
“The hard thing is to get employers past the idea
that it’s about cash. Employees don’t look at cash
as memorable or rewarding. They just look at it as
something that pays the bills. The minute that
happens, the incentive value of what you did is
gone.” — Kate Peterson, president, Perfomance
Concepts

“Companies are gravitating toward using
experiences as rewards — from thrills, like driving
a race car, to learning about glassblowing, to
getaways like a murder-mystery weekend.
Employees come back and talk about it and have
this powerful memory associated with the reward,
versus if they’d just gotten a gift card or some
merchandise they’ll forget about.” — Nancy
Lamberton, founding partner, Excitations

“We offer programs that give employees an
individual choice among several options for their
reward. Because you might be interested in cars,
while I might be into balloon rides. If you’re going
to be rewarding multiple people, even over time,
you want things that feel more personal, because
they’re going to have more impact.” — Lamberton

“Talk to vendors and other local businesses [about
using their products or services as rewards]. That
can be a win-win for everyone. The better your
partnerships are, the further your dollar goes.”
— Peterson

“It’s vital to communicate that ‘This is what we’re
doing, this is how we’re doing it, this is how you’ll
be measured.’ That’s a deceptively simple step.
That communication needs to be ongoing, too. A
lot of programs fail just because people forget
about them.” — Michelle Smith, vice president, O.C.
Tanner, and board president, Forum for People
Performance Management and Measurement

“Right now, the figure [for what to spend on a
program] is 2.5 percent of payroll. That said,
employee rewards are such an important tool that
if you really can’t allocate that much, go forward
anyway, with a more modest number.” — Smith
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T I M E S  A R E  T I G H T, and you can be forgiven if the mere thought of starting an
employee rewards program right now sparks reflexive guffaws. But consider these
counterintuitive words from Michelle Smith, vice president of O.C. Tanner (a one-
time jewelry company that’s grown into a giant in the field of employee apprecia-
tion): “If you have to make a choice between cutting a customer-appreciation pro-
gram or an employee rewards program, keep the employee rewards. Recognition and
incentives are not ‘nice to have’ — they’re a critical business tool. Even though jobs
are tight, talented people are always in demand, and there’s another store that would
love to have your star performer. And if you have happy, engaged employees, they’ll
take care of your customers.” — J O S H  W I M M E R
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C A T E G O R Y  V E N D O R S

1-2 BAUDVILLE
(800) 728-0888
baudville.com

3, 4, 5 EXCITATIONS
(877) 839-2483
excitations.com

FORUM FOR  PEOPLE 
PERFORMANCE 
MANAGEMENT AND
MEASUREMENT
performanceforum.org

GRASS ROOTS
(305) 674-7677
grassrootsamerica.com

HINDA INCENTIVES
(773) 890-5900
hinda.com

INCENTIVE MARKETING 
ASSOCIATION

(630) 369-7780
incentivemarketing.org

6, 7 MARITZ
(877) 462-7489
maritz.com

8, 9 O.C. TANNER
(888) 708-7080
octanner.com

ONLINE-REWARDS
(888) 826-0783
online-rewards.com

PERFORMANCE 
CONCEPTS
(330) 492-1100
performanceconcepts.net

10 SONY PREMIUM 
INCENTIVE SALES
motivation.sony.com
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