was supposed to allow 
tertiary students create multiple saving goals and associate their goals with saving up money 
into various “sub accounts” under their main account. (See below graphic) 

  

The issue here is that the IT developers of PQRS told us there will be a delay in its 
completion date but the marketing and sales campaign had already started! We were told that 
the “Saving goals” feature of PQRS will be usable by August. Therefore, the sales team were 
told to sell PQRS but inform the customers that the “Saving goals” feature will only be usable 
in end of July. That was still alright until we were told the “Saving goals” feature will only be 
available till further notice and tentatively end of September.  

Therefore, the sales team which includes me were told only to disclose about the 
unavailability of the “Saving goals” feature only after they had opened an account with us. 
Since they are students, they were not expected to make a fuss out of it or to withdraw the 
account and true enough, most customers (students) did not complain at all. 

Apart from being in the sales department, I was part of the social media team in charge of 
PQRS Facebook page. We were told not to say anything about the “Saving goals” feature 
only if a sizeable amount of customers enquires on Facebook. As PQRS’ customers are all 
tertiary students, many gave feedback about PQRS on Facebook. Many of them said the 
“Saving goals” feature was what attracted them to PQRS. Soon, many enquires flooded 
PQRS Facebook page about “Saving goals” feature. Many of them were upset and said we 
cheated them by telling them that the “Saving goals” feature wasn’t ready only after they had 
opened an account with XYZ bank. 

I just felt bad about this incident because I am part of this “cheating”. 
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Case #3: “I felt I was his minion”  

Contributor: 20 year old part-time Cineplex employee, 1 year experience in this industry. The 
source information was extracted by communicating through emails. 
 
I work in a Cineplex as a part time staff. My job scope varies from selling movie tickets, 
ushers for the movie theatres to selling food and beverages (F&B) to movie goers. One of my 
friend and colleague was recently promoted to a part-time manager. It means he is holding a 
manager’s position but he does not work full time for the Cineplex. Just 1 month after he was 
promoted, he started making demands from me which I feel really uncomfortable. The first 
incident was when his University school friends came to our Cineplex. I was then 
unfortunately in the F&B position that day and my manager-friend asked me to serve them 
popcorn and nachos for free. I asked him why and he told me in private, “Don’t you know 
managers have a certain amount of budget to give away free tickets, food and drinks to 
appease angry customers?” I listened to him and did what he told me, knowing deep in my 
heart, these were not angry customers; these people were his University friends! I know 
because I overheard their conversation at the F&B counter that day where my manager-friend 
was boasting about his new Cineplex job title. I suspect he didn’t want to account (and write 
a brief report since managers need to explain the situation) for the popcorn and nachos being 
given out as free so he asked me to meet such an unethical demand of his. 

Now, here comes the most ridiculous part, I was now in the sales counter position. He told 
me to reserve an entire top row seats for a blockbuster movie just released for filming in our 
Cineplex. I remembered vividly it was Transformers: Dark of the Moon movie. I told him 
how am I supposed to reserve these seats for him and asked him to book these seats by 
himself since he is the manager. He said his quota for reserving seats (A manager can reserve 
seats or give away free tickets to appease customers) is used up. So I asked once again how 
am I going to reserve seats by my user account in the system. And he gave me a “brilliant” 
and ridiculous idea, when customers asked for those seats, just tell them verbally that these 
seats were taken and because there’s fault in the system, they didn’t show as booked. You see, 
there are two computer screens at the sales counter. One screen is facing the sales person 
another screen facing the customers. Customers can see what we see and so we can book the 
seats they want accurately. So in my manager-friend’s suggestion, I was supposed to tell a lie 
and claim the seats the customers see as available were actually occupied. 

Why am I always the one meeting such demands from him? I observe that my other 
colleagues were not approached by him to do against-the-policy favours. Perhaps because I 
was his personal friend, that’s why. I did it because he was the manager and more importantly, 
I do not want to be awkward with him as a personal friend of his. 

I am still in this job and my manager-friend was suspended from his job not because he was 
found abusing his authority but because he needs to serve in his National Service (Military 
conscription). Till now, I have not reported this incident to anyone yet. Also, I do hope he 
will not abuse his authority when he returns to his job after National Service. Sometimes I 
wonder will the Cineplex’s management side their managers instead of trusting us. 
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Case #4: Unethical food stall 
 
Contributor: 17 year old part-time food stall worker, 3 months experience in the industry. The 
source information was extracted by communicating through email followed by a video 
conference. 
 
I work in a food stall selling Japanese cuisine in a Muslim food court. I was one of the few 
Chinese workers and most of the food court workers are Malays. There are only two of us in 
the food stall and my co-worker was obviously Malay since the owner of the stall is Malay. 
Our working relationship was going well until I realized my co-worker was serving expired 
ingredients (just a few days) such as prawns and fish balls. I reminded my co-worker but she 
said it was okay and despised me for not being “smart in doing business”. I didn’t know how 
to communicate this issue to the stall owner and it seems that the stall owner is as “corrupt”. 
 
Something major happened just few weeks ago. I was in the kitchen and my co-worker was at 
the cashier. A mother and her son came back to the stall and told us the prawn tasted sour. 
My co-worker refused to admit and insisted the prawns are fresh. The mother was very upset 
and flashed the receipt at my co-worker saying that if her son gets food poisoning, she will 
use this receipt as proof against the stall. The mother and son walked away but my co-worker 
was angry and shouted at their backs saying, “I give you refund la, sue what sue!” I thought 
that was a stupid move, the mother and son turned back and asked for a refund. My co-
worker gave the refund to them just so she saves herself from the embarrassment. 
 
In the end, my co-worker told me not to report this incident or else she will give me a hard 
time at work. As for the refund of money, she simply told the stall owner that the customer 
was unreasonable and asked for a refund simply because the food didn’t match up to the 
customer’s standard. I was hoping the stall owner would suspect something so I could take 
the opportunity to report the case but instead the owner believed her!  
 
I felt unethical because in the very beginning I did not tell the stall owner the truth and I 
covered it up for her, knowing that she uses expired ingredients. Fortunately, the mother and 
son did not come back for any follow up action and I assume the son was alright. 
 
Shortly after the incident, I quit the job and looked for another part-time job. 

 

-The End- 

 


