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While attending the Governor’s Economic Summit a few months ago, I heard 
several reports about Utah’s robust economy. Although most everyone agreed 
that Utah was doing better than many other states economically, it was also 
said that we are facing some hurdles in attracting outside companies. We 
have a very tight labor market — in July unemployment was at 2.7 percent, 
about half the national average — and housing costs have risen to meet the 
national average. No longer can outside companies count on low housing 
costs when considering Utah for their move. The same challenges apply to 
companies that have roots here too.

Motivating and 
Recognizing Employees

By Randy Hunt
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Current college graduates say they may change jobs 10 
times and careers four or five times during their lifetime. 
And if the recent past is any indication of what the future 
holds, there is a good chance that some of those careers 
don’t even exist yet.

On top of these challenges, add the fact that most 
Americans don’t get recognized at work the way they want 
to or ought to. Melissa Van Dyke of Maritz Rewards, based 
in Fenton, Mo., says, “Our studies have shown that only one 
in 10 people in America are recognized in ways that are 
meaningful to them.”

Canadian workers report the same problem. According 
to a poll taken through Selling Power magazine, of 2,300 
Canadian employees, a stunning 27 percent of workers 
said they had never received a compliment from their 
boss. Another 10 percent said they received their last 
compliment more than a year ago.

Managers in today’s workplace seem so busy that 
stopping to praise employees is low on their list of 
priorities. Often, when feedback does occur, it tends  
to focus on problems. Another theory is that many 
managers are so self-motivated, they expect everyone 
around them to be also.

Most employers are seeking greater loyalty from their 
employees, yet many have not determined iron-clad 
methods to achieve it.

Motivation and recognition issues go well beyond the 
typical workplace. Many people assume that motivation 
and recognition are primarily directed at traditional sales 
forces within traditional companies. Through our incentive 
travel fulfillment business (Columbus Groups + Incentives), 
we work with scores of organizations representing several 
different industries. We have found through years of 
experience that organizations such as manufacturers, 
franchisors, distributors, dealers, advertisers, broadcast 
media, insurance and real estate brokerages, and others 
all face the same dilemma: How do we motivate those we 
rely on to meet or exceed goals in selling, distributing or 
promoting our products or services?

To complicate matters, most organizations are dealing 
with the integration of baby boomers, Gen X, and Gen 
Y age groups into their compensation and incentive 
programs. Each generation has different needs and wants 
and is motivated differently.

Needs and Wants Assessment
Nearly seven decades ago, renowned psychologist 

Abraham Maslow presented his “Hierarchy of Needs,” 
which promoted the idea that once basic needs were met, 
people wanted more. You probably recall this theory, but 
let’s review it since it potentially has great significance in 
the workplace (in ascending order): 

Basic Needs
Physical Comfort (food, drink, clothing and shelter)
Security (from economic and physical danger)
Wants
Social Acceptance (love, togetherness, team work; acceptance from family, 
friends and neighbors)
Personal Esteem (honor, job, importance and title)
Self Realization (fulfillment of potential)

When applying Maslow’s hierarchy to motivation and 
recognition in the workplace, one would naturally assume 
that base or variable pay, health coverage, a retirement plan 
and life insurance would meet the basic monetary needs 
for physical comfort and security. Meeting the “wants” or 
the person’s anticipated income needs may appear more 
complex, but is doable and relatively easy to achieve.

Our company recently participated as a sponsor in the 
Smith’s Food and Drug charity golf tournament for Primary 
Children’s Medical Center. We provided travel packages 
for its silent auction. It raises a significant amount of funds 
for the hospital through this annual event in Midway. Most 
of the golfers were managers of Smith’s top suppliers 
(Coke, Pepsi, Frito Lay, Sara Lee and others). As I greeted 
each of the players at the second hole, I was impressed 
with how many of them have incentive programs in place 
and love them, and how many use travel as the reward. At 
the same time, I was a little dismayed that some of them 
used to have travel incentive programs in place, but their 
companies abandoned them, primarily due to “perceived” 
ramifications of Sarbanes Oxley.

From the corporate or organizational head’s  
perspective, understanding the difference between  
human needs and wants is a critical component of 
motivation. Two other important factors influencing the 
success of incentive plans include the organization’s 
strategic direction and its ability to gain buy-in from human 
resources or other influencers.  

The Great Debate: Cash vs. Non-cash  
Incentive Programs

Although salary and cash bonuses may satisfy the basic 
needs of the individual, they do not provide satisfaction 
in their social, self-esteem and self-realization needs – 
feeling valued in the organization, feeling appreciated 
and being recognized for their accomplishments. The 
key for any organization, whether within a typical work 
environment with a traditional sales force, a manufacturer 
relying upon distributors or dealers, insurance carriers  
and their approved brokers and agents, or a franchisor  
with a franchisee network, is to provide a balanced mix 
of base and variable compensation, along with non-cash 
incentives such as travel, merchandise, gift certificates or 
stored value cards.
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Why Cash Is Ineffective as an Incentive:
Source: People Performance

Cash Is Considered Income
When participants receive a cash bonus or gift, they 

subconsciously think “income.” In the case of a cash 
bonus, recipients learn to expect it as part of their 
compensation package and if they don’t receive a cash 
bonus the following year, or if the amount is less than the 
previous year, they feel as if their salary was cut. Non-cash 
programs (i.e., travel, merchandise, gif certificates, stored 
value cards, etc.) have a beginning, middle and an end. 
The organization has no commitment to run the program 
forever. When a cash program ends, recipients tend to 
view it as a pay cut — and that can be devastating to 
morale, which is the exact opposite of what you’re trying to 
accomplish with an incentive program.

