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ABSTRACT

Job satisfaction and employee retention is derifredh employee motivation. Employee
motivation is derived from mainly the rewards enygle is granted at the workplace in order to
motivate them, which can either be financial or #ioancial. With the harsh economic times
and the decreasing power of money as a motivatdias become necessary to look into
various non-financial rewards that motivate ergpls effectively, those whose effect last
more, and are valued by employees. The study aahedtablishing the perceived relationship
between non-financial rewards and employee motwadit Impact Marketing (K) Limited. In
attempting to achieve the objectives of the stadgase study research design was adopted. A
questionnaire was used to collect data on strategpabilities used by the organization in
gaining competitive advantage. The data obtaineun fithe questionnaire was analyzed
qualitatively using descriptive analysis. The stegdyablished that the company has put in place
several non-financial incentives to motivate empky/ .The respondents noted that since the
company has established these non-financial rewasds means to motivate them, they felt
that these non-financial rewards motivated thera tpeat extent, and were very important to

them, and thus it was important to use is finan@alards to motivate them.
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CHAPTER ONE: INTRODUCTION
1.1 Background of the Study

In today’s financially strained economy, many comipa feel strapped for cash and cannot
afford to give the raises or bonuses that stafedes to motivate their staff or reward them.
But tough times do not necessarily mean that enggsyshould not be rewarded for their
accomplishments and performance, so as to motihatie even do better. There are many
interesting and creative alternative forms of rerat do not involve money and which can

act as motivational retention tools to increaseleyge engagement and loyalty.

Gratton, (2004) views money as a form of reward cwhhas been given too much
predominance, money has come to play an overpoitant role in our thinking about the
causes of behavior. In most companies, very limite and effort are spent on considering
non-monetary sources of motivation.. It is the tlaglay interactions that make employees feel
that their contributions are appreciated and thaly tare recognized for their own unique
qualities. This type of recognition may contribtibehigh morale in the work environment. So,
it's extremely important that managers to develpard and recognition programs that really

motivate employees.

According to Pfeiffer, (1998) the most powerful angent in favor of these is that, creating a
fun, challenging and empowered work environmentvimch individuals are able to use their
abilities to do meaningful jobs for which they afeown appreciation is likely to be a certain
way to enhance motivation and performance-evengih@oeating such an environment may be
difficult and take more time than simply turningetheward lever. Organizations have now
invested a lot of resources in trying to come ughweward that greatly motivate their staff,
without denting their budget, while at the sameetigiving maximum rewards to their

employees for their efforts at work so as to maavhem, thus the shift from financial reward

to non-financial reward as a means to motivate #mployees.

The use of non—financial reward to motivate emeés/has been pegged from Maslow theory
of motivation and Herzberg—Hygiene theory of mdiwa that focuses on motivation and

behavior, According to these theories there arafagn the working environment and working

1



conditions that make employees feel motivated akwilot all reward are created equal and
the rewards that you find motivating might not bewegh to inspire another person to take
action. Physiological, social, and cognitive fastoan all play a role in what reward you find

motivating.
1.1.1 Perception

Pfeiffer (2001), defines perception as the procegs which people translate sensory
impressions into a coherent and unified view of wwld around them. Though necessarily
based on incomplete and unverified (or unrelialodyrmation, perception is equated with
reality for most practical purposes and guides hutmehavior in general. Perception is the
constellation of mental processes by which a pemsmognizes, organizes and interprets

intellect.

There are three components to perception: Theeper, who is the person who becomes
aware about something and comes to a final undhelistg, the target, that is the person who is
being perceived or judged and The Situation, whigteatly influences perceptions because
different situations may call for additional infoation about the target. Bowen and
Shroff,(2009) argued that in order for human resesystems to lead to desired performance,
they must elicit clear and shared perceptions efwlork climate and of the behaviors that
management expects, supports aadvads human resource outcomes depend on employee
perceptions. The shift in focus is important beeatssearchers have focused primarily on
intended human resource practices as describedabagers, but not employees' perception
so for reactions to them, thereby implicitly assaignihat human resource practices function
as intended. Yet in reality, the same human regopractice is often regarded in different
ways. Forexample some employees may view a pay-for-performance syste assign of
empaverment- management rewards workers who provide high-quaktyice or produce
high-qualityproducts. Others, however, may see this practice means of controlling costs
andgetting as much productivity out of workers as gaes with little concern for theiwell-
being. Even within a firm, the same human resource praati@y be viewed differently by
different employees. But the effect is the same; if eygae feel they're being valued, they

respond more positively, whether or not the hunemource practice in question is actually, by
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management's definition, a quality human resoureetige. Clearly, employees are going to
assign meanings to the human resource policies dbaern their daily working lives.

Individual attitudes, in turn, tend to accumulat®iunit-wide perceptions.

According to Morgeson and Hoffman, (1999) memlmérthe same work unit often come to
hold similar views through what's known as a doubleract process this occurs when one
employee shares a sentiment with a colleague, e$jponds, after which the first employee
responds back reinforcement that creates collectitraides. Once anit has established a
distinct character, it often self-perpetuates tbla@racter byattracting like-minded new
employees and losing through attrition those who'tdeave theunit's views To achieve
desired organizational outcomes, it's importanth&wve not only the right human resource
practices but the right employee perceptions okehpractices., as employees were more
engaged when they perceived human resource praetieee motivated by the organization’s
concern for high-quality service and employee \bellhg Employees were less engaged when
they perceived a company’s human resource praciees motivated by a desire to reduce

costs and exploit employees.
1.1.2 Non —Financial Rewards

Torrington, (2010) defines rewards as any paymkmked to the working of an individual or

working group with prior arrangements. They are gpamms that an employer uses to
supplement employees’ compensation, such as pa&ldif, medical insurance, company catr,
and more for job well done, or good employee pentoice. Reward can either be Monetary

(financial Reward) or Non-Monetary based (Non-Fuial).

Non -financial rewards are non-monetary rewards dh@ given by management to employees
to satisfy employees’ needs to have recognitiorhiesement responsibility, autonomy,
influence and personal growth at the workplace.yTimeorporate the notion of relational
rewards, which are intangible rewards concernel thi¢ work environment such as quality of

work life, the work itself as well as work life laalce.

Greenberg, (2006) holds the view that Non-monetawyards increase intrinsic motivation

within employees; in other words, these types ofarels increase employees’ motivation to
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work by raising their self-esteem. While finanaielvards encourage workers’ externally, non-
financial rewards can satisfy employees just as lmemaking them feel like a valued part of
an organization and showing them that they areesmjgied. People look at these things more
in terms of information about their worth to thengmany and their ability to achieve and
succeed with their goals. Examples of non-findn@avards include job security, personal
development programs, praise or recognition andl ageémployee recognition programs. Non-
financial reward can be extrinsic such as praiseeocognition or intrinsic associated with job

challenge or interest.
1.1.3 Employee Motivation

Dessler, (2008) defines Motivation as the force @eergizes, directs, and sustains behavior
Employee Motivation is an employee's intrinsic eisihsm about and drive to accomplish
activities related to work. An individual's motii@t is influenced by biological, intellectual,
social and emotional factors. As such, motivatisraicomplex, not easily defined, intrinsic
driving force that can also be influenced by exaérfiactors. Every employee has activities,
events, people, and goals in his or her life trabhshe finds motivating. So, motivation about
some aspect of life exists in each person's consoess and actions. Employee motivation is
pegged on the motivation theory that is concernild what determines goal directed behavior
and how behavior is initiated by needs and expiects on achievement of goals which will
satisfy the need. Pfeiffer, (2009) views the preagismotivation as being initiated by someone
recognizing an unsatisfied need, a goal is theabéshed which, it is thought will satisfy the
need, and a course of action is taken to reachgdhkand satisfy the need.

