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A STUDY ON THE PROMOTION AND REWARD POLICY WITH REFERENCE TO RELIANCE DYEING WORKS 
TIRUPUR 

 

Dr. S. KALAIYARASI 

HEAD 

DEPARTMENT OF COMMERCE 

NIFT TEA COLLEGE OF KNITWEAR FASHION 

TIRUPUR 

 
ABSTRACT 

Each organization needs to maintain a balance between the internal sources of personnel promotion and external sources by means of recruitment. Hence, promo-

tion must be based on consistent, fair and clear cut policy. The National Institute of Personnel Management (NIPM) has suggested a promotion policy on the 

following lines: Drawing up an organization chart to make clear to all the ladder of promotion. Where there is a job analysis and a planned wage policy, such chart 

is quite easy to prepare. Making the promotion system clear to all concerned who may initiate and handle cases of promotion. Though departmental heads may 

initiate promotion, the final approval must lie with the top management, after the personnel department has been asked to check from its knowledge whether any 

repercussion is likely to result from the proposed promotion. All promotions should be for a trial period to ascertain whether the promoted person is found capable 

of handling the job or not. Normally, during this trial period, he draws the pay of the higher post, but it should be clearly understood that if “he does not make the 

grade” he will be reverted to his former post and former pay scale. This study is conducted in a conceptual way. As we have intended to study about the influence 

of rewards and satisfactions on employee’s performance, information that we have used were gathered from distinct areas such as text books, company reports 

and journals and the Internet sources were resourceful in the process of gathering the information. 

 

KEYWORDS 
Reliance dyeing works, Tirupur, promotion & reward policy. 

 

INTRODUCTION 
very year, employees in an organization eagerly wait for the day when their efforts and achievements during the previous year would be evaluated and 

appreciated. Incentives, rise in salary, employee benefits etc given to employees gives them a tremendous sense of satisfaction. But the most important 

motivating factor, which rejuvenates an employee with more enthusiasm and responsibility, is “Promotion”. 

Promotion is an emotional and explosive issue with far-reaching implications. It means that one has journeyed steadily and has arrived somewhere in an organi-

zation and the process of his making a growth has begun. Some organizations give impressive designations to please their employees as a part of succession 

planning at the top management. Many employers state clearly in advance the criteria for granting promotions while others take into consideration the amount 

of hard work put in as well as one’s desire to improve his performance. People strive to get absorbed in companies at higher level posts or try to maintain proper 

contact with top level management to get promotions. But some companies strictly keep senior level positions for personnel with professional employee atti-

tude or management qualifications, especially to limit the number of aspirants. Due to an increase in automation and rationalization, many intermediate jobs too 

are fast disappearing and promotional avenues are getting considerably narrow. 

Rewards are positive outcomes that are earned as a result of an employee's performance. These rewards are aligned with organizational goals. When an employee 

helps an organization in the achievement of one of its goals. Employees are motivated by both intrinsic and extrinsic rewards. To be effective, the reward sys-

tem must recognize both sources of motivation. All reward systems are based on the assumptions of attracting, retaining and motivating people. Financial rewards 

are an important component of the reward system, but there are other factors that motivate employees and influence the level of performance. Today's emphasis 

on quality-improvement teams and commitment-building programs is creating a renaissance for financial incentive of pay-for-performance plans. Organizations 

adopt alternative reward systems to increase domestic and international competition.  

A promotion is the advancement of an employee's rank or position in an organizational hierarchy system. Promotion may be an employee's reward for good per-

formance, i.e., positive appraisal. Before a company promotes an employee to a particular position it ensures that the person is able to handle the added respon-

sibilities by screening the employee with interviews and tests and giving them training or on-the-job experience. 

A promotion can involve advancement in terms of designation, salary and benefits, and in some organizations the type of job activities may change a great deal. 

The amount of salary increase associated with a promotion varies a great deal between industries and sectors, and depending on the parts of the hierarchical 

ladder an employee is moving between. In some industries or sectors, there may be only a modest increase in salary for promotions; in other fields, a promotion 

may substantially increase an employee's salary. 

MEANING 
Promotion refers to upward movement in present job leading to greater responsibilities, higher status and better salary. Promotion may be temporary or perma-

nent depending upon the organizational requirement. According to Clothier and Spriegel, “promotion is the transfer of an employee to a job which pays more 

money or one that carries some preferred status.”  

