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Abstract

Motivated employees are the substantial assets of any organization. Newly appointed employees’
behaviour set the tune of an organization’s future. So their motivation is an important point
to concentrate on for firms’ decision makers. This study is a new dimension of the research
of Malik et al., (2011), in which newly appointed sales personnel preferences revealed about
non-monetary incentives (NMI) as a motivational tool. In this study, the importance of factors
of non-monetary benefits like security, social NMI, job related NMI, tangible NMI, relations
with peers their effects on motivation of newly appointed sale force of the soft drink industry
of Karachi, Pakistan. The findings suggested that, most preferred NMI (ranking wise) for newly
appointed sales personnel is tangible non-monetary incentives, job related non-monetary
incentives, security, relations with peers and social non-monetary incentives. One interesting
finding of the study is consistent with Malik et al., (2011) that newly appointed sales personnel
also prefer the monetary benefits to non-monetary benefits.
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Introduction

Pakistan is one of the largest markets in the Asia Pacific region and potentially a
highly lucrative long-term play for fast-moving consumer goods companies (Research &
Market, 2010). Now in Pakistan, the soft drink industry is one of the major advertiser in
Pakistan especially on high cost media with maj or.cc1§>brltles of the region. Pakistan at a time
when the country’s food, drink and retail industries in general are all actually struggling to
attract large-scale multinational investments of this nature (Research & Market, 2007) but
famous soft drink (beverages) brands continue making their flavour as the basic choice for
drink with outside foods or in hot climate. According to Bashar (2001) soft drink industry is 3rd
largest revenue participant of CBR, it giving employment over 500,000 employees directly and
indirectly and also supports many other sectors of society such as crown corks, glass bottle§,
plastic shells, sugar, transport, advertising and media, PE.T bottles, concentrates efc. In today’s
environment soft/ encrgy drinks grow to be a fashion trend and life necessity between family
contacts, colleagues and friends (as cited in Malik et al., 201 1). As Research &oMarket (2010)
reported that this industry will avail its potential and its sales will increase 3.9.8 % (19.5 billion
PKR=223million $) up until 2014. Soft drink industry led by global giant brands of Coca Cola
and PepsiCo, they enjoying 95% market share and per capita soft drinks consumption in

Pakistan is about 20 litres per annum (Malik et al., 201 D.
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ially in soft drink industry.
pivotal for any firm, which gencrates major part of the revenue ((:isp::é:llfg’r 2 Soft drink businey:
Therefore, sales force can serve as a competitive advantage an aset o, ime, i DR
franchise or distributor. Newly appointed employees bchavmu% e = A oy
future. So their motivation js important point to concentrate for oo AT iarket share
(1998) illustrated the possible rationale for sales function of a ﬁrfrin, éfﬁl e et NTnls, st
Or sore up the revenue, increase competition, take out the benefit bonst product life cycle.
and occasion, building brand loyalty, building value relationships,

Motivation is a process that starts with a physiological or PSY}?h(:;l%g:)‘:‘ZL;eZ‘;‘:iél;::
activates a behaviour or a drive that is aimed at a goal (Luthan, 1 9981)' ?c ess as humans are
context, motivation plays an important role in ensuring organizational su tive systems are
the heart of an organization (Zani et al., 2011). Incentives and incen itiesyinto better
fundamental to developing capacities and to translating developed capac fitirs] state
performance (United Nations Development Programme, 2006). Motivation is an y 4
which forces somcone to do particular task or achieve a goal. Hence, motivation epertlr St_0n
motivational factors as like cash reward, appreciation party from firm, this study concentrating
On non-monetary incentives which are intangible rewards. Non-financial incentives are the
ones that involve no direct transfers of monetary values or equivalents such as holidays, token
awards or recreational activities and recognition from superior (Mathauer & Imhoff, 2006). The
value of non-financial material incentives seems to be perceived as a function of psychological

processes (United Nations Development Programme, 2006). Intrinsic motivation refers to the
pleasure and inherent satisfaction derived from a specific activity (Vallerand, 1997). These are
indirect benefits which offer or link to

an employee and it cannot touch e.g. job related factors,
variety of tasks, responsibilities, auto

nomy, flexible working hours, participation in decision
making, development opportunities (Yavuz, 2004). In other words, intrinsic or non-financial
Incentives are the ones that are not involvin

g money and it is about the job itself that motivates
people to work (Zani, et al., 201 1).
Literature Review