Employee motivation at work can take place in twaysi Intrinsic motivation: It can be
described as the process of motivation by the vitsgtf so far as it satisfies people’s needs or
at least leads them to expect their goals will tléeved. Rose, (1998) views this motivation to
being derived from the content of the job. Intrmsiotivation is itself generated in that people
seek the type of work that satisfies them, buhag@ment can enhance this process through
their values as well as employee empowerment, grapldevelopment and job design policies
and practices. The factors affecting intrinsic watiion include responsibility, scope to use and

develop skills and abilities, as well as challeggivork and opportunities for advancement.
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Extrinsic motivation: Armstrong, (2006) views thigd of motivation as being derived from
what is done by the management to and for employeewnotivate them. It arises when
management provides rewards to employees at wock s$ increased pay, promotion,
recognition and even awards. Extrinsic motivatian bave an immediate and powerful effect

on employees but does not last for long as comparedrinsic motivation.

Dessler, (2009) holds the view that employers havéigure out how to inspire employee
motivation at work, and to create a work environtrierwhich an employee is motivated about
work. This involves both intrinsically satisfyingn@ extrinsically encouraging factors.
Employee motivation is the combination of fulfigjnthe employee's needs and expectations
from work and the workplace factors that enable leyge motivation - or not. These variables
make motivating employees challenging. Employerdeustand that they need to provide a
work environment that creates motivation in peofet, many employers fail to understand
the significance of motivation in accomplishing itheission and vision. Even when they
understand the importance of motivation, they ek skill and knowledge to provide a work
environment that fosters employee motivation., téi@cthat are present in a work environment
that many employees find motivating include: mamaget and leadership actions that
empower employees, Transparent and regular comiutiorc about factors important to
employees, treating employees with respect, progidegular employee recognition, Feedback
and coaching from managers and leaders. Above tindagerage benefits and compensation,
providing employee perks and company activitiesl, positively managing employees within a

success framework of goals, measurements, andectpactations.
1.1.4 Impact Marketing (K) Limited

Impact Marketing (K) limited is a private limitetbmpany which was founded in the year
2003 with the goal to be a one shop Marketing @admunication Company that provides
Quality and comprehensive branding and printirggvises with emphasis to quality to its
clientele .It has one major office and productianwision located at Upper Hill in Nairobi

County, It provides branding, printing and custamizoromotional gift items such as branded
stationary, clothing, umbrellas, mugs and baggstlarge clientele in the corporate world who

include the Kenya Commercial Bank, Central BankKeihya, Telkom Kenya as well as
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GlaxoSmithKline Kenya limited just to mention batfew of its clients. Impact Marketing (k)
limited operates with a turnover of thirty five Man Kenyan shillings with profits exceeding

twenty million Kenya shillings annually.

The company has been operating on positive groiutte sts inception in 2003 as indicated by
increasing revenue and profit margins that have le&reasing steadily over the years. Impact
marketing  mission is to be a market leader gating perfect choice of plan for branding
solutions for its clients. The company has a tafal36 employees who fall under three
departments namely-Sales department, productionarttepnt and the administration
department. Impact Marketing just like any othedioe sized company is now struggling to
motivate its employees in a cash strapped econamy thus has put in place emphasis on
several non-financial reward to improve employerotivation .It has thus started to
motivate its employees with non-financial rewardslsas recognition, career development
,good leadership as well as Safe working enviremmvith the overall aim of having more
motivated employees who provide greater job peréorce leading to higher levels of job

satisfaction and overall development of the oizgtion.
1.2 Research Problem

Financial rewards have for a long time been usedrganizations as a means to motivate
employees. People can find some use for the extrzey included in a raise or a cash bonus,
so providing extra income has always provided jrakttangible benefits However, due to
harsh economic times, organizations are lookingfber alternatives to sustain motivation and
non-financial rewards are greatly used. The chg#eis if the impact of these non-financial
rewards is strong enough to create a sustainabfetavhaoost employees’ motivation to work.
Also, as stated by Grant, (2002)employees are motivated by money—at least for sogeof
time, however the motivational power of money ofterars off as employees simply get used
to their current level of compensation. Many stadiave confirmed that as long as employees
are paid competitively, money is not the main fatiat leads to job selection or performance.
Ultimately, most people are motivated more by tlmlnthey do and the environment in which

they work than by the money they earn.



Pfeiffer, (2009) argues that the compensation amdrds system offered to employees should
include both monetary and non-monetary ideas, &g the need to identify those non-
financial reward that greatly motivate employeedaday’s cash strapped economy, and in a

society where has money is no longer a motivatoefoployees.

Impact Marketing just like any other medium sizednpany is now struggling to motivate its
employees in a cash strapped economy and thus sihee January 2014 put in place
emphasis on several non-financial reward to impremployee motivation which has
caused positive significant changes in employeavaitbdn. The Non —financial reward offered
by Impact Marketing for its staff are: praise aratognition for job well done, career
development programs to provide employees withodppities for advancement and growth
as well as Job enrichment/Enlargement opporturitiesmployees which has caused positive
significant changes in employee performance, wipidmpted my research on the perceived
relationship between non —financial reward and Exyg¢ motivation at this company, and
also identify the most preferred type of non —ficial incentive at this company, which leads

to the greatest employee motivation and oveoallgerformance.

Pekola (2005) in his study of modern workplace aradivation identified a link between non-
financial reward and employee motivation, where thesearch findings revealed that
organizations that gave employees non-financiaardvihad motivated employees as opposed
to organizations that did not provide these rewartheir employees. Pekola identifies a link
between non-financial rewards and employee motwabiut this are just correlation studies he
does not identify the cause —effect relationshigvben the two. Gielen (2006) in his study on
non-financial reward and their effects on employmeSwitzerland identifies a link between
provision of these reward and employee motivatiod averall job satisfaction. Orwa (2009)
researched on the perceived relationship betweenfinancial rewards and motivation at
Bamburi cement and found that when employees wigsngon- financial rewards, they were
motivated as opposed to when the management didivetthem any non- financial rewards.
Kiilu (2010)in his study on determinants of emy@e motivation at EPZ clothing factory in
Athi River identified that non —financial rewardsich as praise /recognition and career

development greatly motivate employees at théhielg factory. However, his study just



identifies the co-relation but does not addressctiesal connectivity of the relationship. The
present research is designed to fill these idedtifiesearch gaps and further validate the
existing sparse evidence on non-financial rewartts employee motivation relationship by
examining of employee perception of non-financeward sand motivation relationship at

Impact Marketing (k) Limited.
1.3 Research Objective

The main objective of the study is to determine pleeceived relationship between non —
financial rewards and employee motivation.
Specific objective include:
1) Establish the non-financial rewards offered gvdit Marketing
2) To determine Impact Marketing employees’ perceptbrthe non-financial rewards
offered at their place of work.
3) To establish the extent to which non-financial redgaoffered by impact Marketing

motivate the employees.
1.4 Value of the Study

The understanding of the relationship between muamtial rewards and employee motivation
will be useful to human resource rewards and benedpecialists as they formulate and
implement employee reward schemes that best atetemployees. The study findings will
also be useful to them when determining the bestcehof reward program to provide to
employees even without finances to do so, but nleslss create greatest employee

motivation.

The study findings will help Management of othegamizations solve the ever growing

challenge of motivating employees on a cash padgudget , as well as provide ways to
best motivate employees in the era where the Us®pey or financial rewards as a means to
motivate employees is slowly diminishing. The stugsovides insight on challenges that may
be faced in the quest to motivate employees and they can avoid them, and thus help

management of other organizations know how bestdtivate their employees.