PURPOSE AND ADVANTAGES OF PROMOTION 
Promotion stimulates self-development and creates interest in the job. According to Yoder, “promotion provides incentive to initiative, enterprise and ambition; 

minimizes discontent and unrest; attracts capable individuals; necessitates logical training for advancement and forms an effective reward for loyalty and cooper-

ation, long service etc.” The purposes and advantages of promotions are to:  

• Recognize employee’s performance and commitment and motivate him towards better performance; 

• Develop competitive spirit among employees for acquiring knowledge and skills for higher level jobs; 

• Retain skilled and talented employees; 

• Reduce discontent and unrest; 

• To fill up job's vacant position that is created due to retirement, resignation or demise of an employee. In this case next senior employee will be promoted 

to the vacant job. 

• Utilize more effectively the knowledge and skills of employees; and 

• Attract suitable and competent employees. 

EMPLOYEE REWARD AND RECOGNITION SYSTEMS 
In a competitive business climate, more business owners are looking at improvements in quality while reducing costs. Meanwhile, a strong economy has resulted 

in a tight job market. So while small businesses need to get more from their employees, their employees are looking for more out of them. Employee reward and 

recognition programs are one method of motivating employees to change work habits and key behaviors to benefit a small business.  

REWARD Vs. RECOGNITION 
Although these terms are often used interchangeably, reward and recognition systems should be considered separately. Employee reward systems refer to pro-

grams set up by a company to reward performance and motivate employees on individual and/or group levels. They are normally considered separate from salary 

E
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but may be monetary in nature or otherwise have a cost to the company. While previously considered the domain of large companies, small businesses have also 

begun employing them as a tool to lure top employees in a competitive job market as well as to increase employee performance. 

DESIGNING A REWARD PROGRAM 

The keys to developing a reward program are as follows: 

• Identification of company or group goals that the reward program will support 

• Identification of the desired employee performance or behaviors that will reinforce the company's goals 

• Determination of key measurements of the performance or behavior, based on the individual or group's previous achievements 

• Determination of appropriate rewards 

• Communication of program to employees 

In order to reap benefits such as increased productivity, the entrepreneur designing a reward program must identify company or group goals to be reached and 

the behaviors or performance that will contribute to this. While this may seem obvious, companies frequently make the mistake of rewarding behaviors or achieve-

ments that either fail to further business goals or actually sabotage them. 

TYPES OF REWARD PROGRAMS 

There are a number of different types of reward programs aimed at both individual and team performance. 

Variable Pay 
Variable pay or pay-for-performance is a compensation program in which a portion of a person's pay is considered "at risk." Variable pay can be tied to the 

performance of the company, the results of a business unit, an individual's accomplishments, or any combination of these. It can take many forms, including bonus 

programs, stock options, and one-time awards for significant accomplishments. Some companies choose to pay their employees less than competitors but attempt 

to motivate and reward employees using a variable pay program instead.  

Bonus 
Bonus programs have been used in American business for some time. They usually reward individual accomplishment and are frequently used in sales organizations 

to encourage salespersons to generate additional business or higher profits. They can also be used, however, to recognize group accomplishments. Indeed, in-

creasing numbers of businesses have switched from individual bonus programs to one which reward contributions to corporate performance at group, depart-

mental, or company-wide levels. 

Bonuses are generally short-term motivators. By rewarding an employee's performance for the previous year, they encourage a short-term perspective rather 

than future-oriented accomplishments. In addition, these programs need to be carefully structured to ensure they are rewarding accomplishments above and 

beyond an individual or group's basic functions. Otherwise, they run the risk of being perceived of as entitlements or regular merit pay, rather than a reward for 

outstanding work. Proponents, however, contend that bonuses are a perfectly legitimate means of rewarding outstanding performance, and they argue that such 

compensation can actually be a powerful tool to encourage future top-level efforts. 

Profit Sharing 
Profit sharing refers to the strategy of creating a pool of monies to be disbursed to employees by taking a stated percentage of a company's profits. The amount 

given to an employee is usually equal to a percentage of the employee's salary and is disbursed after a business closes its books for the year. The benefits can be 

provided either in actual cash or via contributions to employee's 401(k) plans. A benefit for a company offering this type of reward is that it can keep fixed costs 

low. 

The idea behind profit sharing is to reward employees for their contributions to a company's achieved profit goal.  

