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esearch continues to show that maintaining a
well-rewarded workforce leads to improved company
performance. Countless studies have examined
the crucial role that incentives play in motivating
employees and inspiring them not only to achieve, but to
surpass company performance goals. One team of researchers
(Condly, Clark, and Stolovitch) analyzed 600 of these studies
and uncovered some remarkable findings. Companies with
incentive programs enjoy a 22 percent increase in employee
performance on average. Companies using team incentive
programs experience larger performance gains (48 percent)
compared to those using individually-focused programs (19
percent). The researchers also found that long-term (more
than six months) incentive programs brought employee
performance up by 44 percent on average.1 Additionally,
employee incentive programs not only led to a higher
quantity of work, but improved the quality of work as well.2

“Companies with incentive programs
enjoy a 22 percent increase in
employee performance on average”
One major caveat can be found in virtually all the research
and literature on employee incentive programs — they
must be “good” programs to experience these significant
increases in performance. But what makes a rewards program
good? It must be appropriately designed, successfully
implemented, diligently managed, and effectively
communicated.3 Considering the financial resources
invested in an incentive program, ensuring that companies
see significant benefits becomes even more important.

Numerous case studies show the substantial payoff that
companies experience when they either design rewards
programs in tandem with, or entirely outsource rewards
program management to, incentive service companies.
Scotiabank, a bank with over 1,000 branches and 33,000
employees in Canada, found that its recognition and rewards
programs were not working. In the 1990s, the bank decided
that its strategy would be to differentiate itself as a leader in
customer service. Despite its ambitions, it continually trailed its
competitors in this area. Scotiabank saw that a decentralized,
confusing, and ill-designed employee incentive program did
not promote the employee behaviors needed to improve the
customer service experience. The bank turned to an outside
source to help redesign its employee recognition and rewards
program. It subsequently launched the “Scotia Applause”
program, which focused on recognizing and rewarding the
bank’s top employees and improving customer relationships.
The Applause program’s design furthered the bank’s business
objectives, as it directly rewarded employees for providing
better customer service.

“The researchers also found that
long-term (more than six months) incentive
programs brought employee performance
up by 44 percent on average.”
In a 2006 customer service survey of Canadian banks,
Scotiabank ranked first in six out of 11 categories,
and in 2005, 2006, and 2007, the bank earned a
spot on the “Canada’s Top 50 Employers” list.5

Unfortunately, not all companies have the time, manpower,
or expertise 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 to4:
• Ensure that an incentive program fits into the company’s
overall business strategy
• Help formulate clear program goals
• Formulate the right rewards mix
• Effectively communicate the rewards to employees
• Measure program effectiveness
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Delta Airlines also suffered as a result of maintaining a
fragmented and decentralized set of rewards programs that
did not align with the company’s business objectives. The
airline outsourced its incentive competencies to a centralized
program provider. The incentive company provides program
tracking services for Delta’s multiple employee rewards
programs, and the airline has seen substantial returns from
its investment: the company documented more than $56.4
million in returns in 2007, and its online platform “My Delta
Rewards” boasted an active participation rate of 70 percent
the same year. The partnership allows Delta to give more focus
to its core business operations, while the incentive services
company manages its recognition and rewards programs.6
Speaking on the importance of well-designed incentives
programs, Allan Schweyer says that rewards “must be
thoughtfully selected and carefully presented if they are
to drive returns to the organization greater than their face
value.”7 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 that makes such greater-than-face-value
returns possible.
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