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ABSTEACT

Regina M, Iudio, Bffechive Mobivation of Freat-Line

Enmplovees, 1998, Apthony J. Fulginiti, MA, Rowen College of

New Jersey Graduate Frogresm in Public Relations.

Motivating front-line empleovees Lo perform at aptimum
levels is a challienge for wmanagers and businege owners. Non-
management employess from Scuthern New Jarsey Tor-profit and
non-profit companies responded to a survey to offar dommaents
a5 to which ¢f six aspecific types of motivational phrases
would best motivate them to perform ophbimally in common
workplace gituations involwving: quality, teamwork, peraonal
regponsibilivy to organizational policy and procedure,
initiative, and customer service izsuas. Participants
considerad top performers by their managersc ware asked to
choose which phrase would best motivate them in each
situation in an attempt to identiff which phrazes are mosh
cifective in &ach situabticon.

Fesults of the survey suggested that the Ltwvpe of
motlivational communication that g most effective varics
slightly from situation to situwation, but that peak
parformars are consigtently those who bring =z high level of

personal metivation te tha Job and apply that standard to all



types of work-related situations. This finding implies that
lecating such workers and tailoring situation-appropriate
mesgages Lo them might prove more effectiva in achieving
desired results than searching for an ideal motivational
meang and applyving it generically bte all employees, hecause
mags application would include those from whom desired

results might not bs possible.



MINI-AESTRACT

Eegina M. 2udio, Effective Motivarion of Frewmbt Tine

Emplovecs, 1995, anthomy J. Fulginibi, Ma, Rowan College of

New Jersey Graduate Program_in Public Relations.

Motivating front-line empinyeess to perform at optimum
levels is a challenge for managers and business owners, Nen—
management employees considered to be peak performers by
their managers from Southern New Jersey Gompanieg were asked
to ¢nouse which of six motivabional phrases would hast
motivate tham to perform optimally in scenarios describing
esach of five workplace situations: quality, teamwork,
parsonal responsibllity to organizational policy and
procedure, initiative, and customer service. Fesults showad
that peak performers were those wno brought a high level of
personal motivation to thelr jebs and suggested that locating
such employees should precede the designing of motivational

cfforts.
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CHAPTER 1

INTRODUCTTION

CEOg and sm=ll-business owners agree that they possess
certain entrepreneurial gualities that have made and continus
to make them successful. Quality, tesmwork, perconal
rasponsibility to organizationzl policy and procadore,
initiative, and customer service are priorities for tham
every cay. Fecak perifornmencs in sach of these areas is the
norm for them and the trademaric that separatas Chem £rom
their less sunccessful colleagues.

Those sama CEO4, small-busginess owners, and franchize
operators employ front-line, non nmanagement employvess who
share in the guality., teamwork, personal responzibility to
organizaticnzal policy and prosedurs, initiative, and customer
sarvice duties. Yet, despite the importance of their
employess’ comnibmants bo peask performance in these areas,
these business owners claim that one of the greatest
challangssd thay face is motivating their smploveecs to perferm
ag though they, too, wore entrepraneurs who cared sbout these
issues, and nol simply disinterested worksrs collecting a

paycheck.,



Such entrepreneurial performance is vital, according to
cne buginess owner with stores grossing over %5 millisn
annually and emploving over 100 workers on the non-management
front lines.

"If T ¢ould find a way to get all of the people on my
front lines to feel like they cowned my storez, I know I would
get better performance and my custemers would get better
service. Ik's that gsimple. It’s a cuestion of ownership.”t

A egmall-business CEC with about 20 front-line emplovees
¢laims that, "No one who works for me ever seems to do the
job the way T do mine. I try everything with my employees,
but it seems that ncthing, formal or informal, seems to work.
They do a good job, but net &n ‘owner’s job.’ The care and
CoNCern are alwayg missing, no matter what.r2

One uppsr-leéevel bank manager with thousands of froot-
line employees under his jurisdicticn adds, “We believe that
empleyees who feel like they have a gtake in what happens o
the company are the best emplovess to have on board, Ho we
cffer all of our employvees the chance to buy stock.“® This

institution has other incentive programs in place that reward

I Interview by author with franchise owner with stores
grogsing 55 million anaually and employing more than 100
frent-line, non-management employvees in Scuthern New Jersey,
Novenber, 1994,

2 Interview by =zutheor with small-business awner in
Scuthern New Jersey; has owned service-provider buszinesses in
anto detailing and maintenance since 1972, Novamber, 16¢4.

fInterview by suther with regional manager for Scuthern
New Jerssy commercial bank, November, 1934.



"extra mile" service efforts. Why, thea, do bank customers
st11]l complain about amplavee rudensss, long waits and
emploveas’ lack of concern for the iob they're doing?
Experts agree that several valid rzascns explain why
incentives fail and amplovees don't perform. Alfie Kohn,
auther of several management books, including Punished by
Bewards: The Treubkle With Gold Stars, Trcenbtive Plans, Afs.

Fraisc znd Qther Bribes, presents one of the most

controversial views on incentives and performance. In his

lectures ko corporations, Kohnh suggesbts that pay and
pertormance be kept as far apart as possible when trying to
motilvate people. Saya Eohn, *The more we get pecple thinlking
abtoiul the reward they‘re going te gab, the less interect they
coma Lo have irp whatever they had to do to gat the reward.v:
Rather than usa pay to reward semplovecs, Eohn advises
emplovers to “pay people well and fairly; then do everything
possible Lo halp them forget about money. s

Kohn alsc suggests that companies approach motivation
the way psychologistes do, dividing metivation intno twe tvpes
-- intrinsic and extrinsgic, and then exsmining their
employees and the efforts ussed to metivate them sccordingly.®

This will help companiss detezrmine which emplovess will

1y Incentives Fall: &4 OF0 Tnhkerview With Alfi= ¥Kohn.”
CFQ, Sept., 19254, 15h.

> Ibid.
tIbid.
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resvond to which motivaters, according to Eohn, and will then
help tham determine which tvpes of motivators to uze.
Employees will give emplovers the guality results they want
17 they are appropriately motivated, But, the fanciast
motivation mebheds that address the wrong employes needs will
fall short.”

Following Kohn‘s lead of identifving worker types and
“hot buttons,” the Gallup Managemeni Consulting Group
identifizd four persenelity typss which were sndorsed by an

article in Sales and Marketbing Mapeogement, and cibed in a

study released by Northwestern University's Integrzted
Marketing Communicationes Department. Identifving workers as
one of those types, the achisver, the compestitor, the cogo—
driven worker, and the service-oriented worker, might help
companiaed motivate workers in a way that bast suits them,®
Since each =mployvee iz different, a conesiderapble =ffort musb
be made Lo communicate with ecach amployese in a way that best
motivates him or her in every situatiorn.

Tracdliticnal means of rewarding smployveeg ares alco
changing, repcrt= national business-psychology and mansgement
writer, Robert McGarvey, as ars the smplovees the programs
reward. “Programs that foster unhealthy internal competition

Fit emplovess against one another. Emploves-of-tihe-month

7Ibid.

8Elgmeni, Regina. “Incentives: There's More to Measure. ”
Fnoentive Magazipe, Feb. 1595, 11.




Prosrams create the glituatlion where there will ke only one
wirner but many losers.”? MaGarvey instead describes a group
raward system that foskters cooperaticon end contributes to
hzalthiecr relationships betwsen workers. McGarvey.alsg
suggests that employers give emplovees the power to reward
sach ciher for jobs well done instead of making rewards a
Eop—down-only process 11

One CEC from a sucesssful San Francigeoo tool and die
company asserts simply that peoplsa make the 3% Fference,
saving thakt “without good emplovess, oven the best business
rlan will only be marginelly effective. 1l That same theory
can be applied to motivational methods: without good
employess to respond to them, they can bhe only marginally
gfTachive ac bhesi.

Which of these approaches is correct? Is the best methad
to sorap money and incentives all together and aim abt a
higher level of need? Or would it be more spproprizts to go
hack to some basics, return to the carret and stick or mavhe
resurrect the iren hend and threet of unemployment? The
znswer isn‘t simple, buk it lies in the need for bacic
communication between bosses and employees. Paving top dellar

for fancy programs that da not respond to emploves necds is a

MeGarvay, Robert. “Risky Rewerde. Entreprcneur, Nov.
1894, 74.

121kid., 77.

1Melohn, Tom. “Winning Strategies.” Incentiwve Magazine,
Qot. 19394, 47.



wazta if the programs are ineffective, and thraats are
useless il all they result in is turnover, Pinding out what
kinds of technigues work jn which situaticons and then making
these (echnigues part of somsthing more formzal might be s
good way Lo get the desired performance resul-s, say those

employers 1in the trenches.

STATEMENT OF THE PROBLEM

Owiars and managers want emplovees Lo perform as thouaghk
they themselves were part-owners of the company, yab ey
faca the praoblem of being abla to motivate fropt-iine werlkars
te do so. Traditional means of motivation are changing and
existing mobivabional means are proving inaffective with the
front-line, non-management. employess who are supposed to be
motivated by them. Little data exist from the perspective of
the front-line employee, yet ancwers to how to motivate this
group of workers rest with them, and are rooted in their
needs and styleg. This study provides data from this

necessary, yet miszsing, perspeciive,

DELIMITATIOMS
This study focuszed on non-mneanagement employvees and the
typas of phrasae that could motivate them to narform
optimally in sltuations involwving quality, teamwork, perzenal
rasponsibility to organizational poliecy and precedure,

initiative, and customner sarvice. Emplovess were studied ab



both profit and non-profit organizastions. All respondents
were currently employed. The ztudy did not restrict emplovee
zge, seX, educaticnal background or vears with the company.
All of these facters were notsd as demographics, however.
Management-level emplovees and business owners were not
asked teo participate in the surveys, hut were asked via
individual interviews to provide background informaticn used
te formulate the survey, including areas of m=jor concern,
areas they often evaluated during performance raviews, and
phrases used to motivate amplovees in sach situation.
Manzgemant-level amployees were then asked to distribube the
surveys to employees congidered to be the best performers on

their staff.