The study will contribute towards the literature aon-financial rewards and employee
motivation. It is hoped that the research finding# be useful to scholars, who may find

useful research gaps in this area, that may stieuderest in further research in future, thus
contributing to the body of knowledge in these ar@acommendations will be made on
possible areas of future study.



CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction

This chapter covers literature review related e study. It includes a review of various
studies conducted by researchers on theoreticahdftions, Non-financial rewards and

motivation.
2.2 Theoretical Foundations for the Study

The study is grounded on Maslow’s hierarchy of hnmaeds theory and Hertzberg two —
factor needs theory.

2.2.1 Maslow Hierarchy of Human Needs Theory

Grobler et al.,(2006) identifies Maslow hierarchfy Human needs theory, as a motivation
theory that was propagated by Abraham Maslow, 9431According to Maslow, Human
needs are split into five levels namely physiolagiteeds, safety needs ,social needs, and self-
actualization needs. According to Maslow, (1954 litw level physiological needs crucial for
survival include food, shelter, clothing and relfedm pain. This can be met by a common
strategy used by management to motivate employ@esxample provision of money, job
security, meals, leaves to motivate employesds, lével is followed by safety needs. This
level of needs according to Schulze, (2003) inclbéeg protected against physical and
psychological harm, within a surrounding ,and amigations may react to these needs by
providing a safe, non-toxic and healthy workingvismnment job security and reward
packages that are in compliance with the legistasind regulatory framework. Grober et al.,
(1998) identified that in this level these sbaieeds are evidenced by need for love and
belonging, and also need to fit into an environmeahnection with colleagues and superiors
,support and recognition by others as well asasanteractions.

Meyer et al., (2005) is of the view that thesedsecan be addressed by encouraging a team
driven environment, providing close leadership grmlp participation to motivate employees.
In level four needs, refer to need for self —coafide and respect from others, the requirement

and acknowledgement of who we are and what we dbigkly important, intrinsic and
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extrinsic motivation originates from this need. Tdrganization could address these needs by
using helpful support Programs and providing symior recognition and including lower
level-employees in strategic conversations. On |ldwe hierarchy, Groberet al,(1998)
defines self-actualization need as the neede#ize ones potential and to nurture into
exceptional individuals. Roberts, (2005) links angations which recognize this kind of need
as those that put emphasis on opportunities fol@mps to address personal growth matters.
Grobler et al., (2006), suggest that organizatghsuld, amongst others provide opportunities

for personal development and reward exceptiondbpaance.

Maslow’s theory highlights that organizations midgntify the level of needs at which the
employee is present at, and then the needs mumiidressed as drive for motivation. Shulze,
(2006) asserts that if the basic needs are ngtthee organizations will not be able to fulfill
the other level of needs. Not all employees arectitd by a similar set of needs, and thus it is
through this realization that organizations areunesgl to tailor reward programs that suit an

employee’s needs.
2.2.2 Hertzberg Two Factor Need Theory of Motivabn

Armstrong, (2007) links the two factor theory of twation to having been propagated by
Hertzberg in 1968. Hertzberg, (1968) believes taat employee has two set of needs,
motivation and hygiene needs. He identifies hygitawtors also known as dissatisfiers as
those factors closely related to the working emvwinent and include rates of pay, company
policy, working conditions. Hertzberg believed thggiene factors do not motivate employees.
Hertzberg, (1968) is of the view that these fextare perceived to be acting as motivators for
individuals to reach superior performance and efftireffectively met the employee is neither
dissatisfied nor satisfied. On the other hand natitn factors also known as satisfiers such as
achievement, recognition, as well as personal droteyn, (2002), identifies that these
motivational factors place emphasis on the wore&lfitey providing opportunities for higher
needs attainment. These motivation factors predamtiy refer to the environment and assist
to avert job frustration issues, while not havingteworthy influence on positive attitudes.

Schulze, (2003), views this theory as being gja¢ive that it is not extrinsic factors for
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example salary, organization benefits and job sgcuwhich motivate employees, but rather
intrinsic factors such as achievement, recogniioa responsibility.

Hertzberg reasoned that motivators are factors phaduce real satisfaction. Nelson et al.,
(2003), argue that although hygiene factors atenmotivators, they are a pre-requisite for
motivation, Organizations must focus on safeguardime suitability of hygiene factors to
elude employee dissatisfaction this view is supmmbiby Hertzberg, (1968) who states that
organizations must make sure that job roles araging, exciting and fulfilling so that people

are motivated to work.
2.3 Non- Financial Rewards

Bratton, (2007) defines rewards as referring tarahetary, non-monetary and psychological
payments that an organization provides for its eyg®s in exchange for the work they
perform. Banfieldet al, (2007) identifies non-financial rewards as p®fogical or intrinsic
rewards that people do, and their working enviromtmAccording to Hertzberg,(1966),whilst
financial rewards are purely hygiene factors ,noarsicial rewards address the psychological
needs of employers and can unlock latent effori engender greater organization
commitment. Pfeiffer, (2006) identifies that nondncial rewards focus on achievement,
recognition, responsibility, influence and persogedwth. Non-monetary rewards are more
varied and unique than monetary rewards and offegjomadvantages. They help meet
employees’ needs for recognition, growth and resyiiity and most can be relatively
inexpensive. Torrington, (2002) establishes thathi@ organization, non-monetary rewards
range from small merchandise rewards to certifcatd appreciation. The technical
requirements are equally varied, ranging fremards with no documentation (certificates
of appreciation) to rewards requiring managemesngsature (external rewards) before being
submitted to the employees Armstroagal., (1994) identifies that non-financial rewards
focus on the needs most people have and they m¢helneed for achievement, responsibility,

recognition, influence and achievement.
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2.3.1 Employee Recognition

Harrison (2009), defines Employee recognition ise ttimely, informal or formal
acknowledgement of a person's or team's behaviort er business result that supports the
organization's goals and values, and which haglglégen beyond normal expectations
Sarvadi,( 2005), establishes that the key famfusecognition is to make employees feel
appreciated and valued. Mason, (2001) in his rebehas proven that employees who get
recognized tend to have higher self-esteem, marédamce, more willingness to take on new
challenges and more eagerness to be innovative. dfganizations to address these
expectations an understanding of employee motinai® required, of which employee
recognition is one of them. Beer al, (1984) views Employee recognition programs toetov
a wide spectrum of activities. They range from anggneous and private thank you to broad
and formal programs in which specific types of héhaare encouraged and in which the
procedures for attaining recognition are clearlenitified. Robbins, (2005) identifies
appreciation is a fundamental human need. Employessond to appreciation expressed
through recognition of their good work because ahfems their work is valued. When
employees and their work are valued, their satisfacand productivity rises, and they are
motivated to maintain or improve their good workosRan, (2005), asserts that when
management send clear messages to all memberof@any informing them about expected
attitudes and behaviors, and praise or recognized gperformance, employees feel
appreciated, thus praise and recognition are esgkemtaan outstanding workplace. Kim, (2004)
views employee recognition as a fundamental aspeeimployee motivation as everyone

wants a pat on the back to make them feel good.
2.3.2 Employee Voice

Bryson et al., (2006) defines Employee voice as any union or moion based method of
communication between employees and managemerkeRaical, (2003) define Employee
voice as the term increasingly used to cover a &haliety of processes and structures which
enable and contribute which enable and sometimg®eer employees directly and indirectly
contribute to decision making in the firm. Mill Wbet.al (2000) views employee voice as the