Cash Has No Trophy Value
When was the last time someone showed you his 

paycheck? If people earn a merchandise award or qualify 
for an incentive trip, they will tell everyone they know 
about the award. Nearly everyone has bills to pay, and cash 
awards often disappear that way. They pay off credit cards 
and within a few months don’t remember where that cash 
went. Travel or merchandise, on the other hand, provide 
a tangible memory of the organization that awards them 
because they both have lasting trophy value. Every time 
the recipients use the item or tell someone about the trip, 
they’ll remember the organization and what they had to 
accomplish to earn the award.

Cash Has Poor Perceived Value
Many individuals spend cash haphazardly. Five hundred 

dollars can go in a number of different directions, and none 
of them seem worth much once the cash is gone. But 
travel or merchandise valued at the same amount normally 
has higher value in both perception and reality. There’s also 
a guilt factor involved. People generally feel guilty if they 
spend a cash incentive on a luxury rather than saving it or 
paying off bills. Non-cash awards are guilt-free because 
the recipient never has to actually give up money for it — 
it’s seen as something extra.

Cash Programs Typically Lack Goals
Most cash programs award a predetermined number 

of dollars. A program like that essentially mimics the way 
people are paid normally. There are typically no clear goals. 
Cash programs basically say, “Do your best and settle for 
the award you can get.” “Do your best” is typically not an 
easily measured goal.    
      
Running Effective Non-cash Incentive Programs

Developing and running effective incentive programs 
has proven over time that ROI (Return on Investment) and 
ROO (Return on Objective) goals can be met or exceeded. 
ROI goals may include tangible and measurable results 
such as increasing sales, gaining market share, increasing 
margins, opening new market channels and others. ROO 
goals deal more in the intangibles, but are also vitally 
important. They might include developing camaraderie, 
loyalty, team work and creativity, improving customer 
service, building relationships and morale, and providing 
deserved recognition and appreciation.

Basic steps included in any successful non-cash 
incentive program include:

Strategic Direction Assessment
Before any discussion of an incentive program can take 

place, the organization’s top executives must ensure that 
the program enhances its strategic direction.

Buy-in
Buy-in must occur in human resources and with other 

influencers along the way if the program will gain the 
needed traction and support.

ROI and ROO Goals
Very clear and measurable goals must be discussed and 

agreed upon prior to any incentive program roll out.

Target Audience
Who will be the target of the incentive program? Is it 

your top producers, the vast middle of the pack or the 
bottom grouping? Most successful incentive programs 
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target the middle of the pack since more employees, 
distributors, dealers, agents, brokers and franchisees dwell 
there. The classical bell curve applies here. Typically the 
top producers represent 10 percent of the participants. 
They are normally self-motivated and special consideration 
must apply to them and their needs (and wants). Eighty 
percent of the participants are in the middle and you stand 
a much better chance of achieving clear-cut ROI goals by 
targeting them. 

Criteria and Length
Clear and understandable criteria must be established 

and communicated to your audience. You will quickly 
lose interest if the goals are hazy, unattainable or difficult 
to measure. Duration of the qualifying period is also 
important. Most incentive programs run for three, six or 
12 months and qualifiers should be awarded within three 
months of the end of the program.

Budget
A good budgeting rule of thumb for an incentive 

program is 3 to 5 percent of the recipient’s annual 
compensation. For example, if the employee, distributor, 
agent or other is making $150,000 per year in cash 
compensation, you should consider budgeting between 
$4,500 and $7,500 for the non-cash incentive program. If 
the reward at the end of the program is a trip with peers, 
and a spouse or significant other is included, that would 
allow enough funds for a fantastic experience in an over-
the-water bungalow in Tahiti or a week in an Irish Castle, 
or a trek through the Swiss Alps, or a veranda cabin on a 
Mediterranean cruise … you get the picture. 

Roll Out - Communication Is the Key
Once you have established the criteria for the incentive 

program with specific ROI and ROO goals, along with a 
reasonable budget, you are now ready to roll the program 
out to your targeted audience. The kick-off announcement 
and ensuring updates must pack a lot of sizzle. Including 
spouses or significant others in this process is a good 
idea since added push and encouragement often comes 
from those who may also benefit from the trip or the wide 
screen HD television.

Fulfillment
As you carefully consider the reward and fulfillment 

processes, you must keep in mind the demographics 
and psychographics of your targeted audience. If you’re 
considering travel as the reward, make sure you select a 
destination that will appeal to baby boomers and those 
in the Gen X and Gen Y age groups. There are literally 
scores of destinations that will appeal to all three groups, 
but you also need to ensure that there are plenty of 

activities to make the trip memorable. The memories are 
what differentiate the non-cash incentives from cash 
bonuses. The combination of the right destination and 
what we, in the industry, call the “wow factor” will ensure a 
successful program fulfillment.

Measurement
Once the fulfillment phase has been completed, it is 

now time to have a debriefing. We suggest providing each 
participant with a survey, whether online or in hard copy, 
through which they can express their feelings about the 
entire program, including the fulfillment phase. ROI and 
ROO objectives should be discussed and adjustments 
made where necessary for the next program. 

At the end of the day, running an effective incentive 
program involves three basic parts: motivation, memories 
and measurement. If you can achieve your goals in each 
of these areas, there is a very good probability that your 
program will be an overwhelming success, sustainable 
corporate goals will be met or exceeded, participants 
will be energized and that elusive quality of loyalty will 
permeate both the individual and the organization. And 
in a tight labor market or a competitive distributor arena 
where several suppliers are vying for their attention, loyalty 
becomes an invaluable commodity.

Randy Hunt is vice president with Columbus Groups + Incentives, a division  
of Bountiful-based Columbus Travel. He has more than 30 years experience 
in sales and marketing, strategic planning, and incentive and recognition 
management with public and private companies. He can be reached at  
randy@columbusincentives.com.


