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Vol.1 No. 3Editor’s Note

Rewards, recognition and appreciation – these 
three words can do wonders and bring a huge 
positive change in an employee’s life.  When good 
work and hard work is recognized and applauded, 
there are more reasons to feel motivated and raise 
the bar of excellence.
Almost all employees come aboard desiring to do 
a great job, but something happens during the 
course, says author Carl Bonura. In his article 
Recognition: The People Factor, he puts forth the 
comparison chart between what managers Think 
employees want and what employees really want. 
It gives an insight about how the powerful tool 
called recognition helps the employee and the 
organization prosper simultaneously.
However, author Dr. Eric J. Romero feels that 
employees should be self-motivators to excel in 
their work. He advises to hire individuals, who 
will be motivated by the job itself, rather than 
hiring people and then trying to motivate them. 
Read his thought provoking article You Can’t 
Motivate Anyone! for a better insight on the topic.
In order to increase employee engagement and 
productivity, apart from boosting the morale of 
employees through good words, rewards and 
incentives should be given appropriately feels 
Susan Matus.  The expert author provides 5 tips 
for making employee appreciation more meaning-

ful. Author Tim Goddard also echoes the same 
opinion. He equates a well-rewarded workforce 
to improved performance in his article Incentive 
and Reward Programs.
With rewards, incentives and other perks, there is 
something that employees and employers gener-
ally overlook-taxes. CEO of Rideau Recognition 
Solutions, Peter W. Hart in his article Tax Compli-
ance and Recognition gives you some insight into 
important policies you should be aware of along 
with your rewards.
In brief, this issue of Recognition and Engagement 
Excellence Essentials focus more on the factors 
contributing to employee motivation, growth, 
recognition programs and overall excellence. Hope 
you enjoy reading it and take home the positive 
vibes our writers have shared with you.

Regards,
Debbie McGrath
HR.com
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The Institute for Human Resources (IHR) provides certification and accreditation to industry professionals along particular HR 
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Time to Complete Exam 1 hour 2.5 hours

Pass Rate 60% 60%

Cost of Exam $99 $499
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Why Become IHR Certified?

Certification is the best move for your career

•Expand your knowledge and stay on top of the latest trends

•Showcase your expertise

•Be seen as an industry expert

•Improve your earnings and be promoted

•Elevate your status as an HR expert
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 Wally Hauck, PhD, CSP, Organizational 
 Consultant at Optimum Leadership
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 Carla Lawrence, 
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like no other, offers a 100% money back guarantee if you do 
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HRCI Recertification has never been so easy.

Features of the Institute for Human Resources PHR/
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•	HR.com	tracks	ALL	of	your	recertification	credits	for		
	 you,	making	recertification	a	no-brainer!
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By Carl Bonura

Did you hire them dead or kill them after you got them?

Recognition: The People Factor
Interactive

Virtually all employees come aboard engaged, enthusiastic and 
wanting to do an outstanding job. But something happens along the 
way. They begin to believe no one really cares about them or under-
stands their needs. Motivation and performance suffers as a result and 
so, too, company profitability.

If you wish to keep employee morale alive and well, increase produc-
tivity and the company bottom line, you should take advantage of all 
opportunities to reward an employee or team for a job well done.  But, 
it is also important to use discretion to maintain the integrity of the 
program. Recognition is no longer for longevity only. There is a drive 
to include performance as a large part of why people are recognized.

Do you really know what your employees want and need to stay 
motivated – or do you just think you do?  The answers may surprise you:

Take a look at what managers THINK employees want; starting 
with what they think is most important to an employee:

1. Good wages
2. Job security
3. Promotion/growth opportunities
4. Good working conditions
5. Interesting work
6. Personal loyalty to workers
7. Tactful discipline
8. Full appreciation for work done
9. Sympathetic help with personal problems
10. Feeling “in” on things

Now, take a look at what employees say they want, starting with 
what’s most important to them:

1. Full appreciation for work done
2. Feeling “in” on things
3. Sympathetic help on personal problems
4. Job security
5. Good wages
6. Interesting work
7. Promotion/growth opportunities
8. Personal loyalty to workers
9. Good working conditions
10. Tactful discipline
Everything changes constantly and rapidly except one thing – what 

people want. This survey came out in 1946 in Foreman Facts, from 
the Labor Relations Institute of NY and was produced again by Law-
rence Lindahl in Personnel magazine, in 1949. These studies have been 
replicated with similar results by Ken Kovach (1980); Valerie Wilson, 
Achievers International (1988); Bob Nelson, Blanchard Training & 
Development (1991); Sheryl & Don Grimme, GHR Training Solu-
tions (1997-2001).

Conclusion: employees value the emotional aspects of their workplaces 
as much as their financial compensation. Note: the top 3 things employees 
want have nothing to do with compensation.

So, as a manager, how can you use these results to structure employee 
benefits and retain top workers? Consider making staff recognition a 
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priority. Recognition should be unique to the people involved.  It is to 
everyone’s advantage to recognize exemplary performance, not only as a 
way of achieving our vision, but also as a respectful way to acknowledge 
the value of the people that make your company successful!
Powerful Tool

Recognition is a powerful management tool for motivating em-
ployees and changing behavior. Recognition serves two separate but 
related purposes:

1. To provide a sense of belonging to a caring organization.
2. To enable management to reinforce values of importance, not 

only to the recipients but also to the whole organization.
The true value of recognition is that by acknowledging employees in 

small ways every day, you reinforce expected behavior and perfor-
mance.  The first-line supervisor is often the most essential element in 
the effectiveness of the program as he is in a position to do most of this.

Recognition should be unique to the people involved.  Programs 
offer management many ways to reward employees and can be done 
at several levels for various achievements.  Examples include tickets 
to after-work sporting or cultural events, or gifts such as a briefcase, 
watch, clock or anything that distinguishes the owner as someone 
who excels.

Timing is crucial.   Give recognition as close as possible to the 
achievement.  Time delays weaken the impact of most recognition.

There should be clear connections between employees’ accomplish-
ments and the awards or recognition they receive. People should 
understand why they receive recognition.

We motivate employees through recognition and they appreciate 
it when it is genuine.  Proper recognition has no strings attached 
when delivered in a personal and honest manner.  Its purpose is to 
recognize accomplishments that are in the best interest of the company 
and to reinforce the shared values.

Programs such as birthday gifts, holiday gifts or gifts to an entire 
group are not designed to be used for situations unrelated to perfor-
mance or for actions that are a condition of employment.
Awards Criteria

Awards and recognition should be given based on achievements in 
keeping with your company Vision and shared Values. You have to 
determine what those are for your company, but some examples are:
Vision
•	 Possess a winning spirit
•	 Focus on your customers
•	 Growing the business profitably
•	 Being active team players
•	 Treating people with respect
•	 Looking for better ways to do things
•	 Taking action to achieve results
•	 Acting with integrity

Values: targets for employees’ efforts:
•	 Innovation
•	 Individual accomplishment
•	 Team accomplishment
•	 Sustained high performance
•	 Extraordinary effort in resolving a problem or completing a 

project
•	 Reduced errors and defects
•	 Increased customer satisfaction
•	 Reduced cycle times

•	 New net revenue
•	 Reduced costs
•	 Safety
•	 Attendance
•	 Acts of Heroism

Why do I need such a program?
There is no question the economy has been in a downturn, but HR 

using recognition as a management tool can help keep companies 
competitive.   Now more than ever, performance improvement, 
recognition and incentive programs will help corporations produce 
solid business results. Tough times are prime times for these solutions.

Continued investments in programs targeted to employees will 
result in stronger relationships between management and the rank 
and file, ultimately leading to a healthier bottom line. Employees have 
the need for a deeper connection with their company during tough 
times. Conversely, companies have the need for a more productive, 
committed work force.

According to a 2013 benchmark study conducted by Gallup, only 
3 in 10 employees feel engaged enough to stay with their current 
employer.   So, just as existing employees have a strong desire to 
connect with their upper management, companies have an urgent 
need to make a connection with employees, if for no other reason 
than trying to keep top talent.

Both needs can be met with increased employee communications, 
training and recognition. R&E
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You Can’t Motivate Anyone!
Hire individuals who will be motivated by the job itself

Motivation is commonly misunderstood and is a source of much 
frustration for managers. In the simplest terms, motivation is a need 
that makes people engage in behavior to satisfy that need. For example, 
if you are thirsty, you will be motivated to get something to drink. 
That is the only thing that can motivate you to get a drink. While 
this example is simple, most motivation problems are not because 
the majority of the needs are unknown to ourselves and others. Ad-
ditionally, people have multiple and often conflicting motivations. 

Another major aspect of motivation is the difference between 
intrinsic and extrinsic motivation. Intrinsic motivators drive people 
to do things because they like to do a particular task; no external 
incentive is necessary. For example, someone who is intrinsically 
motivated to meet challenging objectives would likely do well in a 
sales position with challenging sales goals. Extrinsic motivation, on 
the other hand, drives people to do things to get an external reward. 
For example, someone does a job, even though they do not like it, so 
that they can earn money. 
Motivators at Work

Managers and others often think of motivation in general terms, 
e.g. “they are a very motivated group.” Such usage leaves the effective 
manager wondering, “What are they motivated to do?” One must 
think about what people are motivated to do and whether it is con-
sistent with what one wants them to do. For example, a manager may 
conclude that one employee is motivated to socialize and the other 
to innovate. Both are motivated, but the behavioral implications of 
these two motivators are quite different. The manger of the innovator 
will likely have an easy time getting creative ideas and products from 
that employee. It might be harder to get innovation from the one who 
is motivated to socialize. In fact, this example illustrates the value of 
selecting employees who are motivated to do the job; they are easier 
to manage. They will do their work well and with less managerial 
effort and are also more likely to improve the processes involved with 
their work. Therefore, having a fuller understanding of motivation 
is of value to mangers who want employees who are motivated to do 
what management wants to be done. 
You Can’t Motivate People

Most managers think that they can motivate their people to work. 
The truth is that you cannot motivate anyone to do anything, although 
you can make them do things. There is a big difference! With self-
motivators, their intrinsic motivators make them perform. When you 
make people do something, you have to watch, monitor, and push 
them to do what you want. Think of a drill sergeant getting recruits 
to perform. While a work situation is not that extreme, pushing is 
similar because it involves a lot of management effort. Pushing is no 
way to work with people in a creative environment where you want 
people to take ownership of their work. Leaders do not want to engage 
in a struggle to get people to perform. They want to support people 
who like to do what their job requires. 
Matching Employees to Jobs

The best that you can do is match people to the right job. It sounds 

easy, but as with most management issues; it is easier to say than do. It 
requires that you first really know your people, which most leaders do 
not. For a sales position, you would want someone who likes people. 
The best person for an analyst job is probably a numbers oriented 
introvert. This all sound logical, but it is not common sense because 
it is not done as commonly as one might think. The main reason is 
that leaders usually don’t really know who they are selecting and what 
motivates them.  Additionally, they often are mistaken regarding what 
is required to do a job. Given these two conditions, there is often a 
mismatch between the person and the job.  

