Cap is Sustainable – stakeholder capitalism promotes ethical consumption.  
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Within business models that consider stakeholder capitalism as a model, shareholder capitalism has received criticism for its lack of ethical grounding, as it prioritizes the interests of shareholders and their freedom to operate businesses, often at the expense of long-term sustainability and ethical considerations. This short-term focus on profit maximization has contributed to suboptimal outcomes, including global issues such as wealth inequality, environmental degradation, unsafe working conditions, and climate change. However, stakeholder capitalism is gaining popularity among institutions such as companies and organizations [,]. This model prioritizes balancing the interests of all stakeholders, including shareholders, employees, vendors, customers, local communities, and the environment. Its aim is to shift focus away from short-term profit-seeking and towards fulfilling business obligations to serve the interests of all stakeholders [], with a particular emphasis on the well-being of people and the planet. For stakeholder capitalism to serve as a more equitable and sustainable model that benefits everyone instead of just a few, decision-makers at all levels, including governments and companies, must move away from fetishizing profits and adopt a broader definition of economic progress and activities []. One approach we propose to achieve this is by replacing the single-minded measurement matrix, which is commodities produced, exchanged, and consumed in the neo-liberal free market system, with a “giftized commodity” that captures a broader scope beyond just monetary value. Integrating this new construct into the stakeholder capitalism agenda requires boards of directors and executives to have explicit knowledge and understanding of the importance of fulfilling obligations of giving, receiving, and reciprocity in the value chain of giftized commodity production and consumption. Within the discussion of the scope of marketplace obligations, understanding that human behavior concerning consumption, production, and disposal of goods involves a giftized commodity and not a mere commodity brings to light the fact that the obligations of marketplace participants extend beyond the autonomous buyer-seller transaction given so much attention by neo-liberal economists. When the marketplace commodity is recognized as inherently having dimensions of gift, deliberations by consumers, policymakers, and academicians take into account far-away people, future generations, and nature as an essential part of a market-place transaction and not as a superfluous duty (a duty that, with equal ethical import, may or may not be acknowledged by a buyer/seller). Becoming “green” is not a marketing or lifestyle decision; it is a responsibility for participating in a market. Goals for sustainability, determined by the United Nations or any other body, require a change in human behavior. Obligations bend behavior, and obligations in giftized commodities are not superadded niceties. They must affect the behavior of people, corporations, and governments.
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