HEED FOR T:iE STUDY

Becanes the problems caused bw poosr fron--line
poriormance will not go away and will continue to cost
companies in texma of ledt customers, g well as frustrate
ownars and managers, the guestion of how to motivate the
front-line worker to perform cptimally must be answered.
Because means of motivation change az smpmlovees change,
employers must discover new and appropriate ways to motivate
for desired results.

Because not much data exist from the perspective of the
front-line worker, despite an available pccl of such workers,

golng directly to the front lines for these answars provides
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business owners with a perspective missing from most of their
existing motivational efforts.

A study inveolving the best front-line emplovees' direct
résponses to certain motivational phrases wused during typical
situations, and answers to which type of phrase would
motivate them to perform as owners of the company, can help
the people they work for and others in similar organizaticns
to provide all workers with both the environment and support
needed to get desired “owner-like” performance. This study
will offer owners and managers suggestions from employees for
communicating with them that cen be integrated with existing
motivational efforts and everyday communications to enhance
the results of all comminications and particularly

motivational communications efforts.

HYPOTHESIE

The type of worker hired dictates what will motivate
that worker, and what motivates that type of worker in a
given situation determines how that worker will perform.
Therefore, if employers are to motivate front-line, non-
management smwdlovess te perform ag though they were owners of
the company. they must first ghift their focus away from
deciding which motivational efforts to use and concentrate on
determining which typss of employees they have hired or will

hire and muet motivate. Then, emplovers must tailor their



motivational programs to respond to their emplovees-
individual styles and needs, goilng back to the basic
communications and then designing programs structured arcund

those communications.

ASSUMPTIONS

It will be assumed for the purpess of thie study that
all employers expect their emplovees to perform as though
they were owners of the company, displayving entrepreneurial
tendencies in the areas of quality, teamwork, personal
responsibility to organizational policy and procedure,
initiative, and customer service. It will zlsc be assumed
that certain similarities exist in all situations regardless
of industry, and it will be assumed that the respondents will
be able to apply their own industry-specifics to the
generalized scenario cffered.

It will alse be assumed that the opinicns of chosen
employees, while not representative of the entire population,
would be somewhat similar to those of their colleagues znd
other emplovees like them working in other organizations.
Finally it will be assumed that the findings of the study
will be applicable in some ways to other industries not
represented in the study but employing similarz types of

employees working under the same conditions.
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PROCEDURE

The author gained a background on the issue of emploves
incentives and motivation by performing literature searches
and interviewing bhusiness owners and managers in the Scuthern
New Jersey area.

Through this preliminary research, the author identified
that people were going to provide the best daza for the new
gtudy and that existing research could provide the foundation
for an instrument to be used to conduct the original
ressarch.

Interviews with managers and owners showed that five
areas weére of major concern to them and that generally six
types of motivation commonly occurred. Both of these findings
were used to prepare the survey which was checked for clarity
with the managers whose comments had provided the information
that led to its formation.

A survey was dlhivden Lo serve ag the research tool
because it allowed the researcher to pose the guesticns
without interviewer bias and gather the results in an
anonymousd fashion. The organizations chosen to participate in
the study included a variety of industries and were chosen by
the author because they employed a cross-gectlion of the pool

of front-line employees.
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DEFINITTONS DF TERME

Achicver —— One of four worker personality Lypes identified
by the Gallup Management Conesulting Croup in which a person
is driven to perform by his or her personal goals and the

desire to achieve.

Competitor -- One of four worker personality =“ypes ideantified
by the Gallup Management Consulting Group in which a person
iz driven to perform by his or her desire to be the best or

top performer.

Ego-driven -- One of four worker personality types identified
by the Gallup Management Consulting Group in which a person
ig driven to perform by the promisz of public recognition or

reward.

Entrenreneur —- a business owner; for this study this barm
will also refer to the worksr who takez personal ownership in
the company he or she works for by performing with the care

and dedication of an owner.

Extrinsigc motivalbinn —— ocutside motivational *acteors, such as
rewards, bonuses or incentives, that attempt te produce a

dedired behavior.
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Extrinzically motivated -- those employess whe are driwven ko
do a superiox job by extrinsic, or ocutzide, meotivatrieonal

forces.

Front=-line, rnon-mansgement smpoloyvees -~ the employesg who

will be studied; those working in front-line roles without
management responsibilities or training, receiwing hourly

wages, usually without traditional benefits packages.

Intripeic motivation —— the motivational force within an
employse that comes from doing a job that is liked znd liking

the job that needs to bz dcone.

lptrinsically motivaged -- those empleovees who are driven to
do a superior job by intrinsic forces, or those coming fraom

inside them.

Management es -- those who supervise the front-line,

non-management emplovees being studied.

Mobivatipnal methods or programs -- any policy, program, plan

or method, formal or informal, that companiss use to entleoe

workers to perform.

Service_priented -- One of four worker perzonality types

identified by the Gallup Management Consulting Group in which
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a person is driven to perform by hiz or her desire to serve

othersz.
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CHAPTER 2

To provide a foundation for the study, a comprehensive
review of the literatur=z was porformed. Topics researchead
included motivation, emplovee motivation, emplcyvee rewards,
employee recognition, msvchologleal motivational facters, and
gensral employee relations, communications and human
regources categeories, The searches were conducted on
electronic databases, including the business abstractrs,
psychological abstracts, theses and dissertation abstracts,
and sotial scienceg indexes availabie at Rowen College of New
Jersey, Camden County Library, and Cherry Hill Library, all
of New Jerzev. The literature ssarch alszseo ipcluded = review
of the indexes of current business magazines, management
publizaticons and newspaner articles,

The literature review revezled that a considsrable
amount of meterial exists on kthe topic of motivation and
employvees incentives in.bccks, periodicals and trade journals.
For the purpose cf this study, which dezls with the neads and
concerng of the front-line employee in 1996, and given that
needs of employees change with the changing times, anv

material with a publication date older than five vears was
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rot considezed for inclusion in Lhis study.

The literaturse review alsco revealed that a comside-abhle
amcunt of material exists which deals specifically with
hiring and with emplovec recognibicn. No information was
available, however, that gpecifically combined rhe hiring
practice and the communications used in motivabional efforts.
Likewisa, very little information existed from the
perspective of the front-line emploves, regardless of topic,
and ne similar studies were found to have baen performed on a
similar audience of front-line workers.

The literaturs search zhowad that experts’ ideas
surrounding mobivation and the use of incentives are divided
and gubdivided between those who believe motivation should he
monetary and those who believe that it should be non-monatary
and consist laroely of recognition and awards. Within that
divislon, experts differ as o whether they balieve that
individuals should be rewarded as individuals or whether it's
more beneficial to reward people azs part of a team. Smaller
debaleg rage as to which types of monetary or non-monabary
incantives are most effective and discussions ensue relating
to how often an incentive should be used and who should
initiare the process.

Alfie Fohn, management consultant and auther, offers one
of the more contemporary -- and controversial -- views an

cmployee rawards and motivation in the Small Business Forum

article, “Do Employee Rewards snd Recognition Programs Work?e
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In that piece, Kohn suggests that rewards are successful only
in producing temporary compliance with rules, Therefore, says
Kohn, businesses cannot uze a reward system to get them the
desired results of cuality, zervice and dedication.l2

Why? Because rewards, maintains Kchn, dc not create an
enduring commitment teo any value or action, but marely change
what employees do -- temporarily. Paople who expect to
raceive a reward for completing a task, or for doing it well,
do not perform as well as those who do not expect to receive
anything. Kohn furthsr aszerts that “not one controlled study
[to his knowledge] has ever demonstrated that a long-term
improvement in the quality of performance ever occurs as a
result of rewsrds.”i3

In continuing his discussion of rewards, Kohn asserts
that rewards can actually punish workers by setting them up
ag winners or losers. He algo contendg that rewards thwart
creatlvity since workers are less likely to take risks or
axplore possibilities if they fear the loss of a reward,
Rewards, then, says Kohn, encourage paople o zeek easy tasks
and take little interest in what is actually being done as
they focus more on what they will get when the task is
completed. Kohn alsc meintains that rewards can damage

workplace relationships, saying that “very few things are as

12Kohn, Alfie. “"Rewards Produce Temporary Compliance.”
Small Buginess Forum, Winter 1894/1995, 67.

13Thid.
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dangercus to an crganirzationm as a collection of incentive-
driven individuals trying to reassure and curry faver with
the incentive dispenser.vld Even if this incentive dispenser
is a peer, as Rocbert McGarvey suggsests a8 an alternative to
the traditional management-down ztyle of rewards, the danger
still exists.

To provide & foundation for his opinions, Kcochn refers to
Edward Deci’'s studies in the earlyv 1970's, which showed that
the more employees thought about a reward the less they
thought about their task, a condition that seems to 2till be
true today.!'® In an interview with CFO Magazine, Kohn
reiterates this finding by saying that “the more peopls focus
on a reward the lesgs thevy foous on what they have to do to
get the reward.” He than says that to be effective thea
emphasis on motivation must move away from “simply motivating
people te perform* o “determining what motivates psopnle to
perform. 16

To further clarify his pozition, Kohn introduces the
peyehological concepte of inkrinsic and =xtrinsic motivation
into the workplace motivational arena, noting that if
emolovees ere best motivated by sextrinsic factors, zuch as
money and other cutszide inducements, then there is little

glse that will motivake them. Likewise, 1f the reward is the

14Tkid., &8.
15Tkid.
LetwWhy Incentives Fail.® CFO Magezine, Sept. 1594, 15.