Stock Options 
Previously the territory of upper management and large companies, stock options have become an increasingly popular method in recent years of rewarding 

middle management and other employees in both mature companies and start-ups. Employee stock-option programs give employees the right to buy a specified 

number of a company's shares at a fixed price for a specified period of time (usually around ten years). They are generally authorized by a company's board of 

directors and approved by its shareholders. The number of options a company can award to employees is usually equal to a certain percentage of the company's 

shares outstanding. 

Employee can purchase from the company an allotted number of shares at the strike price (or the fixed price originally agreed to). This purchase is known as 

"exercising" stock options. After purchasing the stock, the employee can either retain it or sell it on the open market with the difference in strike price and market 

price being the employee's gain in the value of the shares. 

 

OBJECTIVES OF THE STUDY 
1. To understand the concept of promotion and reward policy in general.  
2. To recognize an employee’s skill, knowledge and utilize them to improve the organizational effectiveness and in turn to attract, trained, competent and 

hardworking people  

3. To reward and motivate employees to higher productivity 

4. To increase employees satisfaction and boost their moral 

5. To comply with legal regulation and give valuable suggestions for determining sound promotion and reward policy.  

 

STATEMENT OF THE PROBLEM 
In today’s competitive business environment companies are facing many challenges and among those challenges acquiring right workforce and retaining it, is of 

utmost importance. Nowadays, human asset is considered to be the most important asset of any organization. In order to get the efficient and effective result 

from human resource, employee motivation is necessary. Employee will give their maximum when they have a feeling or trust that their efforts will be rewarded 

by the management. There are many factors that effect employee performance like working conditions, worker and employer relationship, training and develop-

ment opportunities, job security, and company’s overall policies and procedure for promoting and rewarding employees, etc. among all those factor which affect 

employee performance, promotion and reward is of utmost importance. 

This study investigates the relationship between rewards, promotion and employee motivation which affects employee performance more specifically on the 

Reliance dyeing works, Tirupur. 

 

SCOPE OF THE STUDY 
It is necessary for any management to ensure that employees are satisfied with their job for the benefits of the organization. Promotion and reward policy will 

helps to employee growth and rise up the professional ladder. Growth gives hope of a better future which sustains a person to perform efficiently and enthusias-

tically it scientifically contributes towards employee’s productivity and morale. 

The present study has made an attempt to measure the employee’s promotion and reward policy in reliance dyeing works this study has been conducted with 100 

employees in the organization. This study mainly concentrates on studying promotion and reward policy measures provided by the company. For development 

and better satisfaction of the employees the company must concentrate on the dissatisfied area. 

 

LITERATURE REVIEW  
Jane (1873) though the promotion indicates that the employee is ready for more responsibility in the company and is mature enough to play a larger role in the 

business; a promotion may not be the result of any positive employee performance review, As the employer may not have that option each time. 
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 (World at work, 2007).The main advantages of following a holistic approach towards reward system include enhancement of recruitment and selection activity, 

reduction in the fixed portion of the rewards system, developing employees, and increase in cooperation, inculcating creativity and innovation and reinforcement 

of good performance. 
(Maire & Nick, 2002) Reward system helps to improve organizational performance as well as it fulfills other objectives such as legal compliance, labor cost control, 

perceived fairness towards employees and enhancement of employee performance to achieve high level of productivity and customer satisfaction. 

Carraher et al (2006) advocate that there should be an effective reward system to retain the high performers in the organization and reward should be related 

with their productivity. 

(Armstrong, 2002).o magnetize, retain, encourage and gratify these employees and includes all forms of investments Total rewards system is one of the recent 

developments in the field on human resource management and this concept is defined as using all the gears available to the company in order made in things that 

lead to employee satisfaction and are valued by the employees He further elaborates about the components of a total reward system and says that it consists of 

both financial as well as non financial rewards. Financial rewards encompass factors such as base and variable pay, employee stock ownership and financial benefits 

while on the other hand non financial rewards include acknowledgment, prospects to develop skills and quality of life. 

Tropman (2001) The reward systems were simply known as pay and compensation packages however this term has evolved considerable over the years and has 

been termed as total compensation or total rewards. It has coined an innovative term for this total reward system and calls it cafeteria pay which is much more 

employee drive than its traditional counterpart. Reward systems should be viewed as a way in which the employees can be energized as even the most talented 

employees may not be able achieve full potential if they are not properly guided. 

