
VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar, 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],  
The American Economic Association's electronic bibliography, EconLit, U.S.A., 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 
Circulated all over the world & Google has verified that scholars of more than 4767 Cities  in 180 countries/territories  are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. SMALL AND MEDIUM ENTERPRISES (SMEs) AND COMMERCIAL LOAN ACCESSIBILITY DEBATE: KIGALI CITY 

VOICES 

EGWAKHE, A. JOHNSON & KABASHA, ALPHONSE 

1 

2. AN OVERVIEW OF SOCIO-ECONOMIC CONDITIONS AND PROBLEMS OF WOMEN ENTREPRENEURS AT 

DAVANAGERE CITY 

SUNANDA V.M. & DR. HIREMANI NAIK 

10 

3. HUMAN RESOURCE MANAGEMENT PRACTICES AWARENESS IN SELECT SMEs (SMALL MEDIUM 

ENTREPRENEUR) 

VANAMALA MOHANREDDY & DR. R. MAREGOUD 

14 

4. ASSESSING THE EXISTENCE OF THE GLASS CEILING THAT AFFECTS WOMEN’S CAREER GROWTH IN THE 

INDIAN HOSPITALITY INDUSTRY 

USHA DINAKARAN 

18 

5. BUYER-SELLER RELATIONSHIP CONSTRUCTIONS IN THE BUSINESS BUYER BEHAVIOR: WHOLESALER AND 

DISTRIBUTOR FAST MOVING CONSUMER GOODS (FMCG) INDUSTRY IN INDONESIAN MARKET PLACE 

AGUS TRIHATMOKO, R., MUGI HARSONO, SALAMAH WAHYUNI & TULUS HARYONO 

24 

6. VALUE OF INFORMATION IN MANAGEMENT OF AGRI-RISK: A CASE STUDY OF MOBILE BASED 

AGRICULTURAL INFORMATION SYSTEMS IN INDIA 

DR. G. KOTRESHWAR & V. GURUSIDDARAJU 

34 

7. EXPLORE E-COMMERCE STRATEGY IN CHINA 

CHAO CHAO CHUANG & DR. FU-LING HU 
37 

8. LITERATURE REVIEW OF CORPORATE GOVERNANCE AND THE ROLE OF INDEPENDENT DIRECTORS 

DR. MITA MEHTA & SAYANI COOMAR 
40 

9. AFFECT AND ORGANISATIONAL CITIZENSHIP BEHAVIOUR (OCB): A CONCEPTUAL EXPLORATION 

P. VIJAYALAKSHMI & DR. M. V. SUPRIYA 
42 

10. NON-MONETARY BENEFITS & ITS EFFECTIVENESS IN MOTIVATING EMPLOYEES 

JYOTHI.J 
45 

11. A STUDY OF POST RECESSION INDIVIDUAL INVESTMENT BEHAVIOR 

SONIYA SINGH 
49 

12. BASEL III IMPLEMENTATION IN THE INDIAN BANKING SYSTEM 

GEETIKA 
56 

13. A STUDY ON CUSTOMER SATISFACTION AND LOYALTY IN INDIAN BANKING SECTOR 

DR. A. R. SUDHAMANI 
60 

14. COMPARATIVE ANALYSIS OF NUMBER OF LOANS DISBURSED TO AMOUNT OF LOANS DISBURSED (WITH 

SPECIAL REFERENCE TO SHGS-INDIA) 

DURGAPRASAD NAVULLA & DR. G. SUNITHA 

64 

15. DETERMINANTS OF EMPLOYEE SPIRITUALITY AND THEIR OUTCOMES: A STUDY OF BANKING SECTOR AT 

AGRA REGION 

SHWETA KHEMANI & DR. SUMITA SRIVASTAVA 

68 

16. CORPORATE SOCIAL RESPONSIBILITY AS A BRANDING TOOL WITH REFERENCE TO CARBORUNDUM 

UNIVERSAL LIMITED (CUMI), KOCHI 

P. BALASUBRAMANIAN, SREEJA P.S, SURYA P.T & SHEETHAL M.S 

74 

17. IMPACT OF GREEN MARKETING ON CONSUMER BUYING DECISION (WITH SPECIAL REFERENCE TO 

BANGALORE CITY) 