1=z

only reason the employee is performing, then intrinsic
facters, such ac personal commitments to quality and concern
for the job will never be the driving facter in their
performanse. In 2 final statement Xeohn says that
"manipulating hehavior by cffering reinforcements can naver
bring guality to the workplace. 17

The theories put Zorth by Eohn are relevant Lo this
study on front-line emplovee motivabtien because finding out
what makes amployees perform as though they ocwned the company
iz one goal of this particular study. Enowledge and
understanding 2f Eohn's concepts of intrirnsic and extrinsic
motivation become important in the atudy for ‘nterpreting the
cdata znd determining what best motivates which Lype of worker
in whick type of situation, and then later, when uzing this
information, te recommend which tvpes of workers to place in
which types of positions.

Peter Scholtes offsrs an opinion similar to Eohn's. Hia
contention is that “the greatest management conceit is that
we can motivate pecple. Mobivation ie inside people -- ar it
izt - and the only thing that motivational efforts can do
is demotivate.”l8 For example, Scholtes points to commonly
used merit and reward systems thabt create winners, locers and

ceynics. Avcording to Scheltes, many onplovess Leel that the

17Kohn, Bmall Business Forum, 69,

188choltes, Peter R. "Reward and Incentive Drograms are
Ineffadtive —— Even Harmful.” 2mall Business Forum, Winter
1954 /1985, 71,
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one day of recegnition is merely lip service since it iz not
congistent with the treatment they receive en a daily kasis.
Similarly, 1f cne employee wins and many employess loze in
emplovee-of-the-month type endeavars, then those who do not
win also lose their desire to try. Scholtes’ solution to the
problem is for managers to: resist the urge to bribe
employees; remove demotivators; and focuz on improving the
motivational process. Lagtly, Scholtes sayvs that if managers
want quzlity and customer service to ba the end results of
their motivational efforts, for inztance, then they must
fecus on hiring emplovees who see quality and customer
gervice as the forus of their job and move the emphasis away
from the reward.:?

REobert MeGarvey's opinion that employes of the month
programs <o more harm than good are alse in line with Kohn's
and Scholtes’ assertions. MeGarvey contends that breeding
unheslthy internal competition tEhrough contesks ia not
advisable.20 MeGervay also asserls that while team rewards
might help eliminate the unhezlthy zspect of the competition,
they are not a sure-fire sclutlcon because conktests soon
become heavily entangled with @ules. Limiting the number of
winners or the number of btimes a perseon can win, for
ingtence, changes a reward into a game where there is no

relationship betwezen performance and winning, and therafors

UThid., 73.

WMaGarvey, 77.
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renders the contest useless a=s 8 motivator .2l
Bob Nelson contradicts koth Eohn and Scholtes when he
aszerts that “inceniive programs can work* in his article by

the same title from Small Business Foruym's Winter 1994/1%G5

adition. MNelson, Vice President for = San Diego-hased
managamant. training and consulting firm, contands that Kohn'se
theorles are lacad with myth end ficticn. Nelzon's first
disagreement with Kchh iz over Kohn's statemsnt that
extrinsic motivation is bad for quality. Nelsorn’s first
argument with Scholtes comes Tfrom the fact that Nelson
believes that motivation iz posaibla, and also desgirable.=?
Says Neleon, “Intrinsic motivatlon is basi. Bub Tew jobs
ara intrinsically motivating, so oxtrinsic metivation is
sometimes the only wey be motivate.* This is particularlwy
true of front-line positions. Nelson then contends that
managsrs mest. work with employveeg to meet their individual
neads, an idea that relates to this study bersuse it supports
what the study iz suggesting that managers da.23 Thes= ideas
can be deen as relabtsd Lo Eohn in one way, however. Xohn
recommends that businssses pay workers & fair waga as A way
o moving them away from thinking about monesy and extrinsgic
forces. Nelson's recommendations ars similar in that he is

asking managars to meet employess on their level, which on

1 Thid.

SNelson, Smell Busineszss Fomun, Winber 1294/1995, 71-73.
3TRid., 70
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the front line may indeed bagin with the perceived adequacy
and fairnege cf the wage.

Nelszson agein contradicts Kohn when he szys that rewards
do not punish, and that competition and controlling kehavior
are not bad. Nelson says instead that 1f emplovees are a part
of cresting the reward system, then they will feel lezz
manipulated by it. He also rnotes thet while excessgive
competition can create problems, some competition is healthy
if it can be uged to boost creativity and help pecple strive
to achieve, particularly if workers are such types as to
respond to these technigues. These ideas bhecoms important to
the study because they zagain reinforce the idea that
managerasnt must kmow what types of workers it is dealing with
before putting motivational tactics inte effect. Examining
the effectiveness of evervday communication tachniques iz one
way Lo achieve this.z24

Frank C. Hudetz, a chairman and CE0 for an Illinois-
based business, savs that self-ssteem and self-actuaiizastion
are the highest order of incentives and should bs at the base
af every =ffort. He =ays on one hand, like Eohn deoes, that
sghort-term incentives, such as cash, coupons and vacstions
are short-term rewards aznd therefore make zhort-lived
incentives because they regpond to lowsr level, mere basic

needs. Hudetz contends that to get gquality results and long-

tIbid.
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term commitment to their joba, companies gheould aim to
gatisfy amployes= on higher levelc, such az thair self-esteesm
and celf-actualizaticn needs. Hudetz' rheoriers assume thab
all semployees are ready to have thelr neads mabt at thege
levels, something that would be applicaple 1f overy amploves
felt that the mores baslec needs ware being mef 25

A study conducted by two integrated marksting students
at Northwestern Univergity significantly contributed to btha
developoment of thisz thesis becsuse it proposes that the type
of worker should be matched to the typa of motivation, The
study, titled, “Developmsnt of a Long-Term Measuremenk
Inztrument to Evaluate Tnoentive Programs, " by Jolen= Eckert
and Cathy Hartman, suggssted that incentive programs be
avaluated in termz of the kindes of workers on hand to “use
tham.  The study also skated that this was feasible because
many companices had this information on hand. Four sales
worker types were identified that could be applied to other
industries as wsll. Those wera: the achiever, the competiter,
the =zgo-driven and the customesr-driven. According to the
study, all of these Lypes of workers have different “hot
buttons® that motivate them. The keyv, =2aid the researchers,
wae bo identify what types of workers exist=d in each

pogition and then tallor-make each mobivational affort ko

ASHudetz, Frank C. *2elf Actuvalization and Sell Esteesm
are the Higheat Order of Incenbives.” Small Business Forum,
Winter 199471995, 71.
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respond to those workers’ needs. 26

The Incentive Magazine article, “Hiring the Eagles, ”
also suggested that it i the kind of worker who makes the
difference in the quality of work performed, nok the type of
reward ofiered to that worker. Says autheor Tom Melaohn,
"“without good people even the begt [sales] plans will be
marginzl.” The sams can hold trus for meotivational efforts.
The secret is not in the sffort, it‘s in the people who will
be respornding to it. Melohn saves that managers must resxamine
the hiring procass and gabt more detailed information ahout
the people they will be hiring. Then, like other experts Lhave
suggested, cnce thisg information has been gathered during
hiring, management can put it to work when daesigning the
motivational mezns and gzin a better chance of getting the
desired resultcs.?”

Virginis M. Gibson, writing in Management Rewview, savs
that emploves compsnsation Is linked to the osganizatbtion's
success since emplover-smnloves relationships are chanoing.
Companias want high-guality work, loyalty, commitment, and
service. Employees want much more subjective things,
including having their compensaticn linked to their
contribution. They also want challenging work, opportunities
for training, and flexibkbilityv in their schedules. Linking

thiz to the Hudetz’ findings and Kchn‘s notion of the

26K1 sman, 11.

IMMelhon, 50.
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importance of adequate pay, it i# only when emplovees ars
able to move up the hierarchy of needs -- heyond safety and
security -- that they are able to respond to incentives
offered at higher levels.

In a roundtable discussion six executives from companies
around the United States discussed how they aze beginning to
change their compensation practices to make them more closalwy
related te employesz’ contrilutions. These changes came aboutb
as & result of employeess' changing ldeas about work and the
workplace., Writing in Ingentive Magazine, Judy Quimm also
suggests that organizations reenginesr the way that rewards
and recograition are handled the sams way and at the same time
they consider other changes in their organizaticn.
Reengineering guru James Champy., in the book, Essngineering

the Corporablon, deveoites arn entire section bto this notion

claiming that the “traditional means of motivaticn are
changing az are the emplovees that managers must motivate. ¥28
Malia Boyd takes on the issue of incentives from the
financizl perspective and says that motivation can be done
and often guite inexpensively. This agrees with the sharsd
cpinion of scme of the other experts which zays that
gometimes it iz the inexpenzive tvpe of reward that makes the
most inmprezsion, sueh az the pralze menticned by Mapagor ‘s

Legal Builetin writers or the trust and confidence touted by

280uinn, Judy. “Mr. Fix-It.” Incentive Magazine, Feb.
1895, 18
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Robert Rogers. Other non-financial rewards sszem to work, too,
although aszertions by Eohn about adeguate pay weuld seem to
overridse the effectiveness of such rewards. In shert, an
cemployas whe cannot make snds meet on a particular wage
simply will not be motivated to work harder to sarn =
certificate, but that sams emplovee might be persuaded to
work harder if the reward helped to mest blg individual
needs, =ven i1f those needs are extrinsic and monetary given

his positicn on the hierarchy of needs.

