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The economy is in a dismal state not only in the United 
States but throughout the world. As companies downsize 
and freeze salaries in order to survive, they are faced with a 
crucial question: How do you motivate employees without 
having to spend money? 

My answer is this: Recognize them. Recognition is the 
most powerful tool you have—and it costs you nothing. We 
all have a basic need to feel valued and important, to feel that 
what we do is appreciated and noticed.  The more you 
recognize your employees’ efforts, the more productive and 
loyal they will be. 

Most executives think only money or fringe benefits will 
motivate employees, but I would bet you could double the 
money and benefits you give your employees and you 
wouldn’t see their performance increase even 1 percent. 
Money is not a prime motivator. Sure, we all like to be paid 
for our efforts, but studies show that ‘more money’ is ranked 
anywhere from third to tenth as employee motivators.         
Most people underestimate the power of  recognition and, 
yet, it’s something we all want, even crave. And we don’t 
want it once a month or once a year; we want it every day. 
Too often, however, the only time most employees get any 
attention is when they make a mistake. 

If  you want to motivate your employees—and, at the 
same time increase their self-confidence—take these four 
steps: 

BE SINCERE. 
If  you spew forth compliments to anyone and everyone, 

regardless of  whether or not they deserve it, none of  your 
employees will take you seriously. When you praise 
indiscriminately, you lessen the impact of  that praise. 

BE TIMELY. 
If  recognition is not timely, it will have little or no impact. 

If  you wait a month to recognize Bob for the report he 
prepared for you, it will be meaningless.  During that month, 
his feelings probably moved from disappointment to 
frustration to resentment. “I worked like a dog, including an 
entire weekend on my own time, to complete that report 
and to ensure it was perfect,” Bob might think, “and I didn’t 
even get a ‘thank you.’ I’ll never do that again.” 

BE SPECIFIC. 
Merely saying, “Thanks for a good job,” isn’t enough. Set 

the stage. If  Suzanne had record appliance sales for the 
month, mention the actual sales figure and maybe even 
compare it to the record she broke. 

BE PUBLIC. 
A word of  praise in private is nice; a word of  praise in 

public is powerful. When you recognize employees in front 
of  their coworkers and supervisors, it does much to motivate 
them and build their self-confidence, which will in turn 
result in even better performance. A byproduct of  public 
praise is that it motivates other employees to do well so they 
can earn their own time in the spotlight. 

While verbal recognition is great, written recognition 
can be even more powerful. Write a letter to a deserving 
employee—and then copy it to her supervisor and manager. 
Feature that employee in the company newsletter. Think 
back to a letter of  recognition you might have received from 
a top executive—I bet you still have it. We don’t throw 
those letters away; we save them as validation of  our efforts 
and performance. 

Another way to recognize employees is to train them. 
When you do—especially with programs that focus on 
building customer service, self-confidence and self-esteem—
you let employees know that you care about them. And, 
when they get that message, they will go above and beyond 
the call of  duty to increase their performance and to show 
you they are worthy of  the value you place on them.

C U S T O M E R  S E R V I C E JOHN TSCHOHL

IS MONEY A MOTIVATOR? NO!    

RO

C U S T O M E R  S E R V I C E

An international service strategist and speaker, John Tschohl also 
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