The trick to matching employees is to know what motivates em-
ployees. Really understand people before you hire them and/or place 
them in a job. Know what the job requires in terms of behavior and 
personality. Once you know both, you can effectively match people 
to jobs they will find motivating. 
Matching Motivation Tips
•	 Select personnel who are already motivated to do at least part 

of the job, if not the whole job.
•	 Understand what is required in a job and what kind of people 

are motivated to do it
•	 Really know the individuals who you hire or place in a job

Dr. Eric J. Romero

9 Recognition and Engagement essentials presented by HR.com | 03.2014

http://competeoutsidethebox.com/2013/03/12/dinosaur-boss/
http://competeoutsidethebox.com/unconventional-leaders/
http://competeoutsidethebox.com/wp-content/uploads/articles/Is Leadership Common Sense.pdf
http://www.cnbc.com/id/46430179


•	 Learn what intrinsically motivates your followers to perform 
exceptionally 
•	 Use psychometric measures, team selection
•	 Find out what employees value (e.g., time off, money, status, etc.)
•	 Expectations formed over life can have a significant effect on 

what motivates people, so learn what they expect from work. Use 
this information to help you hire personnel who have expectations 
that you can satisfy. 

Therefore, rather than hiring people and then trying to motivate 
them, which is ineffective, hire individuals who will be motivated by 
the job itself. Doing so will allow you to focus on leading them rather 
than pushing them to do their work. When you focus on leading, 
you will be able to move the organization toward fulfilling its vision 
and securing competitive advantage. 
Creating Motivating Jobs

Dr. Frederick Herzberg postulated that motivation comes from 
the job, not from money or other commonly used incentives such as 
fringe benefits. For example, a fighter pilot is primarily motivated by 
the challenge associated with flying and completing missions. Money 
is an ineffective tool to motivate such individuals which is evidenced 
by their relatively low pay, yet high motivation to do a dangerous job. 
Herzberg believed that the key to creating motivational jobs was job 
enrichment. This is the process of giving workers, at the individual 
or group level, more responsibility for planning, coordination and 
performance of their own tasks. In doing so, management gives up 
some of its control and power to the personnel performing the job. 
Herzberg believed that this made jobs more motivating. 

Based on Herzberg’s theory, Hackman & Oldham proposed the 
Job Characteristics Model which is a practical model that is useful 
in designing jobs that are motivational. 

 The basic idea is to select core job characteristics that are motiva-
tional, which leads to critical psychological states and outcomes such 
as work motivation, satisfaction and work effectiveness. According 
to the model, the following characteristics are vital to accomplishing 
this goal. Skill variety is the use of many different skills. Management 
can either use more of the worker’s existing skills or invest in training 

to develop more skills for use on the job. Task identity is the degree 
to which personnel can complete a whole job or a major portion it. 
When task identity is high, employees can see the impact of their 
work. Task significance is the importance of job to the organization. 
Management can increase task significance by combining jobs and 
making job’s impact clearer to staff. These three factors, when present 
in a job, lead to a sense of meaningfulness, which contributes to the 
outcomes mentioned earlier. 

Autonomy has a direct effect on sense of responsibility. When an 
employee is given more freedom, stronger sense of ownership is likely 
and therefore accountability and responsibility will follow. When one 
is solely responsible for a task, everyone knows who to seek when per-
formance is excellent or poor. Therefore, autonomy also contributes 
to the outcomes mentioned earlier. 

Feedback from the job leads to knowledge of results. Although this 
sounds like “common sense,” it is not common practice. Workers com-
monly complain that they do not know how well they are performing. 
Reliance on the typical yearly review certainly plays a part in this lack 
of feedback and therefore a lack of knowledge about results.  When 
an individual has quick and ample feedback about their performance 
on a task, they will likely experience the outcomes mentioned earlier. 
Such feedback can come from supervisors, the task itself, customers, 
coworkers, etc. 

When leaders build all these core job characteristics into a job, 
the individual will be intrinsically motivated by the job. However, 
they are not motivating the employee. Leaders are just creating a job 
certain employees will find motivating. The job does the motivating 
… automatically. There is one major limitation to this model; it is 
not applicable to all people, only those who have a high need for 
personal growth. Such individuals like to learn and experience new 
things. Since not all people have a high need for personal growth, this 
model should be applied with care. 
Tips for Creating Motivating Jobs
•	 Think creatively when designing jobs and selecting job elements. 

Merely adding more tasks to a job has little motivational value.  
•	 Job design is likely to be successful with professional or com-

mitted personnel. 
•	 Use pay for performance or social motivators (ex. humor) with 

employees who have low growth needs. R&E
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Eric J. Romero, PhD is an Unconventional Leadership Badass! For over 
15 years, Eric has helped managers become unconventional leaders.  Eric 
partners with leaders to help them create competitive advantage based on 
creativity, flexibility and risk-taking so they can innovate and win. He is 
the author of Compete Outside the Box: The Unconventional Way to Beat the 
Competition. Visit www.CompeteOutsideTheBox.com.
Twitter @EricJRomeroPhD

©2012 Eric J. Romero, Ph.D.
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Incentive and Reward Programs
A well-rewarded workforce = improved performance 

Research continues to show that maintaining a well-rewarded 
workforce leads to improved overall company performance.  Countless 
studies have examined the crucial role that incentives play in motivat-
ing employees and inspiring them not only to achieve, but to surpass, 
company performance goals.  A recent Condly, Clark and Stolovitch 
analysis found that companies with incentive programs enjoy a 22 per 
cent increase in employee performance on average.  Companies using 
team incentives programs experience larger performance gains, 48 
per cent, compared to those using individually-focused programs, 19 
per cent.  Research also shows that long-term, more than six months, 
incentive programs brought employees performance up by 44 per cent 
on average.  Additionally, employee incentive programs not only led to 
a higher quantity of work, but improved the quality of work as well.

A couple of major caveats can be found in virtually all the research 
and literature on employee incentive programs – they must be “well-
managed” programs with buy-in from all levels of the organization 
to experience these significant increases in performance.  And the 
program must meet the corporation’s criteria and needs.
Get the support of executives and managers 

When it comes to employee rewards and recognition, executive 
buy-in is critical to launching a new program or revitalizing an exist-
ing one. Executives and CFOs tend to think in fiscal quarters and in 
semi-annual and annual periods. They focus on results. Demonstrate 
how a reward or incentive program will help achieve business goals. 
Results-driven reward and recognition programs take a metrics-based 
approach by tying recognition to specific business objectives, such 
as meeting a sales target or providing high-quality customer service.

The majority of employees value positive recognition from a manager 
more than recognition from peers or the organization as a whole. 
Drawing on data from more than 50,000 employees across 10 major 
industries, the analysts found that while effective engagement and 
recognition programs are integral to a company’s success, strong 
relationships between managers and their subordinates are the key 
factor in making those programs work.
Ensure the program meets the organization’s business goals and 
strategy

Every company has unique objectives as an organization – inno-
vation, customer service, etc. – executive level support is critical to 
program adoption and success. Identifying key performance indicators 
will help you measure the progress toward organizational goals. The 
key performance indicators selected must reflect the organization’s 
goals and be measurable. Keep the number of KPIs small to stay 
focused on achieving goals. 

Set a budget for your program. Commonly businesses set aside 1 
per cent of expected payroll for their recognition programs. Now that 
you have program KPI’s and a budget established spend some time 
creating the necessary reports. You’ll want to keep records of which 
employees received reward or incentives and how often for annual 
reporting. The taxability of employee rewards generally depends on the 
value and the type of reward. Awards with a dollar value are usually 
taxable. Get your accounting department involved in the planning 

process to ensure you are properly tracking rewards for tax reporting. 
Test the rewarding process and procedures. For example, if you are 

implementing a peer-to-peer recognition program train employees 
how to nominate co-workers for a job well done. Are there forms to 
fill out or manager approval before submitting? Train managers on 
the company objectives you are promoting before implementing the 
program. Talk about the program’s goals, purpose and anticipated 
results. Make sure they are able to identify the behaviors that would 
constitute a success. 

Communication about the program should be on-going. Send e-mail 
reminders using the organizations’ intranet to keep recognition top of 
mind. Desk drops with packaged novelty items, break-room posters, 
treats or sample rewards help build excitement and participation in a 
new recognition program. Publically recognize program winners. If 
you are managing a sales team incentive program, for example, when 
an employee achieves their goal and is rewarded with a travel incentive, 
celebrate the accomplishment company-wide. It’s a great opportunity 
to remind the whole organization about how and individual’s success 
contributes to the business goals of the entire company. Correlate 
rewards and incentives back to the key performance indicators to 
demonstrate progress toward the company goals and achieving return 
on investment for the program.
Getting started

Unfortunately, not all companies have the time, manpower, or ex-
pertise to put a highly successful incentive program in place.  Incentive 
service companies are uniquely positioned to help businesses tap their 
employees’ potential.  Using their professional expertise, incentive 
service companies can partner with a firm to ensure a program fits 
into the company’s overall business strategy, formulate clear program 
goals and select the right reward mix. An incentive company can 
work with you to create a communication plan to effectively com-
municate the rewards to employees and help you measure program 
success. Partnering with a professional incentive company is one of 
the best steps a business can take to ensure that it is implementing a 
well-designed recognition and rewards program. R&E

Dr. Tim Goddard

Tim Goddard leads the GC Incentives sales department as Vice President of 
Corporate Sales. Tim uses the 3 V philosophy; Value, Visibility and Velocity, 
to help clients build effective reward and incentive programs.
Email tgoddard@gcincentives.com 
Visit www.gcincentives.com

11 Recognition and Engagement essentials presented by HR.com | 03.2014

mailto:tgoddard@gcincentives.com
http://www.gcincentives.com


 CONNECTING HR EXPERTS GLOBALLY

Mark your Calendars for this must attend Leadership Forum!
April 9th - 11th, 2014
Vail Cascades Resort
Vail, Colorado

For the last 30 years, Leadership Excellence (now part of HR.com) has identified and 
recognized the top 500 leadership organizations and their strategies in our yearly ranking 
issue. Now we are enabling you and your team to learn, share and network with these 
top leaders.

This Groundbreaking Leadership Event will include:
•	Top	Thought	Leaders	and	business	professionals	showcasing	“leadership	excellence”
•	Program	Design	and	Development	for	the	2015	Global	Leadership	Forum	and	Business	Model
•	2014	Leadership	Excellence	500	Awards	Ceremony.	
•	Personal	Development	App-	Be	the	first	to	demo	our	app	that	will	help	promote	continuous		 	
	 leadership	development,	personally	and	professionally,	for	you	and	your	staff.

How can you become a recipient for this year’s awards?
Complete	the	following	form	to	be	entered	in	this	year’s	list	of	nominees.

You won’t want to miss this event!