Relationship of the study te the f1ald

While the study is unique in its content and its
participants. its origin can be traced to the literature.
EKohn suggested that motivation be characterizsd as intrinsic
or extrinsic, and that organizations evaluate theilr workers
in & similar way and determine whether their motivational
aefforts are responding sppropriately teo these workers’
styles. This study takes that notion one step further and
characterizes the communication used in more specific terms.
Then thisz study links the aemplovees’ chozen rezponzes to a
gpecific type of worker so that a profile might be created.

Additiconal suppert [or thiszs study came from the srticle
in the February 19%5 issue of Ingentive VMaaazine that
suggaested & link between the tvpe of worker hired and the
type of incentive that is effective. The 19385 study suggested

that cempaniss use information gathered from psychologimal
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tests administered during the hiring process to help them
form incentive programs that respond toe emploveas’ nes=sds and
"hot buttons.” This study does Jjust that by using genesral
scenarios in ezch of five key areas and asking employees to
tell which phrase would be most effective in sach situation.

Cencepts cited in the game 1995 Northwestern University
atudy noted four sales worker types that had been identified
by the Gallup Management Consulting Group: the achiever, the
compatitor, the ego-driven workesr, and the service-oriented
worker. The authors assserted that different incentives would
be necesgssary to motivate these different types of workers to
perform optimally. The article suggested that it was not =o
important to design the perfect Llncentive program, butbt to
identify what emplovees would consider the perfect incentive,
and then deliver that tailor-made methed to sach emploves.
T™is infermation will become helpful when interpreting the
datza and creating a hiring profile. This study will brezak new
ground because it Tocuses enlbirely on the needs and ideas of
front~-line, non-management emploveess, and usss phrases and
situations common bto all industries that are specific enough
for basic understanding.

The existing research, while voluminous and varied,
lacks significant data gleaned from the perspective of the
front-line employes. The existing research, howsver, doas
provide the support necessary for the new study, as is

evidenced by the way that this new study has made new usze of
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what had been already researched and by the way that existing
research will be used to interpret data and enhance the

recommendations.
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CHAPTER 2

The data needed for the study were divided into two
arszs: demographics and sffective motivational respons=ss in
gliven sifuations.

A survey was complled zsking respondents to provide
demographics zbout themszelves snd their present job, and alzo
to tell which of six phrases would be meat cffective in
motivating them to do an “owner-like” job in each of five
different areas of their jeob responsihility. Employers and
managers and performance reviews provided the basis for the
five araas and gix phrases which were then created by the
researcher. The five arezs and =ix phrases were not
identiflied aszx #such on the zsurvey Hut were created £0 be
distinct, clearlv recognizable and easily classified.

Randam employar-selecbed ennloyesas providad the
remainder of the datz necessary for the study and were chosen
in the following manner: The smployees ware chosen randomly
by managqers from the pool of zligible emploveces concsidered to
be the best performers at each workplace. Surveys wera

digtributed in person and ceollected in person by the
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researcher immediately upon completicon. To be considered
aligibhle, amployeas musi have beaan:

» presently working on the front lins in 2 non-
management position for an ocrganization in Southern New
Jersaey and

« st never have been in a nanagement role in thsir
present or a cimilar organizsticn.

In vhe surveys, respondents were asked te:

« Drovide bazic demographic infermation concerning thelr
present position, length at present position, age, highest
grafde lavel of sducation complated, what leavel of intaradtion
thelir job recquired with the public and with co-workers, and
how often their job regquired them to work independently: and

+ Tell which of six phrasses created by bhe researcher
after interviewing managers and owners would best motivate
them to perform in each of five different situations dasmad
by manmgers ard ownerd o bhae the most important arcas of non-
management employees’ jobs (guality, teamwork, perscnal
responsibility to organizetional peliecy and procedure,
initiative, and customer service].

Surveys were distributed during the month of Mersch 150986
Lo participants.

The data from the study were analyzed by the author
veing comparisons amnd mabrices. Taba were analveaead
individually in a stralght repeorting of the findings. Then

data were compared according to the demographics of sex and



type of organization worked for. Cross-comparlsons were
ranporbted by gquastion byvpe (soenarls) and redponde Lyoe
{motivator). Row and zolumn percents were provided for all

ralevant deta along with frecuendias.

30
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CHAPTER 4

Some 10% completaed surveavsd contained the results of the
study. Demographics for the survey showed that 40 of the
respondents were male and 65 were female; 78 worked in the
for-profit setting and 31 in the non-prefit ssetting. The aged
aof the raspaondents ranged from 17 years to 51 years with meost
respondents having an average age of Z21. Respondents’
educational levels also varied, with the majority of
regpondants having attended high school and some college,
with siome alse having graduated from college.

In response to Question 1, which describad a qguality
scenaric and offered #ix tyvpes of motlvatiocnal phrases and
asked which phrase would best motivete them to perform,
respondents answared in the [ollowing way: 22% said that
perceived job responsibility would motivate £hem, 8.3% geid
that team pressure would motivate them, 2.7% #aild that the
prospact of pralse would motivate them, 2.7% said that a non-
monetary reward would motivate them, 63.3% said thavw 1L was
their persconal standard that would motivate them, and none of

the respondents said thet a threat would motivabe them Lo
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perform.
TABLE 1 -- Questicon 1: Quality Scenarioc
Qunestion 1 - The company you work for has huilt a reputatlion fox

doing guality work at all levels. This means a 24-hcour turnaround and a
100% accuracy rating on all orders processed and shipped. What motivatss
vou to maintain these standerds?

Responda Fraguanay Row percent/
N= 109 Colvmn paracsnt

A -- Threat: The fact

that anyone who do=s not Hj Dse

maintain these standards
will he digciplined and
later fired.

B =-=- Porceived Jebh
Respensibility: It is a 24 17 .2/722
condition of the job that
all workers maintain
these guality standards.

C == Team PFPressure: My
team gets a group reward 5 15/8.3
for maintaining quality
atandards and they are

depending on me to do oy

Tart.

D =-- Praige:; I will bhe

told that I do 2 gqualicy 4 13/3.7
“ch by oy peers, boss and

customers .

E == Non-monetary

Raward: T will raceive a 3 12.2/2.7

monthly award
{cartificate) for every
perfect performance.
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F =-- Personal
Standard: Tt i= my 69 25.7/632.3
personal standsrd to

parfoerm this way; I would
do so even if the company
did mot reguire it of me.

In response Lo Question 2, which descriked a teamwork
soanario and offered six typzs of motivational phrase and
geked which type of phrase would motivate them to participate
in the hteam’s activity, respondents answerad in the folleowing
way: 1.28% said that =z threat would metivate them, 1€.5% said
that perceived job responsibility would motivate them, 26.6%
galid that team presgure would motlvate them, 2.7% said that
the prospect of praise would motivate them, 3.7% said that a
non-monatary reward would motlvate them, and 48.6% said that
it wags their persomnal standard that would motivate them to

participate.
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TARLE 2 -- Question 2: Teamwork Scenzrio

guesticon 2 -— A4 special preject peeds to ke comwleted by 4:00 p.om.
and at 3:00 p.m. several parts of the project are still undone. You
normally leave at 4:00 p.m., but if vou stay and help, the project will
get done. What motivates vou t¢ stay utntil things are donet

Roagponcsea Fraguency Raw percent/
= 1405 Column paroankt

A == Threat: The

knowladge that anyone whe 2 B.3/1.B

doesn’t pitek in at cxunch
times doesn’t get to ghzre
in the selez lzads the
rrojects generate.

E ~~- Ferceived Jab
Respeonsibility: It iz 1B 12.5/16.5
part of the job that

everyone help during times
when the office is busiest.

T == Team FPre=sure:
Everyhody else is doeing 29 483.3726.8
their part and they nesd my
help =0 we can bhs

successiul .
I -- Praise: I will be
commended for going the 3 10/2.7

extre mile.

E == HNon-mometary
Reward: T might get some 4 16.a/3.7
sort of reward for goirg
the sxtra mile.

¥ -- Parsonal Standard:
I iz oy persconal standard 53 19.7/48.6
o stay involved with
proiects until thsy ars
Cone ng matter what.
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In response to Question 2, which describsd a perszonal
responsibility to peolicy/procedure scenaric and offered six
types of motivational phraze and asked which type of phrase
would motivate them to follow the policy, respondents
anzwered in the following way: 14.73% sald a threst would
motivate them, 24.8% said that perceived job responsibility
would motivate them, less than 1% said that team preszure
would motivate them, 1.8% ssid that the prospect of praise
would motivate them, lass than 1% said that a non-monetary
reward would motivate them, and 56.9% said that it wasg their

personal standard that would motivate them to perform.
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TARBLE 3 -- Question 3: Personal Responsibility to Pallicoy/
Procedurs Scenario

guestion 2 -- Your organizeblion's stalf meetings ars always held
after hours and sometimes on your day off, yetb everycre is expected to
attend thke xeetings. What makes you attend these mastings regardiess of
the day and time scheduled?

Rasponde Fraguenay Row percent/
N= 109 Column peraent

A == Threat:=: The

knowledge that meetings are 16 66.6/34.7

Tardatory and thoese who
don’t atkend will get puk
o warning.

B =-- Porgeived dJohb
Respensibility: It is a 27 19_4/24.8
Jjon requirement that staff
gktay updated through
monthly meebings.

2 == Taam Predsure: The
shift (team) gekbs rakted on 1 1.5/.8
sttendance and they are
depending o me to do my
part.

P == Praisa: Those who
attend mestings always gat 2 B.6/L.8
praised at the end of the
meeting.

E == HNeon-monatary
Raward: All those in i 4.1/.9
attendange at mestings get
a2 cerxtificate for
attendance and perfect
attendance 1= rewardead at
the end of the vear.
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F -- Parsanal Standard:
I fecl personally b2
responsible to stay updated
on industry/ company
information.