NAGALAKSHMI G S 

79 

18. A STUDY OF RURAL CONSUMERS’ SATISFACTION AND THEIR PERCEPTION TOWARDS TELECOM (WIRELESS) 

SERVICE 

SUSHILKUMAR M. PARMAR & MILAN S. SHAH 

82 

19. EMPLOYEE PERCEPTION ON HR PRACTICES: A STUDY WITH REFERENCE TO PUBLIC AND PRIVATE LIFE 

INSURANCE ORGANISATIONS 

B. RAGHAVENDRA & DR. D. APPALA RAJU 

87 

20. ORGANISATIONAL CONFLICT AND MOST PREFERRED CONFLICT MANAGEMENT STYLES (A RESEARCH STUDY 

CONDUCTED AT NTPC, PATNA) 

KIRTI 

92 

 REQUEST FOR FEEDBACK & DISCLAIMER 101 



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

 

FORMER CO-ORDINATOR 
DR. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISORS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

 

CO-EDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 

 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

 



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

DR. JASVEEN KAUR 
Asst. Professor, University Business School, Guru Nanak Dev University, Amritsar 

 

FORMER TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 

 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

 



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-

puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; 

Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-

ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; 

Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics 

& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development 

Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; 

Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; 

Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-

ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-

duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-

tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-

tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer 

Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-

eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-

gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                   . 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript titled ‘___________________________________________’ for likely publication in one of 

your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language 

fully or partly, nor it is under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of 

their names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation/Post*       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant 

Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of 

author is not acceptable for the purpose. 



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message 

w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is expected to be below 1000 KB. 

e) Only the Abstract will not be considered for review and the author is required to submit the complete manuscript in the first 

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding 

author is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-

dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic 

order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations etc.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free 

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript. 



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be 

above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are 

referred to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed 

at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is 

utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the 

editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined 

on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised 

references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything 

that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per 

the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending 

order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters, 

dissertations, reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders before the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited 

by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-

nal of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-

ciation, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp



VOLUME NO. 7 (2016), ISSUE NO. 05 (MAY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

45

NON-MONETARY BENEFITS & ITS EFFECTIVENESS IN MOTIVATING EMPLOYEES 
 

JYOTHI.J 

ASST. PROFESSOR 

NEW HORIZON COLLEGE 

KASTURI NAGAR 

 

ABSTRACT 
Monetary benefits are considered to be a highly motivational tool for the employees, but there are some things which money can’t buy. The MASLOW’S Theory of 

need hierarchy clearly states that at initial level the money incentives plays a greater role, but once the physiological (food, water, shelter, clothing and sleep) and 

safety needs(health, employment, property, family and social stability) are fulfilled the other needs like love and belonging (friendship and sense of connection), 

self-esteem (confidence, achievement, respect from others and the need to be unique individuals) and self-actualization (morality, acceptance and your purpose) 

can be satisfied only though the non-monetary benefits. This paper strives to make a study on the importance of non-monetary benefits in motivating and gaining 

the employee loyalty towards the organization. The paper also tries to make an empirical study and analyze the strategic role of the non-monetary incentives during 

the economic downturn or at the time of crisis when the cash inflows are tight or when there is a need to maintain higher profitability margins. The analytical study 

made brings us to the conclusion that highly motivated employees helps in retain the dedicated and loyal employee’s different types of non-monetary incentives 

must be introduced in an organization. Non-monetary recognition can be very motivating, helping to build feelings of confidence and satisfaction. 

 

KEYWORDS 

Non-monetary incentives (NMI), employee, achievement, motivation, satisfaction, loyalty. 