For more information email vail@info.hr.com

www.hr.com/global_leadership_excellence

APPLY TODAY!

http://www.hr.com/en/live_upcoming_events/leadership_excellence_forum_2014/leadership-500-ranking-form_holve02k.html
http://www.hr.com/en/live_upcoming_events/leadership_excellence_forum_2014
mailto:vail%40info.hr.com?subject=


Tax Compliance and Recognition
Are you leaving dollars on the table?

By Peter W. Hart

It’s the most exciting recognition topic I get to talk about at this 
time of year.
Taxes.

I’m dead serious about this. While a culture of recognition continues 
to be the key to happy, healthy and productive employees, you can’t 
create that culture without paying close attention to your recognition 
initiative’s tax situation.

Here’s a couple of true stories that we’ve encountered more than 
once at Rideau Recognition Solutions.  

A potential client is running a Service Awards program to recognize 
employee tenure. Over the last year, the program included just a single 
award that didn’t meet the rules of the tax code. The government’s tax 
arm found out and penalized both the organization and the recipient 
of the service award. Or the company that runs a taxable Performance 
Award program without grossing up the reward.  In essence, the 
company gave employees very nice rewards and the tax department 
gave them very nice tax bills based on the value of the rewards.

Not only did these situations turn something that should have been 
a positive experience into a negative one for the employees, it has 
caused more than one organization to re-consider how much money 
they were investing in their programs in the first place. 

You absolutely, positively need to be compliant when it comes to 
taxation – tax agencies are taking a closer look at expenses than ever 
before. What you need to understand is what to look for. An impor-

tant note before you read any further – this article is not tax advice. 
It’s written to give you some insight into important policies of which 
you should be aware. For full information and interpretation of taxes, 
please consult your tax professional.
Tax compliance means fewer potential headaches.

Meet with your tax professional when you’re setting up your program 
and at least once a year to audit the awards you’re giving. Laws and 
guidelines are changing all the time, making it doubly important to 
review your program frequently.

In that review, you need to ask three key questions – “Am I at risk?” 
“What can I do to mitigate risk?” and “If I’m not compliant, what do 
I need to do to become compliant.”

You’ll notice that I used the word “risk” instead of “am I within 
the rules.” That’s because that there can be interpretation of rules de-
pending on the type of program you’re running and in what country 
you’re running it.

Programs in Canada – Complex and Detailed Rules
The Canada Revenue Agency (CRA) points to a specific segment 

of Income Tax legislation. 
“...the value of board, lodging and other benefits of any kind whatever 

received or enjoyed by the taxpayer in the year in respect of, in the course 
of, or by virtue of an office or employment…”

That statement can leave a lot open to interpretation, which is why 
the CRA has published policies on specific types of programs including 
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Performance Awards (which are taxable), Service Awards and other 
taxable rewards. Take Service Rewards for example. There’s no tax on 
less than $500 in non-cash gifts given to an employee over a single 
year, but there are caveats. This policy doesn’t apply to employees who 
have been with your organization for fewer than five years.

For more information: 
http://laws-lois.justice.gc.ca/eng/acts/I-3.3/page-3.html#h-8
http://www.cra-arc.gc.ca/E/pub/tp/itnews-40/README.html
http://www.cra-arc.gc.ca/tx/bsnss/tpcs/pyrll/bnfts/gfts/menu-eng.
html

Programs in the United States – Lots of Interpretation
The American Internal Revenue Service (IRS) lays out a number 

of rules regarding service, safety and performance rewards and points 
programs in the Internal Revenue Code, which can be open to inter-
pretation. Be careful with this. Some false interpretations of the code 
exist, including anti-tax evasion schemes.

For more information, start with the code itself:
http://www.irs.gov/Tax-Professionals/Tax-Code,-Regulations-and-
Official-Guidance#irc

Programs in the United Kingdom – Full of Details
The UK’s HM Revenue and Customs has published a tax benefit 

document that reviews several scenarios of non-taxable payments or 
benefits for employees.  Around long-service awards, the UK explains:

“Long service awards made to directors and employees as testimonials to 
mark long service where the service is not less than 20 years and no similar 
award have been made within the previous 10 years. These have to be:

•	 tangible articles of reasonable cost, or
•	 shares in an employing company (or another company in the same 

group).
•	 The cost of an article is taken as reasonable where it does not exceed 

£50 for each year of service.”
Tax compliance can also save your program more money.

While you’re asking if your program is in compliance, you might 
want to ask one more question – “Am I making the most out the 
tax breaks available to me?” For every story of a program that’s not 
compliant, I have two stories of programs that could be making more 
out of their tax strategy, making more of the investment available for 
the recognition initiative itself. 

Again, talk to your tax professional for insight.
Taxes and recognition programs. There’s an awful lot at stake for 

you, your organization and your employees. Take the time to under-
stand how to navigate your country’s tax code and you could do more 
than stay compliant. You could stretch your investment further as you 
ensure the best possible recognition experience for those who deserve 
it most. And that’s why taxation is such an interesting subject. R&E

Peter W. Hart is the CEO of Rideau Recognition Solutions and has been 
advising and serving the industry for over 20 years.
Visit www.rideau.com 
Email  PeterHart@Rideau.com

Tax Compliance and Recognition
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Workplace Flexibility
Managers should build flexible work environment

By Kathy Kacher

During the past decade, much of work/life research has been 
dedicated to identifying and measuring the bottom-line benefits of 
workplace flexibility to an organization and its employees. Unfortu-
nately, far less attention has been paid to the challenges that managers 
face when integrating flexibility into their work groups. 

A 2010 survey report, Alternative Workplace Strategies in the 
Current Economy: Results from New Ways of Working’s Benchmark-
ing Study, cited executive buy-in and manager resistance as two of the 
top three barriers to wider implementation of workplace flexibility. 
Similarly, the 2013 WorldatWork Survey on Workplace Flexibility 
illustrates the importance of engaging managers in the culture change 
necessary to building a flexible workplace, found that less than 20 
percent of organizations that are developing flexibility initiatives 
provide their managers with training and resources.

During a recent focus group with managers conducted by Boston 
College Center for Work & Family, Career/Life Alliance and Life 
Meets Work, managers at organizations with workplace flexibility 
programs said they did not have the understanding, tools or training 
needed to lead flexible work teams successfully. They also stated that 
the focus group was the only time they had been asked how well they 
were doing in the flexible work environment.

Given that managers hold the key to effective, full-scale implementa-
tion of flexibility but that most are ill-prepared or unable to manage 
in a way that supports a flexible culture, it is essential to enhance their 
knowledge, provide them with tools and develop their skills through 
specific workplace flexibility training.
Enhance Knowledge

Introducing managers to the business case for workplace flexibility 
can increase their understanding of and appreciation for the benefits 
that flexibility brings to their organizations. They learn that by in-
creasing autonomy and commitment, flexibility enables employees to 
become more innovative in their jobs and able to identify problems 
better—and to go the extra mile in solving them. As a result, managers 
are positioned better to meet their business objectives.

One method of enhancing managers’ knowledge is to communicate 
fully the challenges employees are experiencing—including metrics 
about turnover, absenteeism and engagement. Using corporate data 
and anecdotal evidence can show how these issues impact the orga-
nization’s bottom line. 

The next step is to have managers share stories illustrating their 
teams’ challenges, followed by how these challenges impact the ef-
fectiveness of their departments. Managers can understand workplace 
flexibility as a business strategy better when they are provided with 
external case studies as well as examples of how flexibility is working 
throughout their organizations.
Tools and Training 

Proper tools and training can ensure that managers have the tools 
they need to succeed in a flexible workplace. Among the issues that 
should be addressed are the following:
•	 Performance management. Organizations can assist managers in 

reviewing performance as part of their daily responsibilities, especially 
in a flexible work environment. One example of ongoing performance 
management is a daily check-in call, e-mail or other outreach to 

confirm that employees have what they need to meet their objectives.
•	 Communication. Flexible teams need to determine how and 

when to communicate using tools such as instant messaging, text 
messaging, Skype and Twitter. But managers should be mindful that 
the digital word can be misinterpreted easily from afar. It is important 
to provide training to ensure that they keep their written communica-
tion clear of ambiguity that can cause confusion or lead to offense.

Creating a communication strategy to use when an urgent matter 
arises is an additional process that must be developed. Managers should 
work with their employees to identify one communication tool that 
will work for all members, and outline the response time expected 
when a critical issue arises. 
•	 Virtual meetings. Flexible work teams must determine in advance 

when to hold meetings and how to conduct them. Technology provides 
a variety of choices—including Webex, GoToMeeting and Skype—for 
sharing presentations. To engage team members, managers should create 
a feeling of meeting in the same room by making introductions and 
ensuring that people understand why they are attending the meeting. 
This approach improves the discussion and the decision-making.
•	 Team culture. Maintaining team spirit in a flexible work envi-

ronment can be a challenge for managers. They need ideas on how 
to maintain the social aspect of their work group. Leadership train-
ing can provide managers with ideas on how to create time for the 
team to learn about each other’s personal lives. For example, sharing 
pictures of home offices, family and friends can be a great way for 
teams to feel connected. Other ideas include remembering birthdays, 
special occasions and recent successes and announcing them during 
team meetings. 

Flexibility is an elevated form of teamwork, dependent on managers 
who have the skills to define expectations, delegate and adapt to dif-
ferent work styles. Employers need to establish resources, such as the 
tools and training outlined above, so they can help managers create a 
flexible culture inside their work groups and help companies leverage 
workplace flexibility as a business strategy. R&E

Kathy Kacher founded Career/Life Alliance Services (CLAS), Inc. in 1987; 
an organization dedicated to the development and integration of work-life 
solutions. Ms. Kacher has authored several popular Work-life tools currently 
being utilized by several Fortune 500 companies.  A global speaker and pre-
senter, Kathy is also faculty member at World at Work and participated in the 
creation of a certification process for the Work-Life professional. 
Visit www.clalliance.com. Email kkacher@clalliance.com

15 Recognition and Engagement essentials presented by HR.com | 03.2014

http://www.clalliance.com
mailto:kkacher@clalliance.com


Employee Recognition Programs
3 ways to build an employee social recognition program that won’t fail

By John O’Brien

A new generation of workers is determining how organizational 
initiatives are being developed, technology is revolutionizing the way 
we collaborate, and work forces are increasingly spanning the globe. 
With so much diversity and continuous change, it can be very difficult 
to keep employees engaged. A proven way to engage employees is with 
a formalized recognition program. It’s a strategic initiative that most 
large companies use in some capacity ranging from simple service 
anniversary awards to comprehensive programs that include a wide 
range of recognition opportunities.  

Unfortunately, these programs can fail to achieve their full potential 
for one or more of these reasons:

1.  Companies recognize only their top performers
2.  Recognition program objectives are not aligned with company’s 

objectives
3.  Only leadership has the authority to recognize their direct 

report employees
Here are three ways you can make sure that your employee recogni-

tion programs reach their full potential:
1.  Create Standards of Performance
Many programs focus solely on recognizing top performers. But only 

recognizing the best of the best in an organization can be de-motivating 
to everyone else. Of course top talent should be given top honors, 
but certainly other employees are making valuable contributions 
that deserve acknowledgement. The behavioral economics theory of 
idiosyncratic fit teaches us that we perform based on the likelihood of 
success. By creating standards of performance at several levels (good, 
better and best) you create an environment where most employees 
believe they can be successful. When you have a dominant performer 
and everyone knows it, others don’t even bother to try.

