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Accountability	
	Companies that compete for the same market share and customer demand often fall victim to a business is business mindset. Companies in the sensor industry are not exempt from such vulneraries, and, in turn, face the temptation to engage in unethical marketing practices, such as false advertisement, to bolster customer demand and generate profits. Such temptation as well as declining funding, increasing demand for cost control, and strong market pressure intensify the mandate for accountability by organizations (Mansouri & Rowney, 2014). Additionally, the public’s loss of confidence and criticism of companies not only highlight the importance of accountability, but also reveals that the mere existence of an effective accountability system will gamer trust from both internal and external stakeholders. 
	Hence, the Andrews Corporation, hereinafter known as Andrews, agrees that there is a need for heightened accountability and, consequently, holds its departmental managers responsible for the procedures used to arrive at a decision, regardless of the outcome. Andrews emphasizes how each of its functional managers must give account of themselves to God as well as the society (Romans 14:12).  While Andrews hold department managers responsible, it also instructs them not to look at the speck in a co-worker’s actions without noticing their own behavior (Matthew 7:3-5). Therefore, the functional leaders, when making decisions, encourage one another and build one another up so that the entire company can live up to customer and performance standards. Seemingly, accountability, encompasses other values, including hard work, diligence, responsibility, and integrity, which are essential to the governance and survival of the company.
Integrity 
	Integrity ensures that employees’ behavior consistently aligns with espoused values, including diligence, drive, determination, and accountability, thereby allowing them to become honest and trustworthy (Koehn, 2005). While conformity with rules allow companies to blend seamlessly into the social fabric, compliance does not garner people of integrity or ensure that a company becomes a paragon of ethics. Integrity is not a matter of words alone but, instead, requires employees to act in accordance with core values derived from biblical principles (Becker, 1998). Therefore, Andrews’ leadership aims for what is honorable not only in the Lord’s sight but also in the sight of man to avoid corruption and put the best interest of all stakeholders above ascertaining profits (2 Corinthians 8:21). By seeking what is honorable in the sight of the Lord, the company promises not to steal, deal falsely, lie to others, or achieve value by forcing its functional managers to stretch the rules in the pursuit of being successful and, thus, walk with integrity (Sims & Brinkmann, 2003). Additionally, the company realizes that it is better to be poor and walk in integrity than a profitable fool, and, in turn, does not foster an environment that encourages unchecked ambition to produce returns in the short run, but, instead reminds its functional managers to think about the long-term ramifications of their research and development, marketing, production, human resource, and financial decisions.
Conclusion
	To set itself apart from others in the industry, Andrews requires that its functional managers accept responsibility for their business decisions.	 
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