 

INTRODUCTION 
STATEMENT OF PROBLEM 

he purpose of this study is to demonstrate to what extent non-monetary incentives are utilized in the Organization and whether non-monetary incentives 

have the potential to increase the motivation of employees as much as the monetary incentives. Incentive means anything that makes an employee desire 

to do better, try harder and expend more energy. Non-monetary incentives such as participation in decision making, verbal or written recognition of good 

work etc. are the kinds of incentives that do not involve direct payment of cash. According to the results of the conceptual study, most of the employees think 

that the level of utilization of the non-monetary incentives in their organization is inadequate. Also, the findings suggest that they value non-monetary incentives 

as much as monetary incentives. Thus, within the limitations of the study, it may be observed that non-monetary incentives have the potential to increase the 

motivation of personnel in the organization. 

It is widely accepted by the people in general that manpower is one of the most important assets of an organization because things are getting done through 

employees. In other words, the success of an organization in realizing its objectives heavily depends on the performance of its employees. Therefore, it is important 

to focus on the factors affecting the performance of the employees. Performance is considered to be related with the concepts of ability, opportunity and moti-

vation. Ability is a function of skills, education, experience and training. Opportunity refers to the infrastructure needed to perform a job. Finally, motivation is the 

desire to achieve a goal and willingness to exert effort for it. Motivation is something that can lead to better performance when other conditions are met. But, it 

has an advantage over others in the sense that while the opportunity and ability tend to be stable and difficult to change for the personnel, motivation has 

flexibility, that is, it can be changed by some means. Moreover, it is apparent that in the absence of willingness to perform; capacity and opportunity will not 

generate the desired results. If the situation is to be explained by a proverb; you can take the horse to the water but you cannot make it drink.  

All organizations, whether public or private, need motivated employees to be effective and efficient in their functioning, in addition to the other factors. Employees 

who are motivated to work energetically and creatively toward the accomplishment of organizational goals are one of the most important inputs to organizational 

success. Consequently, the challenge for organizations is to ensure that their employees are highly motivated, ensure that the employee desire to do better, try 

harder and expend more energy. With regard to monetary incentives, it can be argued that private organizations have more financial sources to motivate their 

employees than the public organizations. It is known that employees’ in public sector are generally low compared to private sector employees. Moreover, while 

many private organizations have monetary incentives such as bonuses, commissions, cash rewards etc., it is quite challenging for the public sector to provide such 

incentives in adequate levels in a weak national economy. As a result, it is important to look for any possible alternative means that can be used to motivate 

employees in the public sector. In line with this purpose, this study focuses on the use of non-monetary incentives as a motivational tool and their effectiveness 

in the motivation of employees. Non-monetary or non-cash incentives do not involve direct payment of cash and they can be tangible or intangible. Some examples 

of this kind of incentives are; encouraging the employees by providing them with autonomy in their job and participation in decision making, assigning challenging 

duties, improving working conditions, recognizing good work through small gifts, letters of appreciation, plagues, tickets to restaurant etc., providing some services 

for the employees, organizing social activities in the work place, etc. It is emphasized that the need for recognition, self-respect, growth, meaningful work, social 

activities are as important as monetary incentives in increasing the employees’ morale and motivation. There are many contemporary research studies supporting 

the effectiveness of non-monetary incentives as a motivating tool in the private sector organizations. This study will try to shed light on this issue and explore the 

motivating potential of non-monetary. 

 

PURPOSE OF THE STUDY 
The study paper aims to measure the role and extent of the utilization of non-monetary incentives in the organizations and whether they have the potential to 

motivate the employees as much as monetary incentives.  

The conceptual paper tries to collect information from direct observation and indirect information from the employees and draw a conclusion, for this reason the 

following dimensions were addressed:  

� What is the degree of utilization of the non-monetary incentives based on the perceptions of employees?  

� To what extent do non-monetary incentives have a motivating potential for the employees? 