Action step: Segment your employee into groups and assign goals 
that performers at any level can achieve. Awards of course should be 
commensurate with the contributions. Those who achieve the best 
level should receive higher value awards than those at the better and 
good levels.

2.  Give Managers a Reason to be Program Champions
Most people evaluate how to spend their time and energy by asking 

themselves: “what’s in it for me?” or “how is this going to help me get 
my job done?” Managers may not actively participate or even promote 
an all-employee recognition program because it doesn’t align with the 
company’s objectives. Since managers play a key role in the success 
of recognition programs, it is critical to give each manager the ability 
to reward his/her team based on the core metrics directly related to 
his/her personal performance objectives. By helping managers see 
the connection between recognition and goal attainment, they will 
become program champions.

Action step: Conduct extensive manager training and make sure 
each manager knows how to use the recognition program to their 
advantage. Make sure senior executives hold managers accountable 
for using the recognition program.

3. Include Peer-to-Peer Recognition
When you only allow managers to recognize their direct reports, 

you are not taking advantage of the power of peer influence. How 

employees interact with each other has a strong impact on how well 
a department functions. Building camaraderie, trust and mutual 
respect can be key drivers of a work group’s success. Plus, allowing 
employees to formally recognize each other provides managers with 
critical performance information that they otherwise would never have 
access to. It’s impossible for any single manager to know what goes 
on minute-by-minute during the day. Workers help each other out 
all the time and this information frequently isn’t known by managers. 

Action step: Include a peer-to-peer recognition function in your 
program that makes it easy for employees to recognize each other for 
key behaviors. Train your managers to encourage their employees 
to recognize each other to build a culture of recognition in your 
organization. Be sure to take these three things into consideration 
as you evaluate your current program or prepare to launch a new 
recognition program.

BI WORLDWIDE is a global leader in employee recognition 
programs. We use the latest technology and behavioral economist 
theory to create programs that help organizations meet their business 
goals. Our leading recognition solution, G5, is the most advanced 
social recognition system on the market today. G5 has been specifi-
cally designed to deliver behavior change to achieve our customers’ 
engagement objectives. This highly-advanced system incorporates 
forward-thinking technology with industry best practices that is:
•	 Accessible to any user, anywhere, using any device
•	 App-driven to support a wide range of employee engagement 

initiatives
•	 Socially-adaptable to integrate program messages into social 

networks including Facebook, Twitter and LinkedIn®
•	 Playful offering a gamification app utilizing popular badging 

systems
•	 Personally-focused using our patent-pending Recognition PURL 

™ (personalized URL ) app to celebrate employee achievements in a 
social networking environment, and our proprietary U Draw It™ app 
to create personalized eCards
•	 Globally responsive with BI WORLD WIDE offices in Aus-

tralia, Canada, China, India, Latin America, United Kingdom and 
the United States
•	 Data-driven focusing on benchmarking and provide actionable 

data to help improve program results R&E

John O’Brien as Vice President of BI WORLDWIDE’s Employee Perfor-
mance Group, his primary focus is to develop employee engagement strategies 
and solutions that change the behaviors of employees and achieve measurable 
results.
Visit www.biworldwide.com
Email info@BIWORLDWIDE.com
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Millennials Leading Change at Work
How all generations benefit from strategic, social recognition

By Derek Irvine

In 10 years, Millennials (also known as Gen Y) will make up 
75% of the global workforce. With that reality staring us in the face, 
it’s time to stop marginalizing Millennials and their needs in the 
workplace. We can no longer say, “They were coddled too much as 
kids and now expect recognition for every little achievement” as we 
dismiss the need for feedback on their work.

Besides, this is all a fallacy anyway. Millennials aren’t asking for praise 
and appreciation at every turn. They are saying, “I’m new in this job 
and in the workplace in general. I don’t know if what I’m doing are 
the right things to do. I need you to give me more feedback on the 
value and importance of what I do.”
Making a Meaningful Impact Drives Engagement

Let’s be honest, weren’t all of us (regardless of generation) in need 
of the same thing when we were new in the workplace? That said, 
Millennials are asking for more than their elders – but not what 
you think. This article (along with others) makes a strong case for 
the Millennial employee need for the work they do to have greater 
impact and meaning.

“According to the Engagement Guide, Millennials value corporate 
citizenship more than salary, job flexibility, and even corporate culture. 
And with Millennials representing the fastest growing demographic 
in the workplace – and turnover costing an average $24,000 per 
employee – companies have needed to become more competitive as 
ever in the labor market.

“The solution? Well, there are a few. Adopting responsible business 
practices might be enough for some companies to stay in the game. 
But be wary; most leading thinkers on this topic agree that Millen-
nials are not easily fooled by empty PR stunts. And while responsible 
practices are certainly a good start, a smart company likely realizes 
that a reputation as ‘not-unethical’ is probably the bare minimum.”

“Employees, especially Millennials, thrive when they are engaged 
in the workplace and developing as professionals.”

This is another reason why strong, vibrant, “living” core values 
are critical to engaging employees in their work and thereby driving 
company success (because engaged employees are far more productive 
and less costly to the organization). Your company values, however, 
can’t be merely lip service or pretty art on your walls. They must be 
real and lived by every employee, every day. More to the point, every 
employee must see just how these core values are – well, valued – by 
the organization’s leaders.

That’s where social recognition comes in. Recognize employees 
regularly (and encourage them to recognize each other) for living the 
core values. Make sure every recognition is very specific, detailing how 
the actions, behaviors or results demonstrated a core value and the 
impact those efforts had on the person giving the recognition, the 
team involved the client or the company itself. 
Focus on the Needs of All Generations

Never lose sight of the needs of all generations in the workplace. 
While the particulars vary, the general needs are the same. Every 
generation needs recognition. We all, regardless of stage of life, status 
of our career, or even job function, need to know the work we do has 
greater meaning. We all need validation of the value of our efforts to 

those with whom we work most closely every day – colleagues and 
clients alike. 

Give your employees – of every generation – the context they need 
to see the impact of their work within a bigger picture and, critically, 
how those efforts uphold the values the organization operates under. 
When we know how the work we do every day adds value, we’re far 
more willing to give discretionary effort to deliver that value again 
and again, day after day. And that’s the ROI on recognition – ad-
ditional productivity in precisely those areas the organization most 
needs to see more.

How are you serving your Millennial employees? I’ve never once 
heard from anyone, of any generation, “I receive too much recogni-
tion and appreciation for my work.” Have you? R&E

Derek Irvine is Vice President of Client Strategy & Consulting, Globoforce. 
For more than 20 years, Derek Irvine has helped global companies set a higher 
ambition for global strategic employee recognition.
Visit www.recognizethisblog.com
Email irvine@globoforce.com
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Workplace Relationships
Bending the golden rule to improve working relationships

By Shea Heaver

Growing up we are taught (and throughout life we observe) 
what is frequently referred to as the Golden Rule. For many of us 
it started as the phrase “do unto others as you would have them do 
unto you” and while the exact wording is flexible the central message 
is common to all.

In principle, the concept champions a two-way, reciprocal and 
mutual relationship between two or more parties. This indeed is a 
very admirable idea, but it has a fundamental flaw that is amplified 
when brought into the workplace.

What if that person doesn’t want to be treated the same as you..?   
What if they are driven by different motivational factors..?  What if 
a different set of criteria makes them feel valued at work..?

Whereas the intentions of individuals may be admirable when ap-
plying the ‘ethic of reciprocity’ to their colleagues or (in the case of 
managers) their subordinates, they may actually be hurting workplace 
relationships leading to greater employee disengagement and damag-
ing the business.
There’s no human handbook

You see, we are all very different and (as any first time parent will 
tell you) not one of us comes with an instruction manual or user 
guide. Even if science could tap into us and produce an instruction 
book from our DNA and mental makeup, no two would be the same.

Many or most of us have bought items, gadgets, a car, etc… in 
the past and said to ourselves “I don’t need to read the stupid book 
that comes with this”. We then spend way too much time fiddling 
and breaking various settings or switches before finally getting it to 
work. Humans are the same and if we jump right in assuming we 

know what makes them tick we are likely to push a few wrong buttons 
along the way.
You do what…?

Even when we get our aforementioned new gadget working it’s 
highly likely that there are many features we haven’t even realized are 
present. Again it’s same with people and we are often surprised when 

we discover a trait, quality or characteristic in someone we thought 
we knew.

Our uniqueness means each of us have different values, outlooks, 
beliefs and opinions, but all too frequently we expect others to have 
the same values, outlooks, beliefs and opinions. We think that because 
we like something then doesn’t everybody else and if we find out 
differently we wonder how is it possible that someone does not like 
that. What then compounds the issue is that the other person is likely 
thinking the same about us.

In his #1 bestseller ‘The 7 Habits of Highly Effective People’, Stephen 
R Covey indicated that a certain father “looked into his own head 
and thought he saw the world” when trying to understand his son. If 
a parent finds it difficult to connect with their own child we begin to 
see just how difficult it is to do the same with people we only spend 
a few hours each day with at work.
Impact in the workplace

In business, not understanding and accepting the needs, values and 
viewpoints of others can have very negative effects. 

If employees don’t actively engage with their colleagues to find out 
their needs and (just as important) let them know their own needs, 
you can be assured that differences between them will not be managed 
effectively and will likely escalate to conflict.

In addition, if staff only ever hear about a manager’s philosophy 
or strategy and their own agendas or ideas are seemingly ignored, 
they will become disengaged which in turn will impact productivity.

In most cases, people don’t even realize they are not being receptive 
to others’ needs as they believe that what please them must obviously 
please others. As discussed earlier this couldn’t be further from the 
truth.  For example, some people like to feel appreciated and valued 
with a simple ‘thank-you’ whereas others may want to be challenged 
to achieve greater things and certain other people may even see a 
‘thank-you’ as being patronizing.

Not understanding how another person wants to be treated (and 
subsequently acting accordingly) can be very detrimental to relation-
ships at work. 
Making it better

Many noted philosophers and businesses have chimed in on this and 
George Bernard Shaw was one of the first, famous scholars to chal-
lenge the golden rule when he stated “Do not do unto others as you 
would that they should do unto you. Their tastes may not be the same”

Good working relationships occur when all parties are conscious 
of each other’s needs and work to try and satisfy them.  This doesn’t 
mean ignore corporate boundaries or moral ethics, but if everyone 
buys into this idea then it should actually be well structured and a 
cooperative effort.

First and foremost you have to get to know other people and find 
out how they are wired.  In conversations, make the other person your 
starting point because if you don’t know what drives them, how can 
you possibly expect to get it right for them.  Don’t use yourself as the 
reference point for getting it right for others. 