ability of employees to influence action of employ8alamon, (2009) is of the view that
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Employee voice improves communication and encowragef retention through fair treatment
thereby increasing employee motivation. Marchingtoral, (1958) identified two forms of
employee voice and these according to their studyepresentative participation and upward
problem solving. They identified joint consultaticemmittees as the most common form of
representative management where management andyaplrepresentatives usually but not
always meet on a regular basis to discuss issuesiutflal concern. Armstrong, (2007)
identified various forms of upward problem solvimgnd these include attitude surveys,
suggestions schemes as well as project teams. ROERH01) see employee voice as a form of
intrinsic motivation that helps employees to puttheir best. According to him, participating
in decision making and having a say in issues dffatt employees help them to put up their
best. According to Freemaat al, (1984), that employee voice plays a vital roleninimizing
turnover rate as they provide employees with thieevonechanisms through which they can
rectify the work related problems and can negotlatgher compensation packages. Their
arguments are supported by Beitial., (2002) who believe that employees in union setarps
expected to have higher compensation than theydaar in similar jobs in non-unionized set
up and secondly unions strengthen employees byidingvthem with a voice in determining
policies that reduce pay inequality, grievance ambitration procedures for appealing

managerial decisions.
2.3.3 Quality of Work Life

Robbins (1989) defines Quality of work-life as @qess by which an Organization responds
to employee needs by developing mechanisms to dltmm to share fully in making the
decisions that design their lives at Wwo€ohenet al., 1980) describes Quality of work life as
an intentionally designed effort to bring out ircsed labor management, and co-operation to
jointly solve the problem of improving organizatadn performance and employees’
satisfaction. Sirgyet al ., (2001) views Quality of work life as being depittby favorable
conditions and environments of a workplace thatpsup and promote employee job
satisfaction by providing employees with better aeiv systems, job security and growth
opportunities. Cascio, (1998) argued that employels work in organizations where Quality

of Work Life exists, will like their organizationsnd feel that their work fulfills their needs.
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Eventually, the fulfillment of employees’ needs Iwtligger their satisfaction with the job,
commitment to their job and hence leading to ddsing tenure at their workplace. According
to Maslow, (1954) specifically, these needs encasphealth and safety needs (protection
from ill health and injury at work and outside obrk, and enhancement of good health);
economic and family needs (pay, job security, artdero family needs); social needs
(collegiality at work and leisure time off work)steem needs (recognition and appreciation of
work within and outside the organization); actuaiian needs (realization of one's potential
within the organization and as a professional);videdge needs (learning to enhance job and
professional skills); and aesthetic needs (cragstiai work as well as personal creativity and
general aesthetics).

2.3.4 Enriched Jobs

Reed, (2005) defines Enriched jobs as jobs thatrafted in a way to motivate employees by
giving them more responsibilities and variety ireithjobs. Leechet al., (2004) view Job
enrichment as a type of job redesign intended terse the effects of tasks that are repetitive
requiring little autonomy. Some of these effects lamredom, lack of flexibility, and employee
dissatisfaction Hackman and Oldham, (1980) claiat #ithough many employees desire the
additional challenge and responsibility associatéti performing enriched jobs, others may
not. Therefore, leaders should consider severalenators when attempting to enrich jobs to

motivate.
2.3.4.1 Knowledge and Skill

Employees whose capabilities fit the demands atked jobs are predicted to feel good about
the job and perform well. Those who are inadequoafeel inadequate in this regard are likely
to experience frustration, stress, and job didsati®n. These feelings of inadequacy may be
especially intense for employees who want to dooadgjob but realize that they are
performing poorly because they lack the necessaoyledge and skills. Thus, leaders need to
assess carefully the competencies of employeesenjobis are to be enriched. Training and
development programs may need to be implemented) alcth an enrichment program to help
such employees attain the needed competencies.
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2.3.4.2 Growth-Need Strength

The degree to which an individual desires tppaotunity for self-direction, learning, and
personal accomplishment at work is called growtbenstrength. This concept is essentially
the same as Abraham Maslow's (1970) esteem andactakilization needs, Clayton
Alderfer's (1972) growth needs, and Frederick Herzberg'99R0motivation factors.
Employees high in growth-need strengths tend tpared favorably to enrich jobs. Graen
et al., (1986) view that these employees experience grgake satisfaction; are highly
motivated; are generally absent less; and prodaterbquality work than employee slow in

growth-need strengths
2.3.4.3 Context Satisfaction

Context satisfaction is the degree to which emmeyare satisfied with various aspects of
their job, such as salary, quality of supervisiatationship with supervisors and co-workers,
and working conditions. Contextual satisfactionsisilar to Herzberg’s(2009) hygiene
factors. Employees who are extremely dissatisfigl their supervision, salary and benefits,
and working conditions are less likely to respoadofably to enrich jobs than are employees
who are satisfied with these factors. Other conigxfactors for instance company policy and
administration, status, security, travel requiretegand group norms also can affect employee

satisfaction with their jobs.
2.3.5 Strong Organization Values

Kennethet al, (2003) defines organization values as those ramglwrganization beliefs that
influence the choices we make among available mearends at the organization. Liedtka,
(1989) defines organizational value as the impaorpaimciples that guide the behavior of the
organization and are communicated and rewardedirwitie organization. Strong values
system is said to exist when organization membbkeseskey values related to acceptable
behavior within the organization and the organ@asi strategic direction and, more important,
that they share the espoused values of organizhtieaders. Brown (1998), states that there is

a link between Organization Values and motivatiofadtors which are essential for the
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organization’s performancé&trong Organizational Values creates energy aochentum. The

energy will permeate the organization and createva momentum for success.

According to Boddy, (2002) strong organizationdlues has an important and direct influence
on behavior and motivation of the people of an nizmtion. Organizational values plays a
significant role in an organization regarding howople feel about their work, levels of

motivation, commitment, and in turn job satisfantio These views are further backed by
Sempaneet al., (2002) by explaining that people are the key fecfor competitiveness and

organizations can demonstrate highly complex satialcture because of their organization
value strength. Schneider and Synder, (1975) hbadievthat there is a clear mutual
interdependence between organization and its erapyywhere both the parties have an
impact on each oth&r potential in achieving success. Such a relatieesgoirth to the relation

of employee motivation and job satisfaction Motisatcan be seen to be linked to Strong
Organization value by looking at the five sourcésmmtivation. Kantar, (1989) proposes that
employees are motivated through mission (inspiemgployees to believe in the importance of
their work), agenda control (enabling employeescaatrol their careers), a share of value
creation (rewarding employees for successful edjortlearning (providing learning

opportunities) and reputation (giving employee'parfunity to get a name for themselves).
2.3.6 Meaningful Work

Prattet al,(2003) defines Meaningful work as work that enyples believe is significant in
that it serves an important purpose Meaningfulmesgork according to Rosset al., (2010).
captures the amount or degree of significance eyspl believe their work possesses .This
view is supported by Hackmaat al, (2010) who see Meaningfulness as being &ssoc
with numerous work-related benefits, including sased job satisfaction, motivation, and
performance (these can be done through craftisfgsiaas employees can craft their
interactions with others at work in ways that fosteeaningfulness through altering with whom
and how they form connections and relationshipspleyee interactions even short-term
connections, particularly high quality connectiqndere employees experience mutual trust,

positive regard, and vitality), can be highly cansential.
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Maitlis, et al, 008) view high quality connections between pe@ke associated with more
adaptability in jobs and careers increased job citmemt and more positive work attitudes,
better physiological functioning and recovery frpain and suffering, as well as, relationships
with others on the job provide key inputs to howpbogees make sense of the meaning of their

work, the job, and themselves and thus create mgtutiwork.
2.3.7 Work —Life Balance