� What does the concept of “non-monetary incentive” mean to the employees?  

� What are the most important job factors that contribute to the employees’ willingness to exert more effort in their jobs?  

� What is the type of incentive that the employees value most? 

� How do employees perceive the effectiveness of non-monetary incentives in the absence of monetary incentives?   

� Is there a statistically significant difference between the subordinates and superiors with regard to their incentive preferences in the sector?  

 

METHODOLOGY 
Data collection and conclusion of the paper was based on direct and indirect observation method and the various articles and research paper was considered for 

drawing conclusion.  

 

 

T 
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LIMITATIONS OF THE STUDY 
Although this research was carefully prepared, I am still aware of its limitations and shortcomings. 

1. TIME CONSTRAINT: First of all, the study was conducted in a short time period which did not allow for the in depth analysis. To derive a meaningful and 

definite conclusion, the study should be made for a period of at least 6 months. 

2. INDIRECT METHOD: Since it is a conceptual paper the opportunity to interact with the employees and record the qualitative aspects was not possible. 

3. QUALITATIVE ASPECT: The results of the non-monetary approach are usually qualitative in nature like satisfaction, happiness, self-esteem all this cannot be 

quantified and measured on a definite yardstick. 

4. FINANCIAL CONSTRAINT: The sources and the monetary support for conducting an extensive research were not available. 

5. CAPABILITIES OF THE RESEARCHER: The conclusion and the analysis made completely depend on the capabilities and perceptions of individuals it does not 

reflect the opinion in the overall light.  

 

SIGNIFICANCE OF THE STUDY 
Starting with the Classical Theory, many previous studies have considered the relationship between monetary incentives and employee motivation. Still, the 

consideration of money as the basic motivating force and its superiority over any non-monetary incentive secures its place on the organizational scholars’ agenda. 

On the other hand, there is a growing interest and attention on the use of non- monetary incentives. Especially in private sector organizations, it starts to be 

pronounced louder and there is a wide literature on their incredible influence in obtaining highly motivated employees. Despite the overwhelming research on 

the effects of non-monetary incentives in private organizations, few researchers have investigated its full impact. Thus, the significance of this study is that it sheds 

light on what kinds of incentives the employee’s value most and it tries to explore the attitudes of employees towards non-monetary incentives.  

This study is also significant because it focuses on how to motivate employees in a weak national economy and when there is no incentive to drive them to do 

more than what is expected. In terms of pay, during economic down turn almost there is nothing to drive the employees to be more motivated. So, this study will 

contribute to exploration of alternative ways in answering the question of how to motivate employees when there is a financial crisis and there is no performance 

related pay.  

 

REVIEW OF LITERATURE AND DEFINITIONS 
An incentive program is a method adopted and used by the organizations across the globe to promote and encourage specific actions or behavior by a specific 

group of people during a defined period of time. Incentive programs are particularly used in managing people to motivate employees in general and sales team to 

attract and retain customers. 

Definition: Non-monetary benefit is any benefit an employee receives from an employer or job that is above and beyond the compensation package (salary, 

insurance, etc.) for the specific purpose of attracting to the company as well as retaining and motivating the employees  

The various types of monetary benefits are: 

1. SALARY OR WAGES: This is one of the most important motivational factors in an organization. Salaries and wages should be fixed reasonably and paid on 

time. 

2. Bonus: Bonus is an extra payment over and above salary, and it acts as an incentive to perform better. It is linked to the profitability and productivity of the 

organization. 

3. Financial incentives: The organization provides additional incentives to their employees such as medical allowance, travelling allowance, house rent allow-

ance, hard duty allowance and children educational allowance. 

4. Promotion (monetary part): Promotion is attached with increase in pay, and this motivates the employee to perform better. 

5. Profit sharing: This is an arrangement by which organizations distribute compensation based on some established formula designed around the company’s 

profitability. 

6. Stock option: This is a system by which the employee receives shares on a preferential basis which results in financial benefits to the employees. 