23.1/56.9

In response to Question 4, which describaed an initiative

scenario and offered six tyvpes of motivaticna. phraze and

asked which tyvpe of phrase would motivate them to perform at

top level, respondents answered in the following way: 2.7%

said a threat would motivate themwm,

31.2% =zaid that perceived

job respensibility would motivate them, 17.4% said that team

pressure would motivate them, 5.5% said that the prospect of

praise would motivate them, 43.1% said that it was their

personal standard that would motivate them to perform, and

none said that a non-monetary reward would motivate them.




TABLE 4 -- Quesgtlion 4:

Initiative
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Question 4 -- Cartain Jobs always need to be done ewary day in vour
workplace though they are not assigned to any one particular person as
part of hisfher jeob duties. What makes you decide to do the jobs whsn
vou =& that they aren't being done? {(Example of & job =-- washing out
the ¢offee pot or tzking the meil te the mail room.)

Respaonsa

Fredgilenoy
N= 105

Row peaercent/
Column percaent

A =- Thraat: ZZ nobhody
doeg the job voluntarily we
will all be puk o & rigid
schedule for the tasks.

12.5/2.7

E - Percvelved Job
Responsikility: It is
part of the job that I
sometimes must o axtra
duties to make the cifice a
bekter wlace te work.

24

24.4/31.2

¢ -- Team Pressure:
Fverybody else iz doing
their part and I must do
mine.

19

3i1.6/17.4

D =-- Praise: FPeoples
oraise/thank me for doing
these jobs volunrtarily.

20/5.5

E == HNoo-meoetary
Reward: I may be the next
recipient of [he emploves-
cf-the-month award 1f I
continue te de the litkle
Things.

0/

F -- Persomal Standard:
It is my personal standard
to === that things that
ased to bhe done are done.

17.5743.1
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In responsa to Queation 5, which described a customer
service scenario and offered six types of motivabticnal phrase
and acsked which type of phrase would best motivate them to
perform at top leval, respondents answered in the following
way: 2.7% said that a threat would motivate them, 33% sald
that perceived job responsibility weuld motivate them, 1.8%
2aid bhat Learmn pressure would motivate them, 13.8% =aid thatl
the prospect of praise would motivate them, 14.7% gaid that a
non-monetary reward would motivate them, 34% saicd that it was

their personal siandard that would motivate them to perform.
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TaBLE 5 - Question 5: Customer Service

Quastion 5 —— A custoper at the store where you work has bssn zhorbtead
sn item in their order [sic]. They call from home To Eell vou of The
error but they can’'t coTe back to get the missing item. What makes wou
decida to drop it off at theiy house on ywour way homa?

Ragponsas Fraguency Row percent/
N= 14g Column parcant

A =-- Threat: Ift was my

fault and I could get put 3 12.5/2.7

on warning for the mistaka.

B —— Percelived Job
Responsibility: Itz my 24 25.8/36
“ol to make sure that
cuskbomers are happhy.

C -- Taam Pregeurarr Our
ehift will get o bad rating 2 3.3/1.8
for my mistake and the
whole team will suffer.

D -- Praige: T will be
pralsed/thanked by my boss 15 EQ/L3.B

and/or the customer.

E -- Non-monatary
Reward: MNext Ltime I ask 15 se.8/14.7
for a day off/special
favor, T might et special
consideration for my

dedication.
F ~- Porsonal Standarzd:
Tt iz my parscoel stendard 37 13.6/34

o perform this way on the
Job.
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Respondants were alsce asked to tell how much they
interacted on their present Jjob with the public and with co-
workers and how often their jobs required that they work
independently, using the ratings often, sometimes, seldom,
and never for each. The rescponses wers:

Interact with the public -- 71.5% coften, 22% sometimes,
5.53% seldom, less than one percent navear;

Interact with co-workers -- 77.1% coften, 20.2%
sometimes, 2.7% zeldom, no percent never;

Work independently -- 74% often, 19.3% sometimes, 5.5%

seldom, and no percent never.



In reviewing the recponses,

type of response is shown in T'able 6.

the total

dz

numkber of =ach

TARLE & -- Tolbal REespoanse Types

Reshonsas Toctal Re=ponasas Column Fercent of
Type N B45 Tetal 545
A -- Thraat 2L 4.4

B -- Perceived Job

Resdpondibllity 135 25.5

g —-- Team Pressure o0 11

D -- Praisse 34 5.8

E -- Non %% Reward 24 4.4

I -- Parsonal 258 45.1
Standard

Thiz table shows how often sach answer was chosan
collectivalv oul of a totzl 545 possible responsss (109

questionnaires with five guestions each).

A=z aevidenced by the above Table, perscnal standard was

by far the most peopular chosen answer when leocked at overall.

Almost half of the answars glwven,

regardless of scenario,

received a personal standard responge. For a furthar

breakdown of how the ‘ndividuoal gquesticns matched up with

gach saenaric, ses Table 7.




43

TABLE 7 -~ Which scenarioc ranksd highest with =ach type of
motivator.

Redponde/ Row Foocus of Ecanario
Motivator Parcent {guastion zaumbher)}

A {Threat) 6E.6B% Bolicy/Procedure (3]

E {(Job EHeoap) 25 _ B&% Customer Sarvice (5)

C (Team pressura) 48 .3% Tsamvazk [2)

I [(Praize) SO% Customer Sgrvice (5}

E {(Nom 235 Reward)} BO% Crstomer Sexvice (5)

F {Perg. Standard} 25.7% Cuality (1)

This table shows which scenario was the most popular
application of each motivator. The fosus of each scenario is
also provided.

Thase data indicate that threats do motivate more in
policy/procedure situations more than any cther btvoe of
motivator, that team pressure ls more effective in teamwork
situations, and that perscnal standard is mcst important in
gquality situations. Percelved job responsibility, praise and
non-monetary rewards raceived their highest response rates in
reference to the customer service situation, showlng that
customer service is an area where multiple factors can

motivate. The one scenaric thaet did not have a specific
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motivabtar appaar asd moest commoenly chosel was the sasnaric

concarning initiabive.

When cross-tatulated by gender,

the cdata showed the

following:

Table 83 —- Mobliwabion Response Types by Gender
Resp. Resp. Roop Reoap Roop ReGD
Typa A Type Typa C Typa D Typa B Typa F

Male g 55 25 12 a 53
20% 9. 5% 43.3% 40% 33.3% 34.7%
EL 27 .5% 13% 6% 4% 48.5%

Femals 18 84 24 18 15 17%
T9% 60.4% EB.E% 6% LG . T8 65 .3%
5. 2% 24.9% 9.0% 5.2% 4.6% 50.7%

Legend

Frecgquency (N = 200 male; 345 female)

Calumn Percent

FRow Fercent

This table showes the breakdown of respoenses by gender. Men

ware less likely than womsn to respond to teamwork motivators

or threats.
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Guas. 1 Ques. 2 Ques. 3 Ques. 4 Quas. &5
Quality Teanwork Poligy/ Initia- Cust.
Procad. tiva Sarvice
Malea Q 2 3 [+ 1
1.8% 2.7% 0%
1% 1.5% . 5%

Faomale 0 0 13 £ 2

1% _94% 2.758% 1.8%
3.7% 9% .8%
eqend

Frequency (N = 24)

Column Perceant

RFow Percent

Men were rarely motivated by threats in any situation.

TABLE 10 Response Type B —- Perceived Job Respeonsibility
Quas. 1 Ques, 2 Quas. 3 Ques. 4 Ques. &
gunality Teanwork Policy/ Initia- Cust.

Procad. tiva Sarvice

Male 5 9 g8 1z 17
B.2% g.2% 7.3% 11% 15.68%
4.5% 4.5% 4% 5% G.5%

Fomale 15 | 14 22 15
12.7% 8.2% 17.4% 20.1% 17.4%

4. 3% 2.b% 5_5% 6.4% 5.5%

Legend

Frequency (N = 139)

Column Percent
Row Fercent

Men and women fared

gimilarly in this response category.
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TZBELE 11 Response Tvpse O -- Team Pressure
Qued. 1 Ques., 2 ouas. 3 Que=. 4 Ques. 5
Quality Teamwark Policy/ Initia- cust.
Proced. tive Saervice
Male 5 & 1 12 2
4.5% 5.5% L 9% il% 1.8%
2.5% 3% -5% &% 1%
Femals 4 23 C 7 0
3.6% 21.1% 6.4%
1.2% 6.58% 2%
Legend

Frequency (N = 50)

Column Perceant
Bow Percent

Taam pressure was significently higher among women than among

mers .

TABLE 12 Response Type DY -- Prailse

Ques. 1 Dues. 2 Ques,. 3 Cuas. 4 Quas. I
ouality Teamwork Policy/ Initia- Cust.
Proced. tiva Service

Male 1 2 2 & 1

9% 1-&% i.8% 5.3% 9%

Lo% 1% 1% 3% .5%
Famale ! i 0 8] 14

2.7% 9% 12.8%

_9% 3% 1. 1%
Legend

Freguency (N = 30)

Column Percent
Row Dercent

Men were considerably more respongive to

praize than women,




particualarly in the initiative scenario.
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TAELE 13 Responsge Type E —— Non monetary reward
gues., 1 fues. 2 Quas. 3 Ques. 4 Juaes. 5
Cuality Teamworl Foliay/ Initia- cust.
Praocad. tiva Sarvice
Mala 1 1 i 0 5
9% -1 2% d.6%
.oR LB% o% 2.5%
Famale 2 3 0 N 11
1.8% 2.7% 10.1%
.B% L5% Z.2%
Lecgend
Fraguency (N = 24)
Column Percent
Row Percent
TABLE 14 Resgsponss Type P -- Perzsonal Standard
Ques. 1 Ques. 2 Que=. 3 oueg. 4 Quas. 5
puality Toamwaork Policy/ Initia- Cugt.
Frooad. Lire Barvice
Male 24 20 25 1.0 1t
d2% LE 3% 22.9% o 2% 13.8%
12% 10% 12.5% 5% 7.5%
Female 45 a3 ae 37 15
41 . 3% 30.1% 34.8% 4% 13.8%
13% 9.6% Li% 10.7% 7.5%
Legend

Freguency (N = 2E8)

Column Peroehlt
Row Percent

Thiz gender breakdown showed that personal standard was
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a kay mctivator amendg men and women rather consistently. The
findings revezlad that proportionally women were more likely
to choose a thresat meotivabor than men were {Table IX) and
women were also more likesly to ke motivated in certsin
situations by team pressure [(Teble XI). Similarly, women were
also more likely to cheose a non-monetary reward in
gituations where man ware proportionally more likely to
choose a perceived §Hob responsibility responge ag motivator
(Takbles X and XTV).