Famous Maslow 2

of employees by non-monetary incentives. Frederick (1959)
accountants and engineers were in sample size also showed th
achievement, recognition, work itself, responsibility and advancement (as cited in Malik ef al,
2011). In McGregor (1960) famous theory X and Y, Y factor explained that employees are and
like to be self-directed and self-controlled and they seek res ibiliti i i
t}}]]c prganizationzlll objc.ctivcs.] Vroom (1964) suggested that behaviour results from conscious
choices among alternatives whose purpose it is to maximize plea

and minimizcépain (as cited in Maﬁkrgt al.,2011). pleasure through non cash vewns

tivation are not able to ca )
(Zani et al., 2011). Lanchance (2000) said that people stay at work f, e hedend B o

or
just for money. Lord (2002) proposed that accomplishment, job resp -any other reasons, not

: . . v onsibilit iti
are the main motivators and that enhance Job satisfaction (Ryan & Dec; 2 i e

] 000) and roductivity.

-?n%?se tary g;ce!"iVes is WOrIl)( better thglll
€ credits is off;

(Besley & Ghatak, 200 ered than employees

goods or services as non-cash rewards; items that are associated with le

rather than more instrumental or functional items (Dha Wertenbrochp 2888
(2008) posit that non-financial Incentives or intrinsic motivation are st’xch f: )
creativity between employees, opportunity to use initiativeg (Knez & Sime %-:Ctozr?) (;(l) enhémlc‘c
perception of work importance in the outside world. Good Wworking relatjo Sh?r JOT) and the
and colleagues are also the dctcrmmant§ of motivation (Zani e g7 20]?5 11? with supeno;’s
(2004) shared the impact of n.on-.ﬁnanc_nal Incentive on brick]ayers-: o ). I a_gbe_nlc, eta -
they suggested that non-financial incentives are more referred in mot;i,vat-uc“t;’l ity in Nigeria;
than financial incentives as it increases the Productivity. Nay] Ing these employees

Or et al., (1980) claimed that
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anything that might amplify the predicted utility of the award will tend to increase effort

expended in pursuit of that award. Marginal propensity to consume windfall gains is higher
than that of expected income such as salary (Thaler & Johnson, 1990).

Methodology

Questionnaires dcve!oped with minor changes (translated into English) from the study of Yavuz
(2004), in which 19 items adopt;d which measured on five-point Likert scale ranging from 1 =
strongly agree to 5 = strongly disagree. The sixty one (61) responses out of 67 (93.85%) sales
force personnel of soft drink industry of Karachi (distributor network) found appropriate for
further analyscg. Out of'sixty one (6 1), 34 were newly appointed (tenure of less than six months)
in their respective firms. Questionnaires filled anonymously for instantancous response. Data
collection process lasted for 21 days. Written instructions and purpose of the
study were illustrated on questionnaires by covering letter. Data analysis compiled by using
statistical package for social sciences (SPSS) version 11 with XP windows.

Hypotheses one and two were tested by correlation matrix

HI: Which non-monetary factor between security, monetary increments, social non-monetary
incentive, and job related non-monetary incentive, tangible non-monetary incentive and

relations with peer factors are important for motivation of newly appointed sales personnel
in soft drink industry of Karachi?

H2: Non-monetary incentives are more important than monetary benefits for motivation for
the newly appointed sales personnel of soft drink industry of Karachi.