Don’t be shy about asking questions such as “Am I getting it right 
for you?”, “Do you feel I understand you?” or “Does this work for 
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you?”…and vice-versa so we problem solve in a collaborative manner. 
If you are relatively new in a company you may not be comfortable 

asking these types of questions directly.  You can ask your manager 
or other colleague for their ‘take’ on what others’ needs are, but be 
mindful that they may have drawn up these conclusions themselves which 
may not be very accurate.  At the very least you should be able to pick 
up on something that will help you break the ice with other people 
such as finding out about their hobbies, TV shows they watch, number 
of kids and the like.

It is extremely effective to have team-based sessions to facilitate open-
ness among employees, talk about our differences and collaboratively 
problem-solve how we can address each other’s wishes.  Organized 
sessions and activities will also lead to staff taking ownership for 
having their needs met and will help boost workplace relationships 
significantly.

In all facets of life we meet some people with whom we’ll have a 
close set of similar traits and will likely have a very natural connection 
with.  Yet in all relationships we will have fundamental differences 

that may not be apparent at first and we may even find it difficult to 
comprehend the other party’s needs or what drives them.

However it’s not about our work culture likes or dislikes, differing 
habits and what we believe is right or wrong but what is important to 
each of us.  It behooves us to make the effort to find this out.  

We must then do unto others as they would like done unto them. 
R&E

Workplace Relationships

Shea Heaver founded Satisfaction @ Work after spending much of his career 
working on global IT projects where he increasingly realized that individu-
als who feel valued lead to organizations that are motivated, innovative and 
highly productive.
Visit www.satisfactionatwork.com   
Email info@satisfactionatwork.com
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Social Recognition Programs
They are a necessary good business practice

By Steven Green

“Fifty-four per cent of organizations involuntarily lost high-
performing employees during the first half of 2010”, reports T&D 
Magazine.1 According to the U.S. Department of Labor, the number 
one reason people leave their jobs is lack of appreciation.2 These figures 
speak to the challenge of talent retention and employee engagement, 
illustrating that a troubling percentage of employees who feel under-
valued move on to what they hope will be greener pastures.

But what of the productivity of those that remain? Discretionary 
effort is directly linked to feeling valued. If you believe that your efforts 
matter, you will be less likely to leave and more likely to invest greater 
effort into your job each day. The authors of 12: The Elements of Great 
Managing drew on ten million work-place interviews to prepare their 
New York Times bestselling book. Their findings show that variations 
in recognition and praise account for ten to twenty per cent differ-
ences in productivity and revenue, as well as customer engagement.

“In one investment firm, the difference between one third of its 
investors feeling recognized and half feeling that way represented an 
eleven percent difference in revenue – millions of dollars in play.”3 
Their findings reinforce the numerous studies that cite the same fact: 
employee recognition matters. Recognition and praise in the work-
place are not just ‘nice-to-have,’ they are a necessary good business 
practice. William James – influential psychologist and philosopher 
– recognized this long ago when he stated that “The deepest human 
need is the need to be appreciated.” How this translates within your 
company cannot afford to be overlooked.
Smart Companies Embrace Non-Monetary Peer-To-Peer Recogni-
tion Programs 

To make recognition part of your company culture it makes sense to 
look at the ubiquity of social media and its success, but it’s important 
to choose a platform that offers more than just the typical social media 
features. Instead chose one that delivers proven software that fosters 
collaboration, conversation and recognition among employees. Within 
informal social networks like Facebook, social recognition has long 
been an ingrained and intrinsic part of how the platform is used, and 
the jump to the enterprise follows in its footsteps. When companies 
embrace social media within their organization, they quickly realize 
that the currency that has the greatest value to knowledge workers is 
the desire for recognition.

Social recognition brings to light the contributions and milestones 
of the employee and transmits the story across the corporate intranet. 
Recognition becomes a cultural asset, infusing the social intranet with 
stories of success and achievement. This has led to a decline in the 
investment in incentives and rewards among the large enterprise, with 
budget being re-allocated to social media/social recognition. Certainly 
the dominant theme within the large enterprise is on social media, 
and not on updating the rewards catalogue.

Companies that recognize this reap many benefits, such as Zappos. 
Not only has Zappos grown exponentially since its start in 1999, it is 
also recognized as #6 on the 2011 Fortune: 100 Best Companies to 
Work For list. Key to their success is their culture. They understand 
that workplace recognition goes hand-in-hand with company success. 
They recognize that the achievement system – through non-monetary 
recognition instead of gifts – is the most powerful tool when it comes 
to rewards.
How Non-Monetary Peer-to-Peer Recognition Pays

The ripple effect of personal legacy means that the stories collected 
and shared through the right social recognition program will:

•	 Provide Public Validation  
Recognition by your peers makes you feel valued, and does so in 

a significant way. This is because only your peers truly understand 
the skill, time and effort of the finished project. Although others 
may appreciate the result your peers recognize the process, and this 
recognition is especially validating.
•	 Increase Talent Retention and Productivity 
If you believe that your efforts matter, then you’ll be less likely to 

leave and more likely to make greater contributions. Non-monetary 
social recognition builds employee engagement, which is proven to 
increase retention and discretionary effort.4

•	 Reinforce Corporate Culture 
Peer-to-peer recognition programs build institutional memory, 

serving as a repository of stories that would otherwise go untold. The 
act of publicly celebrating these stories helps to shape the culture of 
the company.
•	 Improve Talent Spotting
 When your peers recognize your contributions your successes 

are seen by the entire company. The sender also benefits by visibly 
demonstrating managerial skills.
•	 Foster Collaboration 
 Allowing praise and recognition to be shared out in the open creates 

a rich gallery of stories that can be searched and browsed by anyone.
•	 Inspire and Energize Employees
 It doesn’t take much to say “thank you” for a job well done. Yet 

the impact of those two words can be astounding, changing the way 
employees feel about themselves and their work.
•	 Streamline Processes
 Ongoing peer-to-peer recognition removes the bottleneck often 

experienced when already busy managers are the required starting 
point for recognition.
•	 Build Community
 The achievement system brings everyone together to work towards 

a mutual goal that drives employee engagement to meet strategic goals.
Non-monetary social recognition programs provide short and long-

term benefits. They deliver a win-win situation. Not only are they far 
less expensive than traditional monetary rewards programs, they are 
also proven to be more effective in engaging and motivating knowledge 
workers than traditional monetary incentives. R&E
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Steven Green is the founder of TemboSocial, a leading provider of interactive 
engagement and community building solutions. Steven built TemboSocial 
with the intention of helping global companies engage their customers and 
employees in measurable and meaningful two-way dialogue. 
Visit www.tembosocial.com 
Email steven@tembosocial.com 
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Building a Recognition Program
Build vs. Buy: 10 questions to ask

By Darcy Jacobsen

So you’ve decided you need to up your game on recognition, 
and take advantage of some of those talents and culture management 
dividends that we’re always telling you about. At some point along 
your recognition journey, chances are someone, somewhere, in your 
organization is going to pose this question:

Can’t we just do this ourselves?
The answer is, you can. Absolutely. But the key question is: Is it 

worth it? In other words: Will it achieve your goals? Is it cost-effective? 
Is it compliant? Will it stand the test of time?

That’s where this article comes in. Some questions we think you 
really need to consider before you choose to build (or buy) recognition. 
I’ve tried to take an agnostic approach for this list. Obviously, we love 
people who love our solution, but we also believe it is important you 
find the right solution or partner for your needs.

Perhaps you already have an ad hoc recognition solution and thought 
perhaps you might just expand it. Perhaps you need to find a way to 
support your vendor choice. Perhaps you just want to be sure you’re 
exploring all of your options.

Any which way, before you go into any discussion of Build vs. Buy, 
here are ten questions to give some serious thought.

1. What are your real goals?
Of course, your obvious goal is to implement a recognition program. 

But what are the underlying needs driving that initiative? Are you 
looking to gather intelligence on your talent and your culture? Are you 
trying to boost engagement or happiness? Are you trying to identify 
your top performers and future leaders? Perhaps you want to improve 
your total rewards portfolio to drive recruitment or retention? Maybe 
you have scattered, tactical recognition efforts that you’re trying to 
bring into compliance and make strategic?

Your company’s goals for its employees will dictate the keys to your 
recognition program’s requirements, and ultimately to the solution 
that can support it. Make sure you are clear on what precisely you are 
trying to achieve, so you can keep your eyes on the real prize.

2. What is your company’s complexity?
How many countries does your company operate in? How many 

languages do your employees speak? How many currencies do they 
use? How mobile is your staff? If you design your own system, can 
you offer the same experience of recognition and breadth of reward 
to all of your employees? What is your plan for supporting multiple 
languages? Can you ensure equitable rewards that automatically 
conform to standard of living indexes and save the company money? 
Can you cost effectively get those rewards to the employees without 
issues at border crossings?

Most companies also have employees who travel or use smartphones. 
Will you be able to offer secure access and full operability to all of 
your employees around the country and world via web and mobile 
applications? If you are a small company (less than 200 employees) 
with a single location and a homogenous, single-language, static 
workforce—and you expect to remain so— you likely will not need 
this kind of footprint. However, if you have a global presence or a 
distributed, mobile workforce, your system just got infinitely more 
complex and you should consider leveraging a buy solution.

3. What will be the total cost of ownership?
A typical software lifecycle is anywhere from three to about seven or 

eight years. According to an Infoworld interview with Mark Lutchen 
from PricewaterhouseCoopers, 70% of software costs are incurred 
after implementation. “A rigorous lifecycle analysis that realistically 
estimates ongoing maintenance by in-house developers often tips the 
balance in favor of buying,” the article claims.

This is largely because a multi-tenant SaaS option—where updates 
and upgrades are included—is a cost-effective and flexible option for 
long term maintenance, where DIY solutions or single-tenant SaaS 
tend to be slower moving and more costly to keep up to date. And, 
as Naomi Bloom has pointed out, “SaaS always turns CAPEX into 
OPEX.” Multi-tenant SaaS shifts a lot of risk away from your bottom 
line and that makes your friends in Finance smile more.

4. How will you stay current?
If this software has to last you as many as eight years, like Lutchen 

says,is it going to be flexible enough to adapt and grow with you? 
Consider that software developed only six years ago would not include 
support for smartphones. If you want to roll out a new company 
initiative, will it be able to support future plans? Also, what is your 
plan for staying current with best practices in HR and in usability?

Multi-tenant SaaS solutions tend to upgrade regularly with new 
capabilities and features. Are you able to support that sort of ongoing 
development with a home-grown solution? Or do you run the risk of 
developing a platform that will be outdated and insufficient within a 
year or two? If future-proofing is important to you, consider buying.

5. How much time do you have to develop the solution?
Time-to-market is another key consideration for companies shop-

ping for recognition. In today’s fast-paced business environment, most 
project timelines are accelerated and demand faster time-to-results than 
a build solution can offer. Typically, home-grown solutions are slower 
to roll out, require more de-bugging, and are slower to show results. 