A crogs-tabulation by crganization tvpe, prefit vs. non-
profit, did not show any significant trends:; nor did a cross-
tabulation by total number of yvears worked. Consistently the
most commeon anzwer for =sach question type was personal

standard, ss indicated in Takle 15,



Tabliae 15 —— Mozt popular response type for sach question.

Quastiocn numbar &
Farus of gquagkion

Mas=st
chosan

(Row percant)

commonly
response

Footla of response

1 = guality il E3.3% Perzonal Standard
2 -- Teamwnrk T 45 . 6% Personal Standard
3 -- Policy/Procad. F §5&.9% Personal Stardarad
4 —= Tnitiative F 43.1% Fersonal Standard
5 — Customer Sve. F 4% rParsenel Stendard

This table shows which motivator type was most chosen for

egrh question, regardless of the gquestion'es [ocus.

Thiz information shows that for each question personal

sgtandard was the most common motivator.
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CHAPTER 5

The study revealed that across the board. personal
standards are the greatest motivating force among those
front-lins employees studied. This major finding presents a
challenge to managers and owmers as it implies that while
external motivators, such as threats and non-monetary rewards
are somewhat effective in some settings, no cne effort can be
a8 effective in motivating employesas to go abeve and bevond

as an employee’s own will and determination.

Public Relaticns Implicatioens

This finding has important implications fer all
industrias smploving front-line workers, which would
translate to just shout every industry in the American
gystem: Hiring practices cnce reserved for upper-level
emplovees must be adjusted to include those coa the front
line. Psychological tests and personality questionmairas,
such ag those in the text, New Per i Self-Portr

You Think, Werlk, Towve and Aot the Way You Do by John M.

gldham, M.D., and Lois B. Morris (Bantam, 13%95), tc determine

which types of workers are being hired are not z wasted
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=ffort on the frent line. Thay arsa, in fack, assets, az they
may help managers identify potential organizational stars --
and proklems -- early on, before 2 lot of time and money are
invested, The finding suggests that it is the peopie who make
thae difference and therafore the shift must b2 made toward
finding pecple capable of giving the desired results rather
than trving to get impossible results from employvees who are
simply unabkle o perform.

Further analvsis of the data showed that some situations
cculd czll for special types of motivetion, such as in
situations where Ceamwork was recuired or commitment to
organizational policiss and procedures was requirad. This
finding places ancother challenge before management:
Tailor-make motivational strategies to fit not oniy the
properly hired employes but also the situation. This will
recuiire careful planning by managers who must be acutealy
aware of their emploveess' hot buttons and how those hot
buttons intermix with reguired duties and daily work
situations. This carsful planning will alzo require a
targeted rifle-like approach to motivation f£rom many managers
gtill accustomsd to using more generic, shotgun vactics to
motivate several emplovees at conce. Thig finding czlls for a
change in the way motivation iz approached and ultimately
implemented. At first the work might seem liks a great deal
of fuss and research, but the findings of this study suggest

that the work will pay off. Front-line employee files should
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not simply contain the job applicacion and coples of Sccial
Security cardeg needad for the persconnel department, but also
garaully detailed observations of how that employes responds
tp cartain situations and perscnal testimomias of what is
important to that employee, gathered from manager interviews.

The pergeommal fila should become a perscnal file as well.

Recommendaticns for further study

Thig study sabs tha stage for further studies in the
ar=s of motivabional communication. One area that should be
invaskigated is the psychelogicsl classification of cmployee
typas. A study which arosa-refercnoes emploves types with the
responses to mobivational phrases could prove invaluable te
menagars Lrying to lezrm to say the right thing at the right
time to the right smploy=ae.

2dditional rasearch should investigste the partiaular
job duties and responsibilities hinted at by gquestions 10-12
of this survey which asked for interaction levels and
independent. work requirements. A cleser lock at the pessikble
link between years on the Jjob and/or educaticzn levels might
zlso indicate a8 valuable trend, especially 28 mere and more
peopla are reduced to holding front-line positicons for which
they are overqualified a% a result of downsizing or the
shortage of professional jobs. Such studies might lead to

others that ocould elevate the staktus of the front line and



ultimately improve the quality of work done at that level.
Lastly, additional research should lecok at what types of
motivators are most effective with those whoe come to the
position with the high personal standard. It can be assumed
that these workers will motivate themgelves, but it is also
necessary for managers to know what “little things" they can
do to supplement this self-motivation. The study could focus
on which tyvpes of specific benefits or responsibilities such
enployess value and lead to recommendaticns on how to kesp
gtuch employvees on board once managers have found them.
Retention of geod workers would be a natural follow-up To

this study which callg for the location of such workers.
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Appendix A -- Survey Form

Survey #

Read each scenario and choose ane answer for each.

(Assune in each sifiuation Yot your pey is safisfclory mrd will net be affected by your performance.)

1. The couﬂ:)any you work for has built a reputation for doing quality work at all levels, This means a 24-hour
humaround and 2 100 accuracy rating on all orders processed and shipped, Whet motivates you to maintain
these standards? Pirase chogse one:

a. 'The fact thatanyone who doss not maintain these standards will be disciplined and fired after the
second offense.

b, Itisacondidon of the job that all werkers maintain these quality standasds

— & My team gets a group reward for maintzining quality standards and they are depending on me io
do my part.

d. Iwillbe told thatIdo aquality job by my peers, boss and customers.
e Twill receive 3 monthiy award {cartificats) for every perfect performance.

£ It isf ity personal standard to perform this way; [would do sc even if the company did not require
it of ma.

2. A sperial project needs to be completed by 00 M and at 2:00 PM sevaral parts of the project are sull
undene. You normally laave at 4:00 PM, but if vou stay to help, the project will pet done. What mativates you
to stay wntil things ave done? Phagse choose ong:

_a  Thekaowledge that anyome who doesn't pitelt in at énunch times doesn’t get to share in the seles
leads the projects generate.

. Itis part of the job that everyone help during times when the office Is the husiest.
¢ Bverybody else is doing their part and they need my help so we can be surcessful.
d. [will be commended for going the extra mils.

g, Imight patsome sort of reward for going the extra mile,

f. Itis my personal standard to sy Invalved with projacts untl they are done no matter what

3. Your nrganizatinn's staff mestings are alwavs held zfer hours and semebmas on your day off, yet everyone
is expected toatlend the meetngs. What makes you attend these meetings regardless of the day and Hme
schaduled? Plese choose one:

a. The knowledge that meetings are mandatory and those who don't attend will get put oo waming.
k. Itizajob requirement that staff stay updated Enrcugh monthly mestings.
& The shiit (team) gets rated on attendance and they 2re depending on me to domy part.
d. Thaose who attend the meetings always get praised at the end of the mesting,

e, All those in aitendance at meetings gel a certificats for attendance and perfect attendance is
zewarded at the end of the year.

f. 1ieel parsonally rasponsible to stay npdated an induskry/company information.



4, Certain jobs always need to ba done every day i ‘g;_hur workplace even thnugﬁt they are nat assigned to any
one parhcu]ar persan as part of his/her job duties. What makes you decide ta do the jobs when you see that
they aver't done? (Example of g job ]:I.'Ilgi}'Lt be washing out the mﬁee pot or taking the mail ko the mail room).
a. ¥ nobady does the job voluntarily we will all be put on a dgid schedule for the fasks.
— b Ttispartof thejdb that T sometimes must do axtra duties 1o maks the offica 3 hetter place ta work.
. Everybody else is deing their parf and I muast do rving.
d. People praise/thank me for doing thess jobs voluntarity,
e. Imay bethe next recipient of the employee of the month awatd if T continue to do the litHe things.

% It is my personal standard ko see that things that need o be done ara done.

5. A customar at the siore where you work has been shorted an ite in their order. They call from home to tell
yona of the errer but they can't come back (o gat the missing itern. What makes you decide ta drop it off to their
hiouse on your way home? Plazse choose one:

& Itwas my faultand I could be put an waming for tha mistake if the customer decides not to shop
here anymore.

b. IF'a my jok to make sure that customers are happy.

. Ourshift will pata bad rating for my mistake and the whale tan will sutfer,

. Twill be praisad /thanked by the customer and/ ot iy boss.

e. Next ime L ask for a day off/spedial favor, | might get specialconsideration for my dedication.

f. Itis my personal standard to perform this way ¢ the job.