Hudson, (2005) defines work-life balance as astatiory level of involvement or Fit between
the multiple roles in a person's life. According Estes,(2005) it includes elements of
organizational support for dependent care, flexvibek options, and family or personal leave
Hence these practices include flexible work howrg.( flextime, which permits workers to
vary their start and finish times provided a certaumber of hours is worked; compressed
work week, in which employees work a full week'srthioof hours in four days and take the
fifth off), working from home (telework), sharingfall-time job between two employees (job
sharing), family leave programs (parental leavep#idn leave, compassionate leave), onsite
childcare, and financial and/or informational assise with childcare and eldercare services.
According to Michael, (2005) Work-life balance midis can assist employees achieving a
balance between their work and personal commitnteatss right for them. The policies need
to be supported by the workplace culture, whicleot$ the beliefs, values and norms of the
whole of the organization from the CEO to staff nbems in order to improve employee

engagement and motivation.
2.3.8 Good Leadership

According to Yukl, (1994) leadership is the proce$snfluencing followers. There are two
main types of leadership, transformational leadprsAnd transactional leadership.
Transformational leaders are charismatic. Bas97q)LStates that they motivate subordinates
and appeal to their ideals and moral values bytiaiggand representing an inspiring vision of
the future this form of leadership involves theatien of an emotional attachment between
leaders and employees. Transformational leadeesdatkal interest in the well-being of their

employees.
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As suggested by Jin, (2010) transformational lestdprintegrates the elements of empathy,
compassion, sensitivity, relationship building, amshovation. According to it fosters a
climate of trust, nurturesemployees' confidence, and encourages their individual
development. In addition, transformational leadgrshcludes the elements of participative
decision making and sharing of power. Transactitewdership is an exchange process. It is a
matter of contingent reinforcement of employeesetlasn performances. It motivates
subordinates by appealing to their personal desibesed on instrumental economic
transactions. Transactional leaders generally ugan@zational bureaucracy, policy, power,
and authority to maintain control and motivate esypks. Bennet, (2009) states that good
leadership plays an important role in the attainnenorganizational goals by creating a

climate that would influence employees' attitudestivation, and behavior.
2.3.9 Safe Working Conditions

Guldenmund , (2000) identifies organizations thadst of safe working conditions as those
that have those aspects of the organizational reulivhich will impact on attitudes and
behavior related to increasing or decreasing Bse culture of an organization is the product
of individual and group values, attitudes, peraami competencies and patterns of behavior
that determine the commitment to, and the style @wofdiciency of, an organization’s health
and safety management. Dessler, (2009) points haitdrganizations with a safe working
conditions are characterized by communications dednon mutual trust, by shared
perceptions of the importance of safety and by idente in the efficacy of preventive
measures. Hale,(2000) asserts that organizatioais provide its employees with safe
working condition have a positive safety cultune aharacterized by communications
founded on mutual trust, by shared perceptions@importance of safety and by confidence
in the efficacy of preventive measures. As pointed by Pidgeon, (1994) safe working
conditions in organizations may be reflected angmenoted by four factors that are senior
management commitment to safety; realistic andiflexcustoms and practices for handling
both well-defined and ill-defined hazards; continsoorganizational learning through
practices such as feedback systems, monitoringaaatlzing; and a care and concern for

hazards which is shared across the workforce.
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2.3.10 Autonomy and Control

Bowenet al.,(1999) define autonomy and control as giving amplegee a discretion or
latitude over certain task related activities.ri®laardet al., (1996) for instance argued that
Autonomy and control is not only having the freedmnact, but also having higher degree of
responsibility and accountability. Mohammetal, (1998) states that Autonomy and control
is a state of mind. An employee with this stateniid experiences feelings of control over
the job to be performed, awareness of the contexivhich the work is performed,
accountability for personal work output, sharedpogsibility for unit and organizational
performance, and equity in the rewards basadndividual and collective performance.
This indicates that management must grant autoremmdycontrol to their employees so that
they can be motivated, committed, satisfied andstagske organization in achieving its

objectives
2.3.11 Achievement

Pfeiffer, (2009) defines achievement is something@ployee does, such as reaching a goal
or completing a project, using her skills, effortdapersistence. According to psychologists
Abraham Maslow, Fredrick Herzberg and David Mc@etl, the need for achievement is a
psychological motivator that employees can devekgp pointed out by Armstrong, (2009)
wise managers’ help foster a need for achievemetheir employees because it can mean
performance improvement, increased productivity antployee retention. Employees can
develop a need for achievement when trust and aoignare present in the work
environment. Employees who know their managers titusm are more likely to meet or
exceed performance goals, McClelland, (1997) saypl®yees develop a need for
achievement when they see value in it and when wbek environment supports it.
Recognizing achievement is a straightforward apgrda developing trust and encouraging
employees to set and achieve goals. He furthgessthat giving work-specific recognition in
a timely manner validates employees' work levelgobf satisfaction, employee motivation

and encourage achievement in their coworkers.
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2.3.12 Career Development

Graham, (2001) describes career development awdiiean individual's career unfolds, and
the various activities undertaken by the individoakheir organization to facilitate this. The
evolution or development of a career is informedviothin a specific field of interest for
instance with career, job, or task specific skdls by-product, Success at each stage of
development, educational attainment commensuratéh weach incremental stage,
Communications, which is the capacity to analylycatflect your suitability for a given job
via cover letter, resume, and/or the interview ps3c and (understanding of career
development as a navigable process. Rivera, (200@)s out that career development is a
major tool for attracting, motivating and retainiggod quality employees. Purcat al.,
(2003) found that providing career opportunitiepme of eleven key practices that influence

organizational performance.
2.4 Motivation

Guayet al,,(2010), define Motivation as the reasons undeglypehavior. Gredleet al (2004)
broadly define motivation as the attribute that e®ws to do or not to do something.
Motivation involves a constellation of beliefs, peptions, values, interests, and actions that
are all closely related. Motivation was describgRobbins, (2003) as the result of interaction
between individual and situation. Robbins acknogéztithat people have different needs and
the interaction of the situation and individual caa either reinforcing or hindering one's
motivation. Mitchell, (1982) said that motivationeans those psychological processes that
cause the arousal, direction, and persistence bfntary actions that are goal directed.
Armstrong, (2009) asserts that people are mad/athen they believe that a certain need will
be satisfied by achieving a wanted goal or rewanckvwill satisfy their needs. Arnold et al.,
(2010) found three components of motivation nanihgction - what a person is trying to do,

Effort - how hard a person is trying and Persistenicow long a person keeps on trying.

There are two kinds of motivation as Hertzberg let(2987) described: intrinsic motivation
which derives from the individual itself and onelfethat he or she does not necessarily need
external stimuli to obtain this motivation (for ample money). The second type of motivation

is extrinsic which results from the external fastof the individual.
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Such as getting money. Individuals who are possg®xtrinsic motivation will be motivated
by the stimuli coming outside the individual aneithmotivation will be the sum of efforts
made to motivate them in an organizational contaxtorms of rewards, promotion, pay
increases and punishment. Armstrong, (2009) cdeduhat the intrinsic motivation is more
powerful in the long run as it is integrated the individual and not coming from the
outside whereas the extrinsic motivation mightehpowerful and visible effects fast but these
are not lasting long as the stimuli is coming algsihe individual. Osterloh and Frey, (2000)
defined an individual to be extrinsically motivatedien employee needs are indirectly met
through the use of monetary rewards. They descrgsed for performance to be the ideal
incentive for the extrinsically driven employeest lamed it to lack the long-term results.
They described money to be a goal which glewisatisfaction independent of the actual
activity itself. An interesting viewpoint regardinipe issue has been proposed by Wylie,
(2004), according to which members of managementgrily should be able to maintain the
level of their own motivation at high levels in erdto engage in effective motivation of their
subordinates. Accordingly, Wylie, (2004) recommendmagers to adopt a proactive approach
in terms of engaging in self-motivation practic€sirthermore, Wylie, (2004) recommends
concentrating on specific variations of intangilbb®tivational tools such as celebrations of

birthdays and other important dates with the pigditton of whole team.

