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INTRODUCTION

Michael Levy
CEO of Online Rewards  

michael.levy@online-rewards.com

Founded 2002 – Over 450 Client Programs in Operation 

Ranked Among Fastest Growing Company for 10 Consecutive Years.  

Featured on CNBC, ISHN, HVACR, CRMBuyer, HREOnline, OH&S, HR Management.  



How do we Inspire and Engage 
outside of traditional compensation 
and benefits programs? 
 





Management School of Thought on 
Retention: 
 
They are lucky to have a job. 









Value of a Culture of Recognition

•  5 times more likely to feel valued 

•  7 times more likely to stay with the company 

•  7 times more likely to strongly endorse their company as a great 
place to work 

•  11 times more likely to feel completely committed to their jobs 

Nelson Motivation – Study on Impact of Recognition 

 



 
1.  Money is not the only motivator 

2.  The frame of reference is forever changed – Economic, Social and 
Technological influences 

3.  We are highly influenced by our self esteem and recognition directly impacts 
self esteem. 

4.  Companies need to treat recognition as a strategic and tactical priority for 
driving business outcomes because it is the most cost effective way to drive 
individual and organisational performance improvement 



You Get What You Reward….
 
 



PICARD APPROACH



BRANSON METHOD





02  ENGAGEMENT / 

MOTIVATION THEORY  

 





04  WHAT HAVE WE BEEN 

DOING 



Early Recognition 

The Gold Watch The Crystal Ornament 



CREDIBILITY 

The Plaque The Award Presentation 



safety incentives 

wellness programs 

employee of the month 

sales incentives 

departmental incentives 

walking program 

bi-annual awards 

manager on the spot awards 

holiday parties 

service awards 

award catalogues for tenure 

award dinner 
ENGAGEMENT



Killing Me with Love



Personalised 
Messaging 

Recognition 
Details 

Employee 
Milestones 

Social Stream – 
Feeding into Talent 
Development Tools 

 Gamification 

Reward Catalogues 

Bob Nelson (PHD) Easy Recognition 



Employees WERE ASKED TO identify their 
favorite benefit from a list of 22. 
Employees identified the company 
recognition program as:

•  2nd best benefit (behind flexible work 
schedule) 

 
•  80% of those who selected the recognition 

program are top performers 

Empowerment 
27% 

Team 
Orientation 

22% 

Employee 
Engagement 

7% 

Increases in the first year:	CASE STUDY









Types of Behaviour Recognised/Rewarded Consistently 
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Administration of Rewards and Recognition 
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04  WHAT SHOULD WE 

DO? 



Step 1# - Program audit

•  What is in place (experiences / costs) 
•  Credibility / authenticity of existing programs 
•  Administration / overhead / program costs 
•  Results and impact 
 
-  
 



Step 2# - Understand your audience…



Step 3# - Take Ownership



Step 4# - Build the Business Case



Step 5# - Build a Vision for the Future



1.  Money is not the only motivator 

2.  The frame of reference is forever 
changed – Economic, Social and 
Technological influences 

3.  We are highly influenced by our 
self esteem and recognition 
directly impacts self esteem. 

4.  Companies need to treat 
recognition as a strategic and 
tactical priority for driving 
business outcomes because it is 
the most cost effective way to 
drive individual and 
organisational performance 
improvement 
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