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Ethical Reflection 

SpareFoot started off when CEO Chuck Gordon’s father refused to pay for a storage unit 

for Chuck’s things while studying abroad in Singapore. He asked his friends if they could store 

some of his things in their homes. From there, the idea for SpareFoot slowly started taking root. 

SpareFoot, a self-storage aggregator, is still a young start-up company. This youth is probably 

one reason why a code of ethics does not exist. After asking my supervisor, Tony Emerson, if 

there was a code of ethics, he responded with a slight chuckle and a no. The chuckle was not to 

make light of the lack of code of ethics, but rather at the fact that he felt that at this point of the 

company, one is not needed right now. As a young start-up with around thirty-five employees, it 

is assumed that they all act in an ethical manner. Although the organizational culture can be at 

times crass (with warning prior to employment, of course), the company looks to hire motivated 

self-starters who can trust its employees to not only help SpareFoot evolve into a bigger and 

better company, but also do this in an honest and ethical manner. I definitely got this feeling 

during my interviews for this internship. Although I have yet to be informed of an explicit 

punishment for questionable behavior, due to the company’s honest spirit, I can only imagine it 

would be something they wouldn’t take lightly. At this stage of the company’s life, I believe 

there does not need to be a code of ethics set for the employees. The founders of the company 

place a lot of trust in workers to act accordingly, as I have observed from working this past 

month. If and when the company does become larger and problems arise is when a code of ethics 

may become more of a relevant topic.  



After asking Tony if he has had any ethical dilemmas since working at SpareFoot, he 

shook his head and said that he himself has yet to experience one. That’s not to say other parts of 

the company have yet to experience one. Working with many storage facilities in the nation, 

ethical dilemmas are bound to surface. One specific dilemma Tony shared with me deals with the 

sales team at the company. SpareFoot serves as a middleman for both customers looking for a 

storage facility and facilities looking to be listed on SpareFoot. As a middleman, SpareFoot has 

to deal with two types of customers, one looking for storage and the other looking to be listed. 

With those looking to be listed, GeoPages is an application from SpareFoot allowing storage 

facilities to create a landing page, essentially their own mini-webpage, giving a storage facility 

an online presence. The problem lies with some facilities assuming that GeoPages will rank the 

storage facility higher in Google searches. It’s not proven that GeoPages helps in rankings. This 

may be an issue with some owners. If the facility asks if GeoPages help them rank higher in 

Google, the member of the sales team has the option to play coy or to tell the truth. This could 

make or break the deal for the facility owner on whether they decide to sign up for this service. 

The sales team member can easily let the issue slide and tell the customer that their 

Google ranking will be fine, or even better. By deceiving the customer that GeoPages will help 

with their ranking, the sales member would mislead a customer into paying for a service that 

they know not the full details of. This can be a problem in many ways. An excited customer may 

try to Google their storage unit in comparison to competitors and if their GeoPage ranking isn’t 

up to what they expect, they could possibly complain to the company and other peers and create 

a bad name to SpareFoot. Another problem arises as storage facilities are part of an industry that 

is so small that there exists some need to help each other. Through a conversation, a facility 



owner can find out from another that their GeoPage does not help with rankings. This could lead 

to a lot of distrust towards SpareFoot and this “bad PR” could spread through the industry.  

The other solution is to be completely honest with the customer and explain to them that 

there is no guarantee that rankings would improve. This would lead to being honest with the 

customer and maintaining the company’s sense of integrity. As a young company, the last thing 

SpareFoot needs is bad press among the members of the industry. That being said, a potential 

consequence would be losing that sale. Is it better to be honest and lose the sale, or to sneak 

around the truth to make a sale? 

I believe that the latter option would be the best option. Although I don’t work in sales, I 

believe this is the obvious choice. Sure, a potential customer may be lost, but the cost of 

potentially having bad word spread around about the company is more than a customer lost to 

honesty. Another way to get around this problem is to be honest that it’s not proven to improve 

rankings, but sell the fact that GeoPages brings in many customers to storage facilities that 

wouldn’t come otherwise. Also, being honest to the customer might cause them to respect the 

company enough to turn them around and land a sale. I firmly believe in transparency in any 

company, so that’s why I choose this option. I also believe that if someone is a good enough 

sales person, they can get around this while remaining honest. The more honest SpareFoot 

appears, the better our reputation in the industry will be. SpareFoot has a reputation as a young 

start-up to be honest to all of their customers, from facility owners to people looking for a 

storage unit. This ethical dilemma isn’t merely a matter of landing a sale, but extends as an issue 

of the reputation and future of the company.  