This is particularly true if you are able to simply configure, rather 
than customize, a purchased solution. By configuring, you can typically 
tailor the platform to your company’s brand and roll out in weeks rather 
than the months, quarters or years a build solution can often require.

6. How big is your company? 
I’m generally not a proponent of the Excel-document method of 

gathering people metrics, but the truth is, very small companies (< 
200 employees) can often get away with more home-grown (low-tech) 
recognition solutions. Companies with more than 500 employees, 
however, rarely can. (This goes double for tech-savvy companies that 
depend on data.) In fact, the more departments, divisions and locations 
a company has, the more acute the need becomes for a comprehensive, 
specialized, and centralized solution.

On the other end of the spectrum, it is tempting to think that 
really large companies can always use their more copious internal 
resources to create their own solution—but that is actually rarely a 
smart business case. A top-notch purchased solution will offer enough 
configurability or customizability to meet the needs of the biggest 
multinational—while leveraging efficiencies and competencies that 
even those large companies cannot muster on their own.
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7. How secure does the solution need to be?
Security is a factor that gets a lot of attention in buy vs. build 

debate – particularly in industries such as finance or healthcare that 
are fearful of an out-of-house solution. The reality is that all people 
and companies have sensitive data that needs to be stored securely 
and still accessed easily.

The fact is, the cloud is often the safer bet for security. “A decade 
ago,” says Nikolai Behl on Venturebeat, “ I would have advised being 
wary of cloud solutions, emphasizing the importance of maintaining 
control. But we’ve come a long way in the last decade, and as SaaS 
solutions have evolved, security has increased; sometimes they’re more 
secure than what an internal team can create.” If you are able to find 
a recognition company that offers a secure desktop and mobile SSO 
solution, you can quickly allay this concern.

8. Does your company thrive on data?
When recognition is strategic and designed according to best prac-

tices, one of the major dividends it offers is a way to quantify and 
visualize your culture and the behavior of your top talent. In fact, it 
transcends recognition and becomes a solution for talent manage-
ment and culture management. As you consider whether to build or 
buy a recognition system, consider whether or not data like this is 
important to your company. DIY can often mean a “goody drawer” 
full of gift cards for managers to give away, which not only happens 
off the data radar, but also tends to make Finance steam at the ears.

Consider also whether you have the resources to gather data on 
key metrics like participation, reach, and impact? Will you be able 
to design and support reporting as robust as you desire? Will you 
be able to tap into your HR big data, and compare and align your 

organization with benchmarks and best practices?
9. What is your company’s purchasing power?
This goes along with the question about the size of your business, 

but this time it is more about rewards. Cash rewards have been proven 
to be less successful in being memorable or engaging employees over 
the long term. Therefore, any good recognition program is going to 
include gift cards and/or merchandise.

Do you have the buying power to get the most for your recognition 
dollar? Vendors who specialize in recognition are typically able to 
offer better reward value. Also, are you able to offer a broad rewards 
network all over the world that lets recipients choose something that 
is truly meaningful for them? Can you manage the breadth of rewards 
necessary for a best practices recognition program?

10. Is this solution a core competency of your business?
This is a question posed by Nikhil Behl on Venturebeat and I thought 

it was an excellent one. Few companies have enough experience and 
knowledge in recognition to design a system as complete as a vendor 
who lives and breathes ideas like engagement, culture, and human 
capital management 100% of the time.

Consider how important it is for your solution to stay abreast of 
improvements in HCM, and then how much of an investment it will 
be for your employees to acquire and keep that knowledge current. 
As Naomi Bloom tells us, dedicated vendors are able to “respond 
much more quickly to market requirements, to include the pace of 
change in mobile devices” where customers are apt to respond much 
more quickly to the needs of their own businesses and competencies. 
Moreover, companies (like ours) that specialize in this space are think-
ing beyond simple recognition. We can (and do) seamlessly bundle in 
high-value new features such as talent insights, culture management 
tools and leading-edge industry innovation in a way that would be 
hard to match in-house.

Do you have any other build vs. buy considerations you think should 
be added to this list? Share them with us here! R&E

Building a Recognition Program

Darcy Jacobsen As content marketing manager for Globoforce, Darcy 
Jacobsen spends most of her days submerged in reports, tweets, research 
articles and other delicious information about the current state of employee 
recognition and engagement. Her goal is to find the good stuff and pass as 
much of it as possible on to you! Darcy has a BS and an MA in history from 
Boston University. Blog: http://www.globoforce.com/gfblog/   
Twitter: @darcyjacobsen  
LinkedIn: http://www.linkedin.com/in/darcyjacobsen  
Email: darcy.jacobsen@globoforce.com
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Are Spiffs Spinning Your Sales Wheels?
How to switch gears and drive long-term ROI 

By Dave Wisland 

You are only three-quarters of the way through your incentive 
program, and you are suddenly staring at cancellation penalties and/
or room rate increases. Sales are fairly good, but the number of trip 
winners is not going to meet plan. You are wondering where you went 
wrong and how this nightmare can be avoided.   

The answer can likely be found at the beginning in the design of 
your program rules. 
Gaining Traction 

Here’s a typical example: Last year in the second half, your V.P. of 
sales was concerned about not meeting the year-end numbers. To-
gether you set up a fourth-quarter spiff and gained some last-minute 
traction, which got you over the top. Based on that success, this year 
you’ve decided to expand that spiff to all four quarters, and it’s not 
working. Your wheels are spinning, and it could be due to the fact 
that your program rules do not fit a year-long format. 

Spiffing is at one end of the sales incentive spectrum, and a strategi-
cally designed performance improvement program is at the other. The 

difference is in the ROI, where the former often results in a seasonal 
sales spike and the latter leads to behavior changes resulting in sustained 
incremental business and accelerated profit growth. 

There definitely is a place for periodic sales spiffs to temporarily 
boost sales within a specific timeframe. Caution has to be taken that 
these sales are not “cannibalized” from somewhere else, which removes 
any significant net gain in a year-long format. The strategy of getting 
the best performance out of a sprint is significantly different than a 
longer race. 
Rewarding each step of the sales process drives performance 
improvement. 

As an analogy, think of the differences in racing a car in a straight-line 
quarter-mile drag race versus racing 500 miles on a banked oval? The 
vehicles are completely different, even the fuel is different. Likewise, 
in a longer sales contest, the program rules need to be significantly 
different. 

Spiffs encourage more sales by having the participants do more 
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of what they had been doing, whereas a performance improvement 
program motivates them to work not just harder, but smarter as well. 
Having your sales force actively working on their entire performance 
process sets the stage for long-term success. To provide traction and 
momentum, it is important to reward each of the following steps in 
the process: 

A stronger platform for product introductions
•	 Greater retention rates
•	 Better client relationships
•	 Improved product knowledge
•	 Increased market share 
•	 Higher margins
Each step that is rewarded must be prioritized by the potential 

contribution to the bottom line. As an example, in the property and 
casualty insurance business, just getting more sales can have both 
short-term and long-term negative impact. Suddenly higher sales may 
result in additional administrative costs, and larger cash reserves may 
be needed to cover the added risk. Additionally, the quality of the 
business acquired is paramount because if an agent is shifting riskier 
business to your company, you could be in for a shock down the road 
with higher claims. Putting in qualifiers, top-stops and/or rewarding 
for net loss ratios can help to maximize the quality of the business 
sold and the long-term return on investment. 
Maintaining steady flow 

Good prospecting ensures that the sales funnel is always loaded with 
good potential, which results in efficient conversion and a steadier 
flow of business. Rewarding the handling of sales leads quickly and 
efficiently increase the close ratio and keeps sales costs down. 
Performance improvement programs motivate your sales force 
to work smarter. 

In many businesses, profitability varies widely by product and 
should be taken into account. The real objective is higher profit from 
incremental sales, and driving higher margins gets you there faster. 
Rewarding your salespeople for accurate forecasting can significantly 
improve manufacturing costs and delivery performance. This in turn 
affects pricing and customer satisfaction. 

Excellent practices in account management builds loyalty, business 
retention and in some cases even advocacy for your products and 
services. It is much less expensive to keep and get additional business 
from existing clients than it is to acquire new business. 
Phoenix Bonus 

It can also be productive to reward the resurrection of business 
with a “Phoenix” bonus. The Phoenix was a mythical bird used as a 
symbol in many ancient cultures to represent rebirth. The Phoenix 
would die in flames, but arise again out of its own ashes. Bringing 
back a client whom you have not had any business with for, say, 
over three years, might earn double points. This is a good example 
of strategically attacking the full spectrum of potential business, and 
carefully determining the long-term value and effort required to close 
sales in each segment. 

New salespeople, rookies and transfers have high value to next year’s 
sales, and as their learning curve may be steeper, more effort may be 
expended to make the same sale. Good programs reserve a few spots 
for outstanding individuals within these groups. If the “rookie-of-
the-year” attends the trip, they will pass along how great it is to their 
whole group and your return on reward snowballs. 

Another area requiring some additional effort is new product 

introductions. The greatest value may be in getting into the market 
quickly and firmly establishing a position that takes out competitive 
potential. Short-term profitability may be negligible, but the strate-
gic and long-term advantage of having a new product successfully 
introduced is priceless. 

Teamwork can also be encouraged in areas such as mentoring, refer-
rals and relationships with clients. Many programs measure customer 
satisfaction and reward it highly, as it can be directly tied to profitability. 
Effectively working with sales support and administrative personnel 
can both increase sales and decrease costs. Your teammates in the sales 
chain are often referred to as “internal customers.” Keeping them 
happy can be critical to keeping your end customer satisfied. Service 
technicians can also fill this role and often have tremendous influence 
over purchase decisions due to their being perceived as “impartial 
experts.” Many times, winning salespeople have a reward vehicle that 
allows them to recognize those who helped make it happen. 

Outsourcing your program design to a performance improvement 
professional can bring in a totally new set of perspectives and uncover 
keys to growing your business that you may not have thought of. 
Specific elements within the program rules can: 
•	 Establish sales momentum
•	 Increase participation 
•	 Focus on the true value of each sale
•	 Fight competition
•	 Raise customer service
The strategic planning that goes into your program design can 

literally make or break your results. The goal is to maximize long-
term profits by concentrating and increasing the efforts of your entire 
sales channel. This is done by making all salespeople believe that they 
have a great chance of earning something worth bragging about and 
showing them the behaviors they need to change to do just that. R&E

Are Spiffs Spinning Your Sales Wheels?

Dave Wisland, founder, Wisland Marketing, LLC, is an incentive industry 
consultant providing strategic sales and marketing support for many of the 
industry’s leaders. He is an expert at designing effective incentive and recogni-
tion programs and is recognized as an industry thought leader on engagement 
solutions. 
Email dwisland@motivationwizard.com 
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Top Jobs

HR.com

ONE JOB POSTING DOES IT ALL!

With over 230,000 members, HR.com is the largest community of highly engaged HR professionals. Combine 
this with the reach and performance of TheJobNetwork™, HR.com is the most effective way to hire!