(Jensen, McMullen and Stark, 2007). A company’s commitment to a total rewards system is a sign the company has recognized employees as its most important 

resource and that financial or tangible rewards alone are necessary but not enough to motivate employees. Total rewards are a broad concept and it has implica-

tions related to leadership, growth opportunities, and recognition and job enablement. These systems have been developed in response to factors such as the 

constant war for keeping employees and a diverse workforce with diverse needs. 

Armstrong (2010) For organisations to achieve a highly committed business environment and its overall business goal, a reward strategy must be developed to 

ensure that the contribution people make to achieving organisational or team goals are valued, recognised and rewarded. 

(Keller 1999)This definition points to an obvious desired outcome of rewards and recognition: to improve performance. Non-monetary recognition can be very 

motivating, helping to build feelings of confidence and satisfaction. 

 

RESEARCH METHODOLOGY 
Research methodology is a way to systematically solve a research problem it may be understood as a science of studying how research is scientifically. It may be 

understood as a science of studying how research is done scientifically.  

DATA COLLECTION  
In dealing with any real life problem, it becomes the necessary to collect data that are appropriate. There are several ways of collecting the appropriate data which 

differ considerably in the context of money, efforts, time and other resources. This research uses both. 

- Primary data 

- Secondary data 

- Primary data is collected through questionnaire and discussions with respective official or person concerned.  

- Secondary data collection is made through various records, websites, journals and books 

RESEARCH DESIGN 

Research design is a frame work or plan for a study that guides the collection and analysis of data it is a blue print that is followed in completing a study. 

This study is based on descriptive research which includes a survey and fact finding enquires of different kinds. The major purpose of this research is description 

of the state of affairs as it exists at present. 

SAMPLE DESIGN 
Sample design is definite plan determine before data are actually collected for obtaining a sample technique. In this study convenience sampling methods have 

been adopted to select sample. 

SAMPLE TECHNIQUE 
All the items consideration in any field of inquiry constitutes a universe of population. In this research only a few items can be selected from the population for 

the study purpose. The items selected constitute what is technically called a sample. Here, well formulated 100 questionnaires circulated among various employees 

in the reliance dying works. 

TOOLS FOR THE STUDY  
The percentage analysis, ANOVA, correlation and regression test has been used for the analysis. 

a) Simple percentage analysis: simple percentage analysis refers to a special kind of ratio with the help of absolute figures it will be difficult to interpret any 

meaning. From the calculated data, when percentage are found out then it would be easy to find the relative difference between two or more attributes 

                                  Number of respondents  

 Percentage = __________________________ × 100  

                                       Total respondents 

b) two-way analysis: In statistic the two way analysis of variance (anova) is extension of on one way anova that examine the influence of two different categorical 

independent variables one continuous dependent variable. The two way anova not only aims assessing the main effect of each independent variable but also if 

there is any interaction between them. 

c) Correlation: Pearson correlation was seen appropriate to analyze the relationship between the two variable which were interval-scaled and ratio scaled. Fur-

thermore, correlation coefficients reveal magnitude and direction of relationships which are suitable for hypothesis testing, Pearson correlation is to test seven 

independence variables that influenced consumer brand loyalty and to test if a relationship existed between the independent and dependent variables. 

d) Regression: In statistics, regression analysis is a statistical process for estimating the relationship among variables. It includes many techniques for modeling 

and analyzing several variable, when the focus is on the relationship between a dependent variable and one or more independent variable 

e) ANOVA: A statistical method for making simulations comparisons between two or more means. A statistical method that yields value that can be tested to 

determine whether a significant relation exists between variables. 

 

LIMITATIONS OF THE STUDY 
Every study has certain limitation; some of these are inherent in the research design. The present study is subject to the following limitations: 

1. The sample respondents of the study were restricted to 100. 

2. The aims of study were restricted to tirupur city alone. 

3. The data collected only on employees perspective  

4. The study concentrates only the employee’s promotion and reward policy it ignores employees welfare, safety etc. 
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FINDINGS AND SUGGESTIONS 
FINDINGS 

• It is clear that majority of the respondents are male (70%). 

• It is clear that majority of the respondents are married (64%). 

• In the survey majority of respondents (44%) belong to the age group of 26-35. 

• It is found that are the majority of the respondents are UG qualified person. 

• In this survey majority of the people earns above Rs 9000 as their income. 

• Most of the people in the survey belongs to labor /clerical level (39%). 

• It is understood that the frequency of performance appraisal is yearly (89%). 

• 98% of people are satisfied with the performance appraisal system in company. 

• 33% of people got promotion and 67% of people are not at all get any promotion. 