The different types of Non-monetary benefits are: 

1. Status: An employee is motivated by better status and designation. Organizations should offer job titles that convey the importance of the position. 

2. Appreciation and recognition: Employees must be appreciated and reasonably compensated for all their achievements and contributions. 

3. Work-life balance: Employees should be in a position to balance the two important segments of their life -work and life. This balance makes them ensure 

the quality of work and life. A balanced employee is a motivated employee. 

4. Delegation: Delegation of authority promotes dedication and commitment among employees. Employees are satisfied that their employer has faith in them 

and this motivates them to perform better. 

5. Working conditions: Healthy working conditions such as proper ventilation, proper lighting and proper sanitation improve the work performance of employ-

ees. 

6. Job enrichment: This provides employees more challenging tasks and responsibilities. The job of the employee becomes more meaningful and satisfying. 

7. Job security: This promotes employee involvement and better performance. An employee should not be kept on a temporary basis for a long period. 

8. Flexibility: It is a mandate for employees to follow their superiors, but if supervisors get all the say, they will immediately feel limited. Workers still require a 

room where they can voice out their opinion and ideas, as well as the liberty to be versatile on their approaches to conflicts and problems. You can also 

emphasize flexibility in terms of work hours. 

9. Recognition: Recognition can come in different forms. A simple e-mail blast can already do wonders. You may also hold an informal appreciation ceremony 

for all those who have excelled expectations for a given month. 

10. Training: When the organizations train it employees, it means there is plenty of room for them to grow. They don’t have to feel stuck to a routine job. They 

can look forward to much bigger challenges. Trainings give good types of stress, something that motivates employees to push themselves to the limit. 

Personally, it gives them a good idea of their own strengths and weaknesses. 

11. Belongingness: The company should take time to come up with team-building activities. It does not have to be very long or tedious. The team members have 

to strengthen trust, respect, and accountability with each other. 

12. Chance to Contribute: You can greatly motivate your employees if you can make them feel that the success of your organization also depends on them. You 

can do this by allowing them to head projects as well as getting their consensus on major decisions that can affect your business and organization. 

13. Fringe Benefits: Fringe benefits include additional allowances, leaves, health insurance plans, and other perks that they can enjoy alone or with their loved 

ones. 

14. Health Savings or Improvements to the Current Health Plan (or Retirement Plan): Health benefits are often a major consideration for employees as they 

look at jobs on the market. Offering expanding or expandable health programs can go a long way to advancing the retention of those employees as they 

continue to provide value to the company. Health plan consultants can provide options for creating health plan tiers for long-time workers.  

15. Flexible Hours or Time Off: Employees have lives outside of the company. People volunteer with their community groups, churches, children’s sports or 

charities that they believe in. Giving staff flexible hours and time off (or time working from home) allows them to better serve those needs and increases 

their desire to do more for the company, boosting morale among staff as they to contribute more to their personal lives.  

16. Staff Recognition Program/Event: Staff recognition continues to be one of the most overlooked reward methods. It’s understandable, considering the diz-

zying pace that many companies need to maintain in order to remain competitive. But a recognition program does not need to be a formalized process. A 

well-implemented recognition of staff through informal praise or mention in a company newsletter can provide the same benefit without taxing the already-

stretched workflow. 
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17. Informal Contact among Staff: Set lunches between staff can be useful, but cannot be a constant. Companies with shoestring social budgets can choose 

more informal contact methods between management and staff. Management can opt for casual walk-through to engage in cordial conversations with 

individual staff members.  

18. Remember: Providing avenues for employee loyalty, respect, communication and recognition has become a hallmark for the best companies that employees 

can work for, but you don’t have to be the biggest fish in the pond to stand out as one of the most sought-after employers out there. 