Data Interpretation

Hypothesis one is concerned with the ranking of any causal factors newly appointed sales force
personnel willingness to exert more effort in their jobs. Score one (1) being the least important
factor and five (5) being the most important factor. The mean scores of the factors are:

Table 4.1: Correlation Matrix of the Job Factors

Sponrity Social | Job Related | Tangible R'elations Motivation
NMI NMI NMI with Peers
Security 1 0.711%** 0.533%* 0.245%* 0.611%* 0.712%%*
Social NMI 0.7117% 1 0.327** 0.654** 0.289** 0.421%*
Job Related NMI 0.533** | 0.432** 1 0.647** 0.266** 0.732%*
Tangible NMI 0.245** | 0.654** 0.647** 1 0.532** 0.817**
Relations with Peers | 0.611%* | 0.289** 0.266** 0.532** 1 0.623**
Motivation 0.712%% | 0.421%* 0.732%* 0.817** 0.623** 1

**Correlation is significant at p < 0.05

Table 4.1 showed that tangible non-monetary incentives (NMI) 0.817 with p< 0.05
are the most important factor for motivation for the newly appointed (tenu_re of less than six
months) sales personnel in soft drink industry of Kargchl. The secopd most important factor is
Job related non-monetary incentives (NMI) 0.732 with p< 0.05, thqu factor is security 0.712
Wwith p< 0.05 illustrated in figure 4.1, and relation with peers 0.623 with p< 0.05 nominated as

orth important factor for motivation by newly appointed sales personnel in soft drink industry
of Karachi. The least important factor for newly appointed sales personnel in soft drink industry
of Karachi is social non-monetary incentives (NMI) 0.421 with p< 0.05.
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Table 4.2: Correlation Matrix of the incentives types

. Non-Monetary Motivation
F Monetary Incentives Incentives
e 0.829%*
Monetary incentives 1 0.4 111 .
Non-monetary incentives 0.411%* — :
Motivation 0.829* 0.492

**Correlation is significant at p < 0.01

' . ) _ : 1 of soft drink

Table 4.2 indicated the preference of newly appointed sales personne | n
industry of Karachi between monIZ:tary incentives and non-monetary incentives. Thczl_ pro%OSed
that they prefer monetary incentives 0.829 with p< 0.01over the non-monet.ary.mceg ltv}fs 492
with p< 0.01. All results of table 1 and table 2 are positives related to motivation, but here this
study finding the strong relationship between the all factors or variables.

Conclusion

This study confirmed the mind frame of majority of employees to switching their jobs in
Pakistan environment is monetary benefits. The inflation and other economic problems of
Pakistan forced the individuals to find the job with better remuneration as compare to their last
or existing job. Job ingredients also play a vital role for newly appointed employees in soft
drink industry of Karachi to motivate, as hidden or visible challenges or competition produce
significant results for organization and individuals. The findings of the study suggest the
economic conditions of Pakistan, especially Karachi, security is the first priority the sales force,
at present whole Pakistan deprived of job and societal security (Malik ef al., 201 1). This is
obvious preference of sales forces as they have to perform most of their duty outside even in
danger zones of particular city (Malik ef al., 2011). In tense environment of city, sales force
second most preferred non-monetary incentive is relation with peers. As every individual
suffering from shortage of basic necessities and facing worse conditions of society, they are
looking for strong relationship between their colleagues which eventually give some point
of relief (Malik ef al., 2011). The least preferred non-monetary incentive in all five is social
non-monetary incentives, as newly appointed employees concentrate on job related issucs and
try to give maximum to fulfil their responsibility so they not come to societal aspect in early
days in new organization. Companies managers can motivate their new appointed staff by
concentrate more on tangible non-monetary incentives and make new policies for new
emp}oyees. Difficult economic conditions for general public exposes by the preferences of
newly a

.ppointec_i sales fprce as they preferrcd_monetary incentives which stimulate them which
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