• Reach qualified talent on HR.com and across thousands of job sites at the same time
• Save time and attract more qualified candidates with Real-Time Job Matching™

Get instant access to the resume database and LinkedIn® profile matches at no extra charge

POST YOUR HR JOB TODAY 

Job Title: Chief Learning Offcier 
Category: Human Resources / Recruiting
Type: Full Time
Company: Medical University of South Carolina 
Location: Charleston, SC (US) 

Job Title: Learning and Development Business Partner
Category: Human Resources / Recruiting
Type: Full Time
Company: Dairy Farmers of America
Location: Kansas City, Missouri

Job Title: Human Resources Manager-Global Technology & Operations 
Category: Human Resources / Recruiting
Type: Full Time 
Company: Bank of America Corporation
Location: New York, NY (US) 

Job Title: Learning and Organizational Development Manager
Category: Marketing, Advertising and Business Dev. 
Type: Full Time 
Company: Organic Valley 
Location: La Farge, WI (US)

Click here for more: www.hr.com/careers

VIEW POST

VIEW POST

VIEW POST

http://www.hr.com/en/hr_careers/
http://www.hr.com/en/hr_careers
http://careers.hr.com/Job/9277183
http://careers.hr.com/Job/10384178
http://careers.hr.com/Job/10360899


Escape the Engagement Survey Trap
Execute a follow-through strategy that finally works!

By Steve Van Valin

Interactive

It’s a big moment when the engagement scores finally arrive.  
There are often jittery nerves upon opening the report to see what the 
numbers reveal this year.  Then, with a big sigh, we start the process 
of trying to figure it all out.  We all know that following through on 
the survey results is critical to building an engaged culture.

What seems to be the most obvious and logical next step in the 
process is to assemble a “focus group” to review the scores and discuss 
why people may have answered a certain way.  However, conducting 
these sessions is often a huge mistake that does more harm than good.

Here’s what I’ve observed over the years regarding focus groups and 
why they are an “engagement survey trap”:

1. Trust breaker.  People are never quite sure how honest they can 
be in focus groups.  There is always the fear that their opinion will be 
held against them.  Focus groups put people in a very awkward and 
vulnerable position.

2. Interpretation angst: It’s hard to know for certain whether 
people are speaking for themselves or representing the opinion of 
others when trying to rationalize the survey results.. How do they 
really know other people’s opinions? 

3. A focus on the negative.  Our natural inclination is to focus 
exclusively on the questions that have poor scores. It’s a true buzz kill 
for the participants and your culture.

4. Past tense.  When we ask the WHY question, it almost always 
focuses on the past.  Let’s face it, the past is very murky and impos-
sible to rectify.  Think about your last argument with a significant 
other about an issue that occurred in the past.  How well did it go?

5. Ownership roulette.  When people tell you what’s wrong about 
a situation, they naturally expect you to take their information and 
fix it.  As a result, the group owns nothing but expects a lot in return.

6.  Sand bagging.  I’ve seen groups focus on an insignificant, low-
hanging fruit issue to avoid addressing a real issue that has emotional 
baggage.  In fact, you may see teams discount an issue altogether so 
they are not held accountable to fix it in the future.  

7. Survey sabotage.  In this worst case scenario, I’ve had people 
confess to me that their team actually colluded to answer a question in 
the neutral category so they wouldn’t have to be asked about it again 
in a focus group.  Their supervisor had made the survey experience 
so painful over the years, they admitted, that it wasn’t worth being 
honest on the survey itself.  

So, what is the most effective way to follow up with your team after 
the engagement scores are revealed?  For some reason, well-intended 
leaders and HR partners seem to go on autopilot and automatically 
conduct focus group sessions without thinking through a more ef-
fective alternative.  Fortunately, there is a superior tactic to advance 
engagement by creating a vastly different experience that focuses on 
the future rather than the past.  

The most important paradigm switch involves fundamentally chang-
ing the way you address the survey results with your team.  Instead 
of looking in the rearview mirror to review the WHY of the results, 
focus on the future to define WHAT success looks like.  The difference 
in the way your team will respond can be profound and serve as an 
“ah-ha” moment that itself elevates engagement.   It’s the difference 

between dwelling on a past that can’t be changed versus envisioning 
a positive future.  You have the opportunity as a leader to create the 
conditions for success by inviting an open, healthy, constructive dia-
logue with your team.  Here’s how you lead a process that has that 
positive future focus.
New focus, new name

First, rebrand the name of your post-survey meeting (hint: don’t call 
it a focus group!).  Leave any bad connotations and anxiety from the 
past behind and create a new name for a format that people can look 
forward to.  The idea is to convey a feeling of creative brainstorming 
and a sense of optimism for solving problems.  If you don’t know what 
to call it, let the team tackle that challenge as the first item on the 
meeting agenda.  And be sure to let them know definitively how the 
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new approach is going to be different when you kick the meeting off.
Future-focused

Crafting questions that invite innovative answers is a true art.  
This is the key to changing the feel of the meeting.  Be certain that 
questions related to the survey focus on WHAT or HOW instead of 
WHY.  WHAT and HOW point to the future and leave room for 
powerful, creative discussions about possibilities.  Here’s an example 
related to a challenging subject that is always an element in the survey 
-- RESPECT:  

Good question: “What might increase the level of respect we have 
for each other on this team?”   

Poor question:  “Why is the level of respect low within our team?”The 
WHAT question gives people a chance to speak candidly about the 
future.  In a brainstorming-like scenario, every answer is considered 
while judgment is suspended.  The perceived danger of asking WHY 
is eliminated.  Teammates are invited to paint a picture of what respect 
looks like in the future.  As a result, you (the leader) and the entire 
team have a relevant goal to target and can determine action items 
to get there.  By the way, if you listen keenly, you’ll get the answer 
to the WHY question by default in a way that is completely honest.  
The psychological safety of generating ideas together will allow the 
truth to be presented in a constructive way.

Here are additional examples of future-focused questions on typical 
engagement survey “hot” topics:

Do ask:  “How might we increase our response time to each other 
to overcome bureaucracy?”

Don’t ask:  “Why do we have an excessive amount of bureaucracy 
on our team?”

Do ask:  “What can we put into place that will allow us to com-
municate more effectively with each other?”

Don’t ask:  “Why are we not communicating effectively?”
Do ask:  “What would it look like if we had the highest possible 

level of trust with one another on this team?”
Don’t ask:  “Why do we not trust each other and score low on this 

question every year?”
Positive vision

The future can be a potent stimulator of optimism because of the 
possibilities it holds.  The best minds and most engaged people on 
your team will relish the challenge to create a positive vision for the 
future.  Leverage this principle for all it’s worth by continuing to focus 
on what the vision looks like.  Also, when you work through the issues 
revealed by the survey, don’t forget to focus on the positive scores!  
It’s an uplifting experience for the team to acknowledge the things it 
does well.  It also gives you, as the leader, a great opportunity to take 
your strengths to the next level while celebrating the team’s successes.  
Creative collaboration

Before you launch into the meeting, implement the rules of brain-
storming to reinforce the importance of generating ideas and to keep 
the team focused on discussing solutions.  Everyone needs to feel they 
are playing a valuable part in the process.
Owning solutions

Creating solutions together allows for equal ownership and broader 
application of accountability.  Rather than coming out of a focus 
group with all the action items focused on you (the leader), this new 
format should be facilitated so that the entire team agrees to the action 
items.  Build a specific list and confirm agreement regarding next steps.  
Publish it after the meeting and make the follow-up an agenda item 
at future staff meetings.  

Leader as catalyst
Approaching the survey results as a catalyst for positive change can 

have an enormous impact on the team’s level of engagement.  The 
evidence from the research done by Drs. Teresa Amabile and Steven 
Kramer, published in the excellent book The Progress Principle, points 
to the leader’s role in facilitating progress on meaningful work as the 
number one driver of engagement.  That means your progress on 
tackling engagement issues together as a team actually serves as a 
catalyst of engagement!  
Momentum of small wins

People generally have low expectations that anything different will 
happen as a result of taking the engagement survey.  Achieving im-
mediate small wins is a crucial factor that can change that mindset.  
Then, keep the momentum going by identifying what’s next.  

Remember – the theme of the new approach outlined above is future 
possibilities, not an analysis of what happened in the past.  The results 
of your survey are not the ultimate prize.  The survey is simply a tool 
that serves as a snapshot in time showing where you are as a team.  
The ultimate prize is the higher level of engagement within your team 
that drives incredible results.  Your ability to follow-up on your survey 
results with a proactive, positive, and future-focused attitude is a key 
factor in winning the prize. R&E

Escape the Engagement Survey Trap

Stephen Van Valin, CEO of Culturology is an employee engagement strate-
gist, innovation expert, and keynote presenter.  He works with leaders who 
believe engaged cultures are their competitive advantage.  
Visit www.culturologyworks.com
Email steve@culturologyworks.com 
Call (610) 873-9322

Video
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Upcoming Virtual Events & HR.com Webcasts

Webcasts

A Selection of Webcasts Date Time

The Top 5 Game Changers in Elearning and What They Can Do for You Apr 2 2014 1:00 PM - 2:00 PM Register

Culture and Collaboration in Action Apr 9 2014 12:00 PM - 1:00 PM Register

Redesigning Learning Design: New Approaches to Meet New Challenges Apr 9 2014 1:30 PM - 2:30 PM Register

The Google analytics approach to measuring learning: allowing HR to move 
at the speed of business

Apr 9 2014 2:30 PM - 3:30 PM Register

Good-Bye Green Screen: New Low-Cost Video Solutions for e-Learning and 
Coaching-at-a-Distance

Apr 10 2014 11:00 AM - 12:00 PM Register

The Coolest Adobe Captivate Tips on the Planet Apr 10 2014 1:30 PM - 2:30 PM Register

Lights, Camera, Action! Apr 10 2014 2:30 PM - 3:30 PM Register

Click here to view all HR.com Virtual Conferences

Click here to view all HR.com Webcasts

Virtual Events

A Selection of Verticals Virtual Event Schedule

Benefits: Cost Containment, Audits and Legal Risks May 7-8/14 Aug 7-8/14 Nov 6-7/14

Compensation: Best Practices and Trends Mar 18-19/14 June 2-3/14 Sept 8-9/14

Developing Organizational Leadership Capabilities April 1-2/14 April 1-2/14 July 8-9/14

Contract Workforce and Talent Exchanges April 22-23/14 Aug 5-6/14 Nov 5-6/14

Integrated Talent Management Mar 20-21/14 June 18-19/14 Sept 22-23/14

Employee Wellness Mar 17-18/14 June 12-13/14 Sept 3-4/14

Online Staffing and Sourcing May 27-28/14 Aug 25-26/14 Nov 13-14/14

Quality of Hire April 29-30/14 July 23-24/14 Oct 1-2/14

Performance Management May 5-6/14 Aug 13-14/14 Nov 19-20/14

Recruitment Process Outsourcing May 14-15/14 July 16-17/14 Oct 27-28/14

Workforce Management: Time and Attendance Mar 5-6/14 June 16-17/14 Sept 16-17/14

Workforce Planning and Analytics May 29-30/14 Aug 18-19/14 Oct 20-21/14

Technology Enabled Learning April 9-10/14 July 21-22/14 Oct 22-23/14

http://web.hr.com/w6mi
http://web.hr.com/zz7d
http://web.hr.com/wksof
http://web.hr.com/caqm
http://web.hr.com/2x3bd
http://web.hr.com/ekd4
http://web.hr.com/iyfu
http://www.hr.com/en?t=/webcasts/upcomingVirtualEvents
http://www.hr.com/en?t=/webcasts/upcoming


Employee Recognition
Five tips for making employee appreciation more meaningful

By Susan Matus

Someone once wrote that the pursuit of excellence is its own 
reward, but we all know that a little recognition goes a long way in 
building employee morale and reducing turnover. Unfortunately, 
many companies are still recovering from the recession, and taking 
the time to demonstrate their appreciation for the very employees 
who weathered the storm with them may not be at the top of mind. 
Moreover, many managers seem to believe that recognition is an HR 
responsibility, or they may think that the most impactful rewards are 
salary increases or bonuses, both of which have been in short supply 
for many years now.  It’s not surprising that employees have reported 
a significant decrease in engagement with their employers. 