According to Thomas, (2009) the main challenge otivation in workplaces is identifying

what motivates each individual employee taking imtgount his or her individual differences.
In other words, individual differences have beeec#fed by Thomas (2009) as the major
obstruction for management in engaging in emplogesivation in an effective manner.

Lockley, (2012) on the other hand, addresses timesssue focusing on cross-cultural
differences between employees in particular. Najmaliture can be explained as knowledge,
pattern of behavior, values, norms and traditidmsed by members of a specific group, and
accordingly, cross-cultural differences is percdite be a major obstruction in the way of
successful employee motivation. This point has leegiained by Lockley, (2012) by insisting

that certain practices such as engaging in coristeuarguments and dialogues in workplace

can prove to be highly motivational for the repreagves of Western culture, whereas the
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same set of practices can prove to be counter-ptiv@ufor employees from Asian countries
due to vast cross-cultural differences.

2.5 Non-financial Rewards and Employee Motivation

According to Whetteret al (2007).The essence of rewards is to establidtadi@ with
desired behavior and the outcome that makesrtipogee feel appreciated. Khan, et al.,
(2013) point out that Non-monetary rewards playgmnicant role in the perception of the
employee regarding the reward climate in the wa&@l When organizations pay attention to
non-monetary tools such as opportunity of increpdsholiday and family benefits, the
employee esteems the organization to be a supgatid caring organization. Rewards are
important factors that explain certain job aspetttat contribute significantly to the
organization such as job satisfaction. Recogniisoiine most common and powerful tool that
is being used in the organization to drive emplogegagement. Sun, (2013) further identifies
three conditions that are necessary fort the efectse of recognition tool. First recognitions
should be used frequently; recognition needs tprbgided every one week to employees so
that they can feel valued. Second, recognition Ehbe specific, and identifying what is
recognized makes it meaningful and critical. Thredyards should be timely, that is, it should

take place shortly after the employee action tiesedves recognition occurs.

Deeprose, (1994) argues that rewards have a signifimpact on employees’ motivation and
productivity. Effective use of rewards results mproved performance of the organizations.
Employees take rewards as part of their feelofggalue and appreciation and as a result it
increases morale employees’ morale, which eventiradreases efficiency of organizations. It
is for that reason, Danish, (2010) affirm that whemwards and recognition are properly
implemented , a good working atmosphere is provided motivates employees to achieve
high performance. Deeprose, (1994) mentiotined good managers motivate people by doing
things that acknowledge their accomplishments drel treward people by giving them

something tangible. Alam, (2013) investigated timpact of employee recognition as a factor
that predicts their contribution. The result shawsorrelation between monetary reward and

employee contribution.
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However, Murphy, (2007) used an online survey talgtthe effects of monetary and non-
monetary incentives on lab or turnover. The resoitthe study revealed that no significant
difference was found in lab or turnover. Zaman,1@0examined the relationship between
extrinsic rewards, intrinsic rewards and motivatimmong employees of three non- profit
organizations in Mombasa County namely Muslim faunkan rights (MUHURI), CARE

Kenya and | Choose Life (ICL). The study used 181das and the results show that extrinsic
rewards correlate directly with employee motivatighile intrinsic reward does not make any

significant impact on employee motivation.

Studies involving non-monetary rewards and job waditbn show positive relationships.
Hayati et al.,012) investigated the relationship between noaramal rewards and job
motivation and identified a positive relationshiphis means that employees that are
intrinsically motivated are more satisfied. Ra&012) studied the factors (job characteristics)
that have a significant impact on job motivationcag three private airline employees. The
findings show that supervision, relationships, pamture of the job and promotion
opportunities relate moderately to job motivatidiymon et al, (2010 found that intrinsic
rewards and job satisfaction are positively coteglalntrinsic and hygiene factors contribute
greatly to satisfaction in organizations among awpés. Tausif, (2012) investigated the
relationship between non-monetary rewards and pifsfaction among teachers in public
schools in Kisii County. The study used 200 samples were randomly selected. The
findings show that non-financial rewards are thestwowerful predictors of job motivation

and ultimately job satisfaction.

The effect of non-monetary rewards on employeés' jootivation has empirically been proven.
Lewis, (2013) posits that praise and recognitioa effective ways of motivating employee

behavior in the organization as they are considémedmost important rewards. Aktar et al.,
(2012) contend that non- monetary rewards which repFesented by recognition, learning
opportunities, challenging work and career advamcgnhave been found to be an effective tool
in motivating workers and consequently increaser therformance. This reward is highly

appreciated probably due the opportunity it ofiarserms of skill development of the workers

which in the long run could be translated to highenetary reward.
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Similarly, Erbasi and Arat, (2012) examined the aetpof financial and non-financial incentives
for food and hospitality sectors in the in Turkeydound that both financial and non-financial
rewards are important elements of job motivatiomnétheless, non-monetary rewards are
considered more important in terms of motivatiworkers to increase their performance

compared to monetary rewards performance in moityaemployees.
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CHAPTER THREE: RESEARCH METHODOLOGY
3.1 Introduction

This chapter discusses the methodology that wasd usthe study in an attempt to meet the
objectives of the study .It presents the approdal was used to conduct research ,and thus
includes the research design, population of thdystdata collection and analysis. For each

methodological approach used, efforts are madesty its use.
3.2 Research Design

Kothari, (2004) defines research design as a bturd which facilitates the smooth sailing of
various research operations, thereby making relsegfficient .A descriptive research design
was used as this research design is best switelithin information concerning the current
state of phenomena as is basis without changinghiaugy from the respondents response.
Descriptive research was also best suited as iihvislves description of events in the
environment which they occur in a carefully planmesy. Descriptive research design thus was
applicable to obtain information from employeésnapact Marketing about their perceptions
on the relationship between non-financial relvand employee motivation as is basis in

their organization.
3.3 Population of the Study

Population refers to all elements of the studyglements being investigated .The population of
the study comprised of all the employees of Impaatketing (k) limited, which has only one
branch and is based in Nairobi County, which hgmjpulation of 36 employees. A census

survey was carried out on all staff of the compsimge the population is relatively small.
3.4 Data Collection

Data was collected using primary sources which widmained through a structured
questionnaire, comprising of open-ended and clogedstions. Respondents were all
employees of the various departments; these depattmare human resource, Finance,
Marketing, Production, Procurement and Operatiorepadment, giving a total of

36respondents. The questionnaire was divided hreetsections.
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Section one was designed to obtain general infeomain person and organization profile.
Section two consisted of questions on non- findmelards offered at Impact Marketing and
Section three contained questions on non-finaneaards and employee motivation in the

company. The questionnaires were presented anddgleker.
3.4 Data Analysis

Before analysis, the data collected was verifiedctampleteness and consistency. Descriptive
statistics such as frequencies and percentages wger to analyze data. Pearson’s product
correlation was done to establish the relationdefgveen non-financial rewards and employee
motivation .The results were presented in formabfds and charts.

27



CHAPTER FOUR: DATA ANALYSIS AND FINDINGS
4.1 Introduction

The objectives of this study were to establish @eed relationship between non-financial
rewards and employee perception , to establismtmefinancial rewards offered at Impact
Marketing (k) and to establish the extent to whndn-financial rewards offered at impact

Marketing (K) limited motivate the employees.

Out of the targeted 36 employees, 30 responded tgukstionnaires. The response rate was
83% which was considered adequate for the objectofethis study. In this chapter, the
analyzed data is presented together with the retewderpretations. Findings have been
presented in three parts: person and organizatwiilep information relating to non-financial
rewards offered at Impact Marketing, and informatim non-financial rewards and employee

motivation.
4.2 General Information on the Person and Organizabn Profile

The respondents were asked to state their posititre company and the results were
computed in thdable 4.1.