6. Mala _ TFomale

7. Age:

8. Highest grade completed in school:

9. Prasent job is: PFor-profit {food service, ratail, etz}

Maz-profil (governnent, shopl)

10. Hew eften do you interact with the public as part of your jot? (please circle)

Often SomeHrnes Seldom Nemver

11. How much does your job require that you interact with eo-workers in order to do your job?

Chen Sometimes Seldom Never

12. How often does your job raguize you to work independently to get things done?

Often Sometimes Seldom Mever

13. Time ir. prasent job: {yeazs/ months)

14, Number of years working (total):

me 8 F 6 3 4 3 21
M 17 1819 1 15 14 13 12 1



Appendix B -- Survey Data

1 Question 1 |Question 2 [Question 8 Question 4 |Cuestion 5 Question 6
2 1 |F F -0 B F FEMALE
3| 2[F F F B F FEMALE
4 3 |F F B F F FEMALE
5 4 |F 'C F B F FEMALE
B 5 |F r B F F FEMAL F
7| s8JF F F IF F FEMALE
gl 7I|F F F F F FEMALE |
a|l 8|0 c B B E FEMALE
10| 9|F r F F B FEMALE
11| 10 |F G F F P FEMALE
12| 11F B F F D FEMALE
13 12 |F C B F B FEMALE
14| 13 1F F F F F MALF
15| 14 |B C F c B FEMALE
18| 15 |B C B C B MALE
17| 18 ]F C A F F EMALE
18| 17 |F F F D F MAL F
19| 18 F F F D F IMALE
20| 19 ]B F B F B FEMALE
21| 20 F C F F E MALE
22| 21F r r C D | FEMALE
23| 22D o A C B FEMALE
24| 22 F F F F F MALE
25| 24 E A C [ C ‘MALE
26| 25 B r B F B . FEMALE
27| 26 |F F B F B FEMALE
28| P70 G D C 0. MALE
29| 28 C F F F |F 'MALE
30| 20 F r F B B MALE
21| 30 R G A A A FEMALL
32| 8 C B A B E .FEMALE
gs| 32 8B E F c | MALE
34| 83 F B B B E IFEMALE
35| 34 |C C G G E :FEMALF
36| 235 B r B B D FEMALE
37| 38E F A B D FEMALE
3g| 37|F E A B D \FEMALE
19| =8 |F F B B E [MALE
40| 38|F r F r F |FEMALE
41| 40|F F F F F FEMALL
42| 41 |F B F C B MALE
33| 47 |B B F B B FEMALE
44| 43|C B B B B MALFE
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25l 44 F F F F F FEMALE
46| 45 F B F F F MALE |
47| 48 F F F c. E MALE |
aB| 47 F F B B E FEMALE
49! 48 C F A B A MALE |
50/ 49 F F F F B FEMALE
51} &0 F F A B B MALE

52| 51 F F F F D FEMALE
53] 52 D F F B B FEMALE
E5] 54 C ( F C F MALE

56| 55 D D A o F B FEMALE
58| 57F F F c F FEMALE
59l 58 F G = A D FEMALF
60| 59iF B F B B MALE

61| 60 B A A B B MALE

62| 61|B E D B B MALE

3| 62[B C B B E FEMALE
64| 63|F F F F B FEMALE
65| 64]F C F F F FEMALE
66| 65 |F a = F D FEMALE
67| 66 |F C B F B FEMALE
58| 67 |F = = F F MALE

= ol 65 (B C = C B FEMALE
70| 69 |B C B C B MALE

71| 70 F C A F F FEMALE
72| 71F F F D F MALE

73| 720F F F D F MALE

4| 730 F B F B FEMALE
75| 74F G F F B MALE

76l 75 F = F C D | FEMALE
- = A B D FEMALE
78| 77 |F F B B E MALE

79| 78 |F = F F F FEMALE
so| 79 |F F F F E FEMALE
81| 80 |F B F C . _..B MALE

g2 a81lB B F B 'B FEMALE
g3| B2 |C B B 8 B MALE

8 4 a3 |F F F F ,F FEMALE |
55l B4 F B F F F MALE :
o6 B51F F F c E MALE

a7 86 T F B B E FEMALE
a8l 578 o B & E FEMALE
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go| 88|F F F F B FEMALE |
sol 89 F C F 'F F FEMAI F
91! B0 F B F F B] FEMALE
92] 81 F A E F E FEMALE
gz| o2 F F F F F MALE
gg| 938 C ik C B FEMALE
05| 84 B C B C B MALE
96| 95 F G A F F FEMAI F
97| 9% F F F [ F MALE
ag| oF F F F D F MALE
ga| @8 b C A A A FEMALE
100 99 C B A B E FEMALE
1011 100 B B F e B MALE
103} 101 F B B B E FEMALE
103 102 C C G G E FEMALE
104] 103 B F B R D FEMALE
106] 104 :E F A B & FEMALE
106] 105 iF E A B D FEMALE
107]| 106 |F F B B F MALE
108 107 |B D E F F MALE
105 108 |F F F F F EMALE
110] 109 |F F F F F FEMALE
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1 |Question 7 |Question 8 [Question 8 Question 10 |Question 11
2 51 |COLLGRAD |NON  OFTEN OFTEN
3 34 |2YRSCOLL |NON 'OFTEN OFTEN
4 43 |3YRSCOLL |NON {OFTEN OFTEN
5 42 |COL_GRAD  |NON [{OFTEN OFTEN
6| 38 © 12 [NON OFTEN SOMETIMES
7 23 12 |FCR PROFT |OFTEN OFTEN
g 22 2YRSOOLL [FORPROFIT |[OFTEN OFTEN
g 23 25 C0OLL FORPROFIT |OFTEN OFTEN
10 23 |SOMECOLL (FORPROFT |[OFTEN OFTEN
11 26 ASSOCDES [FORPROFRT |[OFTEN COFTEN
12 21 1.5 YRS COLLFORPROFIT |[OFTEN OFTEN
13 33 |COULGRAD FORPRGFT |OFTEN SOMETIMES
14 20 15 |FORPRCFIT |OFTEN OFTEN
156 18 |N/A FORPROFIT |OFTEN OFTEN
1 6|N/A COLL GRADS | NON OFTEN QOFTEN
17 51 |BN NN OF TEN QFTEN
18 21 15 |FORPROFIT |OFTEN SCMETIMES
19 46 |COLL GRADH |FOH PROHT |OFTEN SOMETIMES
2 i 23 JRCOLL FOR PROFIT |OFTEN WFTEN
21 26 15 |FORPROFIT |OFTEN OFTEN
22 28 14 |FORPROFAT |SCMETIMES |SCMETIVMES
23 21 14 \FOR PROFT |SOMETIMES | OFTEN
24 a2 14 |FORPRORAT |SOCMETIMES |OFTEN
25 20 14 |N/A SELDOM SOMETIMES
26 21 14 |NON SELDOM OFTEN
27 27 IN/A FOR FRGQFIT {MEVER SOMETIMES
2 8 N/A N/A MN/A SELDOM SELDOM
29 29 |COL_GRAD |FORPROFIT |OFTEN OFTEN
20 25 15 |FOR PROFIT |OFTEN OFTEN
31 21 17 |NON | SELDOM SHDOM
32 24 15 |FORPROFT |SOMETIMES [CFTEN
33| _ 47 14 |FOR PROFIT |OFTEN OFTEN
34 31 ~ 12 :FOR PROFIT |OFTEN COFTEN
3 5|N/A NJA NON OFTEN OFTEN
36 42 16 FORFROFT |OFTEN OFTEN
37 31 14 FORPFROFT |[SOMETIMES |OFTEN
38 25 16 |FOR PROFIT [SOMETIMES |CFTEN
39 23 |N/A FOR PROFIT |CFTEN CFTEN
40 42 15 |FOR PROFIT SOMETIMES OFTEN
41 40 |GRADILEYV  |NON QFTEN CFTEN
42 21 16 |FOR PROFIT QFTEN CFTEN
43 24 15 |FOR PROAT SOMETIMES (CFTEN
44 22 FOR PROFIT |SOMETIMES |OFTEN
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15 43 14 |NONFRGHAT |SOMETIMES | OFTEN

48 43 12 |NON-PROFIT OFTEM SOMETIMES
47 45 |COLLEGE | NONPROFIT |OFTEN OFTEN

48 B0 1GRAD NOM-PROMIT| OFTEN OFTEN

49 26 12 |FOR PROFIT |SCMFTIMES |SOMETIMES
50 45 17 |NON PROFIT |OFTEN OFTEN

5 1 30 COLLGRAD |FOR PROFIT [OFIEN OFTEN

5 2 25 16 |FORPROMT |OFTEN  |OFTEN

53 26 17 FORPROFIT |QFTEN QFTEN

5 4 47 14 FQR PROFTT |OFTEN OFTEN -
55 23 | 15 FOR PROFIT |OFTEM OFTEN

5 & 24 |[COLLGRAD  FOR PROFIT |OFTEN OFTEN

57 27 15 FOR PROFIT |SOMETIMES |GFTEN

58 47 12 FORPROFT |SELDOM SOMETIMES
5o 27 |GRAD LEVEL FOR PROFT |OFTEN | SOMETIMES
G0 25 |COLLGRAD  |FOR FROFT |OFTEN HOFTEN
& 1 24 14 |FOR PFROFIT |OFTEN | SOMFTIMES ;
&2 ! '

63 23 [25COLL |FORPROFIT OFTEN OFTEN

Gal 23 |SOMECOLL |FORPROFIT OFTEN OFTEN

G & 26 |ASSOCDES  |TORPROFIT OFTEM OFTEN

& & 21 1.5 YRS GOL|FOR PROFIT OFTEN "OFTEN

67 33 |COLLGRAD |FORPROFIT |OFTEN SOMETIMES
G 8 20 15 [FORPROAT |[OFTEN OFTEN

6 4 10 N/A FOR PROFIT | OFTEN OFTEN

7 0 |N/A COLL GRAD+ | NON OFTEN OFTEN

71 51 |RAMN '8 OFTEN OFTEN

72 21 15 | FONPRCFT |OFTEN SOMETIMES
73 46 |COLL CRAD+ |FOR PROFIT |OFTEN SOMETIMES
7 4 23 [JRCOLL FOR PROFIT | OFTEN OFTEN