What every manager needs to understand is that showing ap-
preciation to their employees is an impactful and necessary way to 
improve employee engagement and productivity. And it’s just the 
right thing to do.  

Here are five easy ways to make your recognition more meaningful 
to your employees.

1. Be quick to praise. Don’t wait too long after the fact to rec-
ognize your employee for a job well done. Your gratitude will have 
more impact if it is expressed immediately. 

2. Get personal. Rather than giving a standard reward for all 
contributions great or small—which can actually demotivate your top 
performers—figure out how your employees like to be rewarded. A 
round of golf at the country club after a grueling year-end close may 
seem like more of a chore than a reward to someone who eschews golf. 
Want to know what they really like? Ask them. Use surveys to find out 
more about your employees and how they prefer to be acknowledged. 
Ask them if they prefer to be rewarded publicly or privately, how 
they like to celebrate birthdays and holidays, and whether time off 
or money is more important to them. (One of the biggest surprises I 
had with my current team is that the vast majority selected time off 
over money, and most referenced trips and extra vacation days as the 
most memorable past rewards.) 

3. Scale the reward to the contribution.  When an employee works 
late to complete a last-minute project, he could be rewarded with a 
gift card to his favorite lunch place and a personal note of thanks.  
But if an employee finishes a successful one-year project, then a larger 
reward is in order such as an extra week of vacation. 

4. Mirror company culture. In addition to being timely, custom-
ized and reflective of the nature of the accomplishment, awards should 
also fit the company’s culture, values and strategy.  For example, 
companies that value health and wellness programs may use fruit 
baskets as rewards, while a company that values conservation may 
offer gas cards to carpoolers.  

5. Be resourceful.  Don’t let a limited budget stop you from ac-
knowledging a job well done. There are many rewards that cost little to 
nothing that will make your employees feel honored.  A handwritten 
note acknowledging both the contribution and how it had a positive 
impact can be especially effective.  Reserve a front row parking spot, 
schedule a lunch with the CEO, or name a sandwich in the company 
cafeteria after a noted employee.  

It is clear that managers who proactively embrace the responsibility of 
recognizing and rewarding their employees enjoy the benefits of greater 
employee engagement, improved performance and fewer turnovers.  
That’s not just a strong return on investment professionally, but a 
powerful way to make your role as a manager more rewarding.  R&E
 

Susan Matus is Recruiting Operations Manager at RPO Center of Excellence, 
Agile•1.
LinkedIn: http://www.linkedin.com/pub/susan-matus/3/523/563
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Sales Incentives
5 tips to make your sales incentives more effective

By Daren Jennings

Most sales leaders agree that it’s important to offer sales incentives 
that go beyond normal compensation and bonuses. If done right, those 
rewards can become the most powerful ingredient in driving the kinds 
of behavior you want to see in your sales force. Here are 5 easy tips 
to make sure your incentive efforts are doing what they need to do.

1. Be Consistent
If you run a quarterly sales contest, make sure to run one every 

quarter. The goal is to motivate your team to do their best, day in and 
day out. Think about your runners up – if they barely missed the win 
in Q2, they’re going to want another chance to redeem themselves in 
Q3. If you don’t give them that opportunity, your incentive plan will 
surely fall flat. Instead, give them every chance to prove themselves 
by offering a consistent program.

2. Be Objective
If you don’t have clear, specific metrics for winning a sales contest, 

it won’t take long for your program to unravel. The last thing you 
want is your sales team thinking the odds are stacked against them, 
or they have no chance of winning. You’re better off making sure that 
everyone has an equal chance, and that begins with clear goals and 
metrics for defining a winner.

3. Communicate Often
“Sales contest? What sales contest?!” You can have the world’s 

greatest incentive program, but if your team doesn’t know about it, 
what’s the point? This is especially true for long term incentives plans, 
where reps may forget the contest details. Make sure you develop 
a communication strategy that ensures everyone knows about the 
program and how to win.

4. Reinforce
Unless you reinforce the effort/behavior it took to win, you’re 

missing an opportunity to motivate the rest of your team by making 
the connection between effort and reward. Leaving a blank gift card 
on the winner’s desk while they’re at lunch does not go far enough. 
Instead, try an informal announcement on the sales floor.

5. Make the Rewards Personal and Thoughtful
“I won this month’s sales spiff and aIl I got was this lousy t-shirt.” 

Sound familiar? If you really want to motivate your team, make sure 
the rewards are exciting and tailored to your audience – even better, 
to each individual on your team. R&E

Daren Jennings is the Recognition & Incentives expert. As manager of 
Choice Gifts Sales, Daren helps small and mid-size companies bring out the 
very best in their people. 
Email djennings@tcmpi.com 
Visit www.choice-gifts.com
Call 401.336.3045
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Hiring Mercenaries or Missionaries?
Build an organization that stands for something more than just money

By John Smith

A mercenary is a person who takes part in an armed conflict, who 
is not a national or a party to the conflict and is “motivated to take 
part in the hostilities by the desire for private gain.” More simply said 
a mercenary is someone who is only in it for the money... the cause, 
the mission, the purpose is inconsequential. A mercenary is in it for 
the money and only puts in as much effort and commitment into the 
effort as the amount of money mandates. 

A missionary is a person engaged in such a mission, or devoted to 
work connected with missions and is very enthusiastic and eager about 
doing a job or supporting a cause. Missionaries are often so connected 
to the mission they will to promote it beyond normal circumstance.

When hiring people, leaders should consider these categories. To 
be overly direct are people working at your organization just for the 
money or are they committed to the mission, or there just in the 
gray. Missionaries are slightly less skilled, but will see you through 
to the end and will go to great lengths to help your organization be 
successful. Mercenaries are highly skilled, can deliver value quickly 
and often hit a point of diminishing returns in a short period. You 
must continuously increase the gain to maintain their output, and 
they are gone with any wrinkle of the money supply. 

In creating modern organizations leaders should be very clear and 
specific which category of person they are employing and in what 
manner. Let’s start with the leaders themselves.

John Doerr a celebrity VC of KPCB said it best way back in the 
Internet bubble days. John quoted for an interview on leadership 
back in April of 2000.

“Mercenaries are driven by paranoia; missionaries are driven by 
passion,” he says. 

“Mercenaries think opportunistically; missionaries think strategi-
cally. Mercenaries go for the sprint; missionaries go for the marathon. 
Mercenaries focus on their competitors and financial statements; mis-
sionaries focus on their customers and value statements. Mercenaries 
are bosses of wolf packs; missionaries are mentors or coaches of teams. 
Mercenaries worry about entitlements; missionaries are obsessed 
with making a contribution. Mercenaries are motivated by the lust 
for making money; missionaries, while recognizing the importance 
of money, are fundamentally driven by the desire to make meaning.”

If you are lucky enough to have ever worked for a missionary then 
you understand what John Doerr is talking about. Even with mis-
sionary leadership it is easy for the details to get lost or skewed on the 
way down. It is just so easy to believe in performance and previous 
results. At most organizations mission is not so clearly defined and 
seldom are we measured to hire on it. 

In order to hire missionaries, an organization must create a culture 
where it clearly articulated, simply communicated and upheld to the 
finest levels of behavior. Mission should be incorporated into the 
sourcing and interview process. Despite how humanistic (or not) the 
mission might be, in detail discussions over it should be had at every 
level. Every person the candidate speaks with should ask about mission 
and before a candidate is made an offer the hiring team should agree 
what value the candidate will add to it. 

When you look at some of the healthiest, most successful and highly 
profitable organizations in the world, its now wonder that they have 
very strong and simple mission statements. I am betting they look 
to hire missionaries and that people are seeking to work with them 
based on it. It’s been my experience, that hiring missionaries early in 
the creation or transformation process of an organization is critical 
for the long-term success. Some examples of organizations that use 
a strong mission are:

Southwest Airlines: Dedication to the highest quality of Customer 
Service delivered with a sense of warmth, friendliness, individual pride, 
and Company Spirit.

Facebook: Give people the power to share and make the world 
more open and connected.

Starbucks: Inspire and nurture the human spirit – one person, one 
cup and one neighborhood at a time.

Missionaries bring faith, hope and belief to the organization, con-
tinuously. Mercenaries will often discredit team wins to focus more 
attention on personal success. Missionaries will give away credit, 
where mercenaries will seek to consume it. Mercenaries will make 
bad deals for a commission, where missionaries will make relation-
ships and build trust. Missionaries will tell a friend they’re not a fit 
for the organization, mercenaries will simply take the referral bonus. 
Mercenaries will hang out for a paycheck, take long lunches and leave 
early. Missionaries will persist to get the job done. 

This doesn’t make mercenaries bad. In fact, the correct usage of 
mercenaries can be a very effective strategy. Using mercenaries to get 
through times of fast expansion, using them to gain short term wins 
and have them train your missionaries. Using mercenaries as consul-
tants makes a lot of sense, as long as it is very clear on both sides and 
part of a larger strategy.

Lastly there is a personal responsibility here as well. As individuals 
and employees we need to ask ourselves. “Am I a mercenary”? “Am I 
a missionary”? Getting these two categories to merge is an ultimate 
quest of employment and life balance. When you can say I am a 
mercenary, became missionary the majority of everything else will 
just seem to work out. R&E

John Smith is a seasoned technology focused business entrepreneur and 
thought leader in the areas of using software to create better corporate cultures 
and a more engaged workforce. Recently John left SPARC as CPO / Chief 
Evangelist, a software product company that balanced both high growth (#14 
Inc. 500), and culture (#3 Best Place to Work) to focus on helping other 
companies do the same.  John now helps other organizations build awesome 
cultures and engage workforces at Break The Equation
Visit http://breaktheequation.blogspot.in 
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