4.2.1 Employee Position

Table 4.1: Employee Position

Frequency Percentage%
Top Management 4 13
Middle Management /supervisory 12 40
Unionisable 14 47
Total 30 100

Source: Research data
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The Table 4.1indicates that 47% of the respondents were usabfe, 40%were on middle
management/supervisory, with 45 being in top mamege position. This indicates majority of

the respondents were unionisable.
4.2.2: Gender of Respondents

The respondents were asked to state their genddhamesults were presented in Trable
4.2.

Table 4.2: Gender of Respondents

Frequency Percentage (%)
Male 16 53
Female 14 47
Total 30 100

Source: Research data

Table 4.2shows that 70% of the respondents were male \8Bié were female. This

indicates an even distribution of the gender ofrdspondents.
4.2.3 Age Bracket of Respondents

The respondents were asked to state their agethamdsults were summarized in fheble
4.3.
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Table 4.3: Age Bracket of Respondents

Frequency Percentage%
Under 20 years 0 0
21-30 years 14 47
31-40 years 12 40
Over 50 years 4 13
Total 30 100

Source: Research data

From theTable 4.3,it is evident that 47% of the respondents weravéen 21-30 years,40%
were between 31-40 years and 4% being over 50y smplies that majority of the

respondents were between 31-40 years.
4.2.4 Length of Service in the Organization

The respondents were asked to state their lengthreice in the organization and the results

were as in th&able 4.4.

Table 4.4: Length of Service in the Organization

Frequency Percentage(%)
Less than two years 0 0
2-5 years 22 73
6-10 years 8 27
Over 10 years 0 0
Total 30 100

Source: Research data
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From theTable 4.4it is evident that 22 out of 30(73%) of the respamnts had stayed in the
organization between 2-5 years, while 8 (27%) hagtesl in the organization between 6-10
years. This implies that majority of the responddrad stayed in the organization for between

2-5 years.
4.2.5: Existence of the Organization

The respondents were asked to state the tenuxestefree of the organization and the results were i
theTable 4.5.

Table 4.5: Existence of the organization

Range Frequency Percentage(%)
Less than Syears 0 0
6-10years 0 0
11-15 years 30 100
16-20years 0 0
21-25 years 0 0

Total 30 100

Source: Research data

Table 4.5 indicates that that 100% of respondents statetl thea organization had been in
existence for between 11-15 years. It is thus enitleat the organization has been in existence

for between 11-15 years.

4.2.6 Type of Non-Financial Rewards Offered at Impet Marketing

The respondents were asked to state the type ofimamcial reward by the organization and
the results are in thEable 4.6.
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Table 4.6: Types of Non-financial Rewards Offeredtdmpact Marketing

Non —financial rewards Frequency Percentage
%
Recognition 24 80
Employee voice 14 a7
Quality of work life 21 70
Enriched jobs 20 67
Strong organization values 10 33
Meaningful work 24 80
Work life balance 27 90
Good leadership 23 77
Safe working conditions 18 60
Autonomy and control 9 30
Achievement 12 40
Career development 15 50

Source: Research data

Table 4.6indicates that impact Marketing offers a wideie®r of non-financial rewards to its
employees, it is evident from the respondentpaese that work life balance (90%),
recognition (80%), meaningful work (80%) are thestn common non —financial rewards
offered at Impact, with Autonomy and control (30&d achievement 40% being the least

common non-financial rewards offered at impact hééing.

4.3 Importance of Non- Financial Rewards to Employes

The respondents were asked to state the importdmamn-financial rewards and the results are

presented in th&able 4.7.
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Table 4.7: Importance of Non-financial Rewards to Enployees

Response Frequency Percentage (%)
Not importani 2 7

Less important 0 0

Important 10 33

Extremely important 18 60

Total 30 100

Source: research data

Table 4.7 indicates that 75 of the respondents felt that-fnmemncial rewards were not
important to employees, 33% felt that non-finahm@avards were important, and 60% felt that
non-financial rewards were extremely importants.ithus evident from the table that majority

of the respondents 60% felt that non-financial nelsavere important to them.

4.3.1 Variance of Different Kinds of Non-FinancialRewards to Different Individuals

The respondents were asked to state if the org#omzaaried the kind of non-financial rewards

offered to different individuals in the organizatiand the results were presented atle 4.8.

Table 4.8: Variance of Different kinds of Non-Finartial Rewards to Different Individuals

Response Frequency Percentage (%
Yes 0 0

No 28 93

Don’t know 2 7

Total 30 100

Source: Research data

Table 4.8indicates that 93%of the respondents believettiebrganization does not vary the

type of non-financial rewards to different indivals, while 7% do not know whether the
33



organization varies the type of non-financial redgato different individuals. It is thus evident
that the organization offers similar non-finahecewards to all individuals.

4.3.3 Importance of Different Non-Financial Rewards

In order to understand importance of different fio@ncial rewards to employees, different
non-financial rewards were listed and respondesitedito rate them accordingly. Data was
analyzed using mean scores and standard deviatibmeanscoreofl2.5implies not
important, 2.5-3.5 less important and3.54.5 important. A mean score of>4.5impliesvery
important. A standard deviation of <1 means tha&réhwere no significant variations in
responses while that>1limpliesthattherewere sigmitivariations in responses. Thable 4.9

shows the results.

Table 4.9: Importance of Different Non-Financial Revards

Non-financial rewards Mean STDEV
Recognition 3.3 0.9
Employee voice 4.5 0.9
Quality of work life 3.9 1.0
Enriched jobs 3.8 14
Strong organization values 4.2 0.8
Meaningful work 4.0 1.3
Work life balance 4.1 0.7
Good leadership 4.3 0.6
Safe working conditions 4.1 0.7
Autonomy and control 4.1 0.8
Career development 4.5 0.7
Achievement 4.1 0.7
4.09 0.875

Source: Research data
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From theTable 4.9above it can be seen that most of the non-finanemards were rated to be
important with the mean scores in the range 0#43%-The only factor rated less important was
recognition (3.3). The overall mean score was 4m8lying that most of the non-financial
rewards were considered important to the resposdehihe overall standard deviation

was<lindicating that there were no significant &aons in the responses.
4.4 Non-financial Rewards and Employee Motivation

In order to understand the extent to which nonrfaia rewards motivate employees a
number of non-financial rewards were listed anghoeslents asked to rate them accordingly.
Data was analyzed using mean scores and standéedioies. A mean score of < 1.5 implies
no extent; mean score of 1A5implies small extent, 2.5-3.5 moderate extemnt3ak 4.5
great extent. A mean score of >4.5 implies veryagextent. A standard deviation of <1
means that there were no significant variationsegponses while that>limpliesthattherewere
significant variations in responses. The resukkssaammarized ifable 4.10.
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Table 4.10: Non-Financial Rewards and Employee Motation

Non-financial rewards Mean STDEV
Recognition 3.5 1.0
Employee voice 3.8 0.9
Quiality of work life 3.3 0.9
Enriched jobs 3.3 0.8
Strong organization values 3.7 1.0
Meaningful work 3.6 0.9
\Work-life balance 4.4 1.0
Good leadership 4.2 1.1
Safe working conditions 3.9 1.2
Autonomy and control 3.9 0.9
Achievement 3.8 1.0
Career development 3.3 0.9
Overall 3.75 0.966

Source: Research Data

From theTable 4.10,response from the respondents indicate that mamdial rewards greatly
motivate employees with a mean score range of 3.3ftbm the table it is evident that non-

financial rewards greatly motivate employees, twemat extent.
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Table 4.11: Relationship between Non-Financial Reavds and Employee Motivation

In order to establish the relationship between Nipancial rewards and employee motivation
Pearson product moment correlation was calculatetl the results are summarized in the
Table 4.11.