 

MASLOW’S THEORY OF NEED HIERARCHY 
HIERARCHY OF NEEDS THEORY 

 

 
Maslow’s theory (1943) states that, people are motivated to satisfy their needs and those needs can be classified into the following five categories that are in an 

Ascending hierarchy: Physiological needs, security needs, social needs, esteem and Self-actualization needs. The first three are characterized as lower level needs 

While the last two are higher order needs.  

Physiological needs are the basic biological needs like air, water, food and shelter. In the organizational setting, these are reflected in the needs for adequate 

heat, air and a base salary to guarantee survival.  

Safety needs are the needs for security and protection from danger. In an organizational workplace, safety needs refer to the needs for safe jobs, fringe benefits 

and job security.  

Social needs are the needs for interaction with other people, belongingness, love etc. These needs reflect the desire to be accepted by one’s peers, have Friend-

ships, be part of a group and be loved. 

Esteem is the desire for respect, which is affected by the person’s standing reputation, his need for attention, recognition, achievement and appreciation etc.  

 

RECOMMENDATIONS 
1. In order to create and improve the feelings of employees towards their workplace, their feelings about management needs to be improved. For this following 

is necessary: 

• Developing and improving face-to-face communications with employees and giving them enough information, as well as proving their credibility and improv-

ing it through honesty and good morals. 

• Showing care for and respect to employees by expressing appreciation and gratitude, creating chances to improve, getting employees involved with solving 

Organizational problems, being receptive to new ideas, and caring about the Employee’s problems. 

• Encourage open book managing. Build trust. Show employees that they are worth of it. 

• Maintain their dignity &self-respect.  

• Ensure that successful performance is recognized 

2. To maintain employee’s loyalty in the organization: 

• Know your competition 

• Help employees to compete in the workplace by providing them enough resources  

• Showing fairness through fair salaries and rewards, behaving towards employees as a family, being unbiased in recruitment and promotion, and handling 

grievances seriously and fairly. 

• Making jobs worthwhile and meaningful, encouraging and facilitating teamwork, creating situations in which employees get a sense of pride about working 

as members of the organization, and making the work environment friendly through sincerity and sympathy, all of which increase employees' loyalty to the 

organization. 

3. Usually organizational and personnel assessments are performed top to bottom, with every employee being appraised by his or her direct manager. The 

problem with this usual approach is that a manager may not have complete insight about his or her employees or not specialized enough to accurately assess 

what a particular employee does. The solution to this problem is the 360-feedback approach. With 360-feedback, employees are appraised using various 

sources of information, and managers' assessments are just one, used in conjunction with assessments from peers, direct reports, and everyone who receives 

services from an employee. 

4. Organizations usually focus on recruiting employees with highly specific skills. To get more efficiency and productivity; organizations should consider EI when 

recruiting, especially at high levels such as managers, and for the staff whose jobs require social skills. In other word, EI should be a criterion for selecting 

employees who must work in teams, lead others, and have efficient relationships to other departments and the community. 
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5. For giving the chance to employees to attend outside seminars they should be aware of what seminars are going on the topic relevant to them and what 

value addition they will get on their skills set.  

 

CONCLUSION 
To conclude, Non-monetary incentives have a high motivational power in this organization for the age bracket of 30-40 years as their needs fall on the third and 

fourth steps (social need and self-actualisation need) of Maslow’s hierarchy so for them motivational incentives like recognition by customer, good work environ-

ment etc. are more important as compared to the people falling in the bracket of 20-30 years, for them cash incentives, job security are more important as their 

needs come on the first and the second ladder of Maslow’s hierarchy (psychological and safety needs) but still they feel that non-monetary incentives are also 

important. Also this is supported with Maslow’s concept of prepotency which says, if a need is important to the individual and presently a deficiency exits between 

what is perceived as an appropriate level and what is presently provided, then it has a great motivating potential. 

In this case as the responses indicated that the employees value Non-monetary incentives and the level of Non-monetary incentives in the organization is inade-

quate. It may be concluded that Non-monetary incentives may have a high motivating power in this organization. 
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