75 26 15 |FOR PROFIT |OFTEN OFTEN

76 26 14 |FORPROFT | SOMETIMES | SOMETIMES
77 a5 18 |FOR PROFIT |SOMETIMES |OFTEN

78 23 N/A FOR PROFIT |OFTEN OFTEN

79 42 . 15 FORPROFIT |SOMETIMES |[OFTEN

8 0 AQ |GRADIFY  NON OFTEN OFTEN

8 1 29 16 |FOR PROFIT |OFTEN OFTEN

82 24| 15 [FORPROFT |SOMFTIMES | GFTEN

83| 22 FOR PROFIT SOMETIMES CrIEN

g 4 43 14 |NONPBROHT SOMETIMES OFTEN

B5 43 12 |NON-PROFIT|OFTEN SOMETIVIES
& & 45 COAHFGE MONPROFIT |OFTEN OFTEN

8T 50 (GRAD NON-PROFIT|OFIEN | OFTEN

g 23 2.5 COLL FORFROFET |OFTEN OFTEN
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89 23 [SOMECOLL |FOR PROFIT OFTEN OFTEN

9 0 26 |ASSOCDEG |FOR PROFIT OFTEN OFTEN

9 1 21 1.5 YRS COLLFOR PROFT OFTENM QOFTEN

92 33 1COLLGRAD |[FORPROHAT OFTEN SOMETIMES

9gl 20 15 |FOR PROFIT OFTEN 'OFTEN

94 18 {N/A FOR PROFIT |OFTEN OFTEN

o 5|N/A COLL GRAD- | NN OFTEN OFTEN

96 51 1BN NON {OFTEN OFTEN

a7 1 15 |FOR PROFIT |OFTEN SOMETIMES

98 45 |COLL GRAD+|FOR PROFIT |OFTEN SOMETIMES

99| 21 17 {NON SELDOM SELDOM
140 24 1% {FORPROFAT [SOMETIMES |OFTEN
101 47 14 1FOR PROFIT |OFTEN QOFTEM
102 31 12 [FOR PRGFIT |OFTEN OFTEN
103 [NA N/A NON OFTEN OFTEN
104 42 15 |FORPROFIT |OFTEN OFTEM
105 31 14 |FOR PROFIT |SOMETIMES | OFTEN
106 25 16 |FOR PROFIT |SOMETIMES |OFTEN
107 23 IN/A FOR PROFIT |OFTEN |OFTEN
108 21 15 |NFA
109 42 15 |FOR PROFIT |SOMETIMES |OFTEN
110 40 |GRADLEV  |NON OFTEN OFTEN
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1 [GQuestion 12 |Question 13 [Question 14
2 |SOMETIMES 2YRS 10 YRS 13
3 |QFTEN IMONTHS | 3MONTHS 7
4 | CFTEN 1 YEAR 25 YEARS 7
5 |CFTEN 12YEARS |20 YEARS 7
G |QFTEN 1YEAR  IN/A 7
7 |COFTEN 5 YEARS AYEARS 11
8 [OFTEN 18 MCONTHS |9 YEARS 11
g |SOMETIVIES 6.5 YEARS |10 YEARS 11
1 0|SOMETIMES 3.5 YEARS |8YEARS 11
14 |3OMETIVMES 8 MONTHS 10 YEARS ) 2.
1 2 |OFTEN 3 YRS 1 MO SYEARS 2:
1 3 |OFTEN 1 MONTH 7 YEAHS 2
1 4|OFTEN 4MONTHS 4 YEARS 2
1 5|OFTEN GMONTHS 2 YEARS 2
1 &5 |OFTEN 4.5YEARS 3BYEARS 13
1 7| OFTEN 7 YEARS 7 YEARS 13
1 8| SOMETIMES |4 YEARS 5 YEARS 8
1 9| OFTEN 17 YEARS |25 YEARS 19
2 0 SELDOM 1BYBS6MO |10 YEARS g
2 1|OFTEN 1YR4MO [10YEARS & |
2 21OFTEN 4YR56MO |10 YEARS 2
2 3{0FTEN 1 YEAR 4YEARS g
2 4 |OFTEN SYEARS 12 YEARS 18
2 5|0OFTEN N/A & YEARS 3
2 6 |OFTEN 2 YEARS 7 YEARS 3
2 7 1OFTEN 2YEARS & YEARS 19
2 B{SCOMETIMES |N/A N/A 2]
2 glSOMETIMES |2.6 YEARS |26 YEARS 19
3 o | OFTEN SYEARS 11 YEARS 8
3 1 |OFTEN SR SAME 20
3 2 |CFTEN 25 YEARS |10 YEARS g
3 3|QFTEN 26 YEARS |28 YEARS 17
3 4|CFTEN 8 YEARS N/A 2]
3 & |OFTEN 5 YEAHS 16 YEARS 13
3 6 |OFTEN 10YEARS |25 YEARS o 17
3 7 |OFTEN _7YRS3MO |14 YEARS 3]
3 3|OFTE 5EYEARS MN/A R
3 9|SOMETIVES |1 YEAR 8 YEARS 8
4 0| OFTEN 4YEARS 24 YEARS 17!
4 1{0OFTEN 25 YEARS |27 YEARS 18
4 2 | SELDOM & YEARS 4 YEARS 8
4 3 |OFTEN 2MONTHS |EYEARS 12
4 4 |OFTEN AYEARS 6 YEARS 12
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4 5|OFTEN 4 YRS 5 MO |20 YEARS 12
4 6| OFTEN 24 YEARS |33 YFARS 12
4 7|OFTEN 6 MONTHS |25 YEARS 13
4 B |OFTEN 2YRS 10 MO 12 YEARS 13
4 9 | SOMETIMES 10
5 0 |OFTEN 3 YEARS 14 YEARS 10
5 1 |OFTEN & YRS 5 MO |8 YRS 5 MO 10
5 2 [OFTEN 2 YRS 9MO 8 YEARS 10
5 3 |CFTEN 3MONTHS 8 YEARS 10
5 A|OFTEN GYEARS |13 YEARS g
5 5| SOMFTIMFS |SMONTHS |7 YEARS 8
5 6 |OFTEN 5YEARS  |8YEARS 2
5 7 |OFTEN I YREMO 10 YEARS 9
5 8 |OFTEN 12 MONTHS |27 YEARS N
5 o |SFL DOM 8 YEARS 12 YEARS 8
6 0|SOMETIMES 1 YEAR 12 YEARS 1
G _1|SELDOM EYEARS  7YEARS 8!
52 i
& 3|SOMETIMES |6.5 YEARS 10 YEARS 11
& 4|SOMETIMEE |3.5 YEARS |8YEARS 1
§ 5!SOMETIMES |6 MONTHS 10 YEARS 2
6 6| OFIEN 3YRS1MO [SYFARS 2
& 7 |OFTEN 1 MONTH |7 YEARS 2
6 8 OFTEN 4 MONTHS |4 YEARS 2
6 9 |OFTEN 9 MONTHS |3 YEARS 2
7 & |OFTEN 4.5 YFARS |38 YEARS 13
7 1 |OFTEN 7YEARS 7 YEARS 13
7 2| SOMETIMES |4 YEARS 15 YEARS g
7 3|OFTEN 17 YEARS |25 YEARS 14 |
7 4 |SELDOM 8 YBS 6 MO |10 YEARS 8
7 5|OFTFN 1¥YR4MO [10YEARS 8
7 6 |CFTEN 4 YRS 6 MO 110 YEARS 8
7 7|OFTEN SYEARS  N/A B
7 8| SOMETIMES |1 YEAR 9 YEAHS 8
7 9| OFTEN 4 YEARS 24 YEARS 17
g g|OFTEN 25 YEARS |77 YEARS 18
8 1 | SELDOM BYEARS |9 YEARS &
g8 2 |OFTEN 2 MONTHS [8YEARS 12
g 3 |CFIEN 4 YEARS 6 YEARS 12
8 4 |CFTEM 4 YRS 5 MO [20 YEARS 12
g8 5 |OFTEN 24YEARS |33 YLCARS 12
B 6 |OFEN §MONTHS |25 YEARS 13
8 7 |OFTEN |2 YRS 10 MO| 12 YEARS 13
SOMETIMES 6.5 YEARS 10 YEARS 11
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Appendix E —— Surveay Data

g 9 |SOMETIVMES 3.5 YEARS 8 YEAMS 11
8 0 |SOMETIMES 6 MCNTHS 10 YFARS 2
8 1 |CITEN BYRS 1 MO 5 YEARS a2
g 2 |OFTEN 1 MONTH 7 YEARS p)
9 3 |OFTEN AMONTHS ~ 4YEARS 2
9 4 |OFTEN I8 MONTHS 3 YEARS 2!
9 5|OFTEN 453 YEARS 38 YLARS 13 .
g 6 |OFTEN 7 YEARS 7 YEARS 18 .
5 7 |SOMETIMES 4YEARS 5 YFARS g
g & |OFTEN 17 YEARS 25 YEARS 19 !
g 9 |OrTN SEM | SAME 20 !

1.0 0 |OFTEN 25YEARS |10 YEARS 8 |

1.0 1|OFTEN PR YFARS |28 YFARS 17

102 |OFTEN ‘BYEARS  [N/A 8 |

1.0 3 |OFTEN GYEARS |16 YEARS 18

i04i0FTEN J0YEARS |23 YEARS 17

105 |OFTFN 7 YRS 3MO |14 YEARS 8

1.0 G |OFTEN ISYEARS  |N/A 3

1.0 7 | SOMETIMES |1 YEAR 9 YEAHS 8

108 i o 20

109 |0OFTEN 4 YFARS 24 YEARS 17

11 0|OFTEN 25 YEARS |27 YEARS 18
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