Non —financial reward Pearson correlation co-effiient
Recognition 0.87
Employee voice 0.91
Enriched jobs 0.76
Strong organization values 0.89
Meaningful work 0.77
Work life balance 0.97
Good leadership 0.9
Safe working condition 0.98
Autonomy and control 0.42
Authority 0.73
Career Development 0.52
0.80

Source: Research data

From theTable 4.11 the Pearson moment product correlation signifiepositive strong
correlation of a mean of 0.80 indicating a stroafationship between non-financial rewards

and employee motivation.
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND RECOMMENDATI ONS

5.1 Introduction

Employee Motivation is crucial for the effectivenictioning of personnel in any organization
as not only does it increase employees job satisfaas well as well as job retention and
overall organization performance (Dessler, 2009)e Tuse of non-financial rewards as a
motivator has been very effective, mainly becatiggavides intrinsic motivation, which last

longer and thus valued by employees as a motivator.

The main objective of this study were to establisé perceived relationship between non-
financial rewards as well as specific objectivegev® establish the non-financial rewards
offered at Impact Marketing (k) limited, to determailmpact marketing employees perception
of non- financial rewards offered at their placeanark, and to establish the extent to which
non-financial rewards offered by impact Marketingtimate the employees. This chapter
gives a summary of the discussions, conclusionsracoimmendations drawn after analyzing

data.
5.2 Summary

The main objective was to establish the perceietationship between non-financial rewards
and employee motivation, from the Pearson momenelkation, which was found to be 0.8
and thus signifying a strong positive correlatiGivieen non-financial rewards and employee

motivation.

The first specific objective was to establish rioancial rewards offered by impact
marketing and the findings were : popular rewaatismpact Marketing were  work life
balance 90%, good leadership 77%, recognition 8§8ke working conditions 80%, others
were achievement 47%, Career development 5@P#Aatonomy and control 30%

The second objective was to determine Impact Margetmployees perception of the non-
financial rewards offered at their place of worke tfindings were that most of the non-

financial rewards were rated to be important with imean scores in the range of 3.5-4.5.The
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only factor rated less important was recognitiorB3The overall mean score was 4.09
implying that most of the non-financial rewards &veonsidered important to the respondents.
The overall standard deviation was <1 indicatireg there were no significant variations in the

responses.

The third specific objective was to establishelxéent to which non-financial rewards offered
by impact Marketing motivate employees Most fioancial rewards were rated to a great
extent as the means cores were in the range3.hdl®eerall mean was3.75. This means that
non-financial rewards greatly motivate employedte fion-financial rewards that were found
to motivate employees the most were good leage(diR), career development (4.4), safe
working conditions (3.9) and autonomy and contBd®). The overall standard deviation was <

1 hence no significant variations in the responses.

5.3 Conclusion

Motivating employees is crucial for maximum empley@erformance and overall job
satisfaction in every organization. However notrgvdnd of reward given to employees to
motivate them has the same motivating effecthmm, as some rewards more so non-
financial rewards are highly preferred by empley#eis providing a greater motivating effect
on them. The effect of non-financial rewards on keyge motivation should not be overlooked.
Indeed there exists a strong positive correlatietwben non-financial rewards and employee
motivation, and thus employers should strive tovigt® their employees with non-financial
rewards as their motivating effect on employeemae long lasting and highly favored by
employees as well. Emphasis thus should be givemotfinancial rewards to motivate
employees because of the high motivating effeptavides to employees as well as having the

advantage of not being costly more so in this chsipped economic times.
5.4 Recommendations

Intrinsic motivation brought about by non-monetagyards at the workplace is more valued

by employees since they are long-lasting and hagatgnotivating effects. The use of non-

financial rewards to motivate employees shouldb®bverlooked, since as research findings

reveal, there is a positive linear correlation kew non-financial rewards and employee
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motivation, thus organizations should give promiee to this less costly and yet effective
methods of motivating employees . Employers shaléd vary the type of non-financial
rewards offered to employees as each non-finamelahrd is perceived to have differing

motivation effects on employees so as to creatarmar motivation.
5.5 Limitations of the Study

Out of a population 36 employees only 30filled antineed the questionnaires. The response
rate was therefore 86% with a none-response ratd%i Some respondents did not also fill in

some of the key data that was essential in compngith the findings and conclusions.
5.6 Suggestions for Further Research

Despite the limitations of this study, scholarsiddde able to utilize these findings to create
novel studies for further investigations on relasbip between non-financial rewards and
employee motivation. Studies could also be condudte other organizations other than
Impact Marketing (k) Itd in order to validate ovalidate the findings of this study. The study
findings are according to the employepsint of view. The scope of the study may also be
extended to cover the views of other key stakeMhsldespecially employers on their
perception of the relationship between non-findncewards and employee motivation.
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APPENDICES
APPENDIX I: QUESTIONNAIRE

Please give answers in the spaces provided anthediox that matches your response to

the questions where applicable

SECTION ONE: PERSON AND ORGANIZATION PROFILE

1) Name of organization-------=-=-===mmm oo

2) Which of the following best describes your posiion

a) Top management ()
b) Middle management/Supervisory ()
¢) Unionisable ()

3) Gender? (tick as appropriate)
a) Female ( ) Male ( )
4) What is your age bracket?

a) Under 20 years )(
b) 21 — 30 years )
c) 31 — 40 years )
d) Over 50 years X

5) Length of continuous service with the organma® (tick as appropriate)

a) Less than two years ()
b) 2 — 5 years ()
c) 6 — 10 years ()
d) Over 10 years ()

6) How long has your organization been in exist@nce

a) Under 5 years ()
b) 6 — 10 years ()
c) 11 — 15 years ()
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d) 16 — 20 years ()
e) 21 — 25 years ()

d) Other (SPECify) ------===-=mmmmmmmmmmm oo

SECTION TWO: NON-FINANCIAL REWARDS OFFERED AT IMPAC T
MARKETING

(7) Tick the type of non-financial rewards offerdry Impact Marketing from the list
provided below

(a)Good leadership ( )

(b) Safe working conditions ( )
(c)Recognition ()

(d) Quality of work life ()

(e) Work-life balance ()
(HCareer Development ( )
(g)Employee voice ()

(h) Enriched jobs ()

(i) Strong organization values ( )
(1) Meaningful work ()

(k) Achievement ()

(I) Autonomy and control ( )
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8)

How important Extremely | Moderately | Important | Less Not

are non-financial | Important Important Important | Important

rewards to you as

an employee?

9) Does your organization vary different kinds adndfinancial reward to different
individuals?
Yes () No () Dontknow ( )

11) If yes kindly explain how

SECTION THREE: NON-FINANCIAL REWARDS AND EMPLOYEE
MOTIVATION
(12) How important are the following non-finarlaiewards to you?

Very Moderately | Not

Non-Financial reward Important Important | Important Important

Employee Recognition

Employee voice

Quiality of work life

Enriched jobs

Strong organization values

Meaningful work

Work-life-balance
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Strong organization values

Good leadership

Safe working Conditions

Autonomy & Control

Achievement

Career Development

(10) To what extent do the following non-finanaievards motivate you ?

Non-Financial rewards

Very great
Extent

Great

Extent

Moderate

Extent

Less Extent

Not At All

Employee Recognition

Employee voice

Quiality of work life

Enriched jobs

Strong organization values

Meaningful work

Work-life-balance

Strong organization values

Good leadership

Safe working Conditions

Autonomy & Control

Achievement

Career Development
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(11) Suggest other non-financial rewards that waonbtivate you as an employee?

THANK YOU.
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