• The career planning steps taken by the organization is satisfied by 93% of people. 

• The main issue in getting promotion policy is non-exposure of his/her talent (65%). 

• 87% of people satisfied with their present position in their company. 

• The survey shows 47% of people ready to give (1-3 years) service in the organization. 

• 87% of respondents opinion is individual (87%) reward plan. 

• In this survey the majority of the respondents opinion is skill is the basis for reward system.  

• Majority of respondent’s expected 25% of bonus and commission. 

• In this survey 83% of people are satisfied with the reward and incentive system in the organization.  

• As per two way analysis majority of the respondent’s opinion is the highest in case of non-exposure of his /her talent in appraising their performance. 

• It is clear that majority of the respondents are satisfied with yearly performance appraisal. 

• Based on ANOVA analysis it is found that there is no association between demographic factor and career planning. Practiced by the organization. 

• It is conclude that there is no association between demographic factors and the level of satisfaction with promotion policy. 

• As per regression analysis it is clear that there is no influence of the experience on reward system. 

• As per correlation analysis there is relation between career planning, performance appraisal and promotion policy. 

SUGGESTIONS 

• Female category employees may be enhanced  

• Promotion policy should enhanced in such a manner to increase the number of promotion because highest percentage of respondents still not get any 

promotion. 

• Opportunities to be provided to everyone to expose their skill and talent. 

• Attempt made to retain existing employees 

• While formulating promotion policy all the criteria for promotion should be considered without any bias. 

• Bonus rate is to be enhanced to some extent to fulfill the workers expectation. 

 

CONCLUSION 
This study made attempt to analyse the process of measuring promotion and reward policy of reliance dying works due to which has received great attention with 

increasing productivity Financial compensation is an important component of the reward system, but there are other factors that prompt employees to be moti-

vated and influence their performance. In fact, several studies have reported that financial forms are not always the ones to be most recommended. In this context, 

several strategies can be defined to increase productivity. One is through the use of the indicators in a measurement program as a way to define promotion and 

reward system that may prompt the motivation of the employees. Promotion and Reward mechanisms aim to strengthen behaviors that should be implemented 

in an effective manner. That is, the achievement of goals of productivity and quality may be rewarded with a bonus these systems are intended to attract, retain 

and motivate people. But for a person to be motivated, he/she needs to give value to the result, needs to believe that additional effort will lead to better perfor-

mance and that the better performance, subsequently, will result in some form of recompense or better result. 

Reward systems, when properly set up, have proven to be an important tool for achieving organizational goals. It is essential to keep the plans simple in terms of 

following, measuring, understanding and managing them so as to increase the performance desired. In addition, the cost of measurement needs to be considered. 

The activities of identification, collection, analysis and dissemination of indicators can represent a high cost to the organization so that relevant indicators are, in 

fact, considered in the measurement system. 
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APPENDIX 
QUESTIONNAIRE 

1. Name (optional) 

2. Gender  

Male  

Female 

3. Marital status 

Married 

Unmarried 

4. Age group 

Below 25 years  

26 -35 years  

36 - 45 years 

above 45 years  
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5. Qualification 

SSLC  

HSLC 

UG  

PG 

Diploma 

6. Experience 

Below 1 years 

2 -4 years  

4 - 6 years 

above 6 years  

7. Monthly income  

Below Rs, 5000 

Rs, 5000-Rs, 7000  

Rs, 7000-Rs, 9000 

above Rs, 9000 

8. What is your designation/position in the company? 

Labor/clerical level supervisory level 

Managerial level Administration level 

9. What is the frequency of performance appraisal? 

Half yearly  

yearly  

10. Does performance appraisal always lead to the hike of salary? 

Yes  

No 

11. Are you satisfied with the performance appraisal system in your company? 

Yes  

No 

12. Are you satisfied with career planning steps taken by your organization? 

Yes  

No 

13. Do you get any promotion? 

Yes  

No  

If yes, mention the level from which you are promoted: 

------------------------------ 

14. Are you satisfied with the promotion policy? 

Yes  

No  

15. Mention the main/important issue in getting promotion policy. 

Because of partiality non-exposure of his/her talent 

Date of joining others (specify)  

16. Overall, how satisfied with your position at your company? 

Very satisfied  

Satisfied 

Dissatisfied  

Very dissatisfied 

17. If satisfied, how long you like to work in the organization?  

1-3 years     

4-6 years  

7 - 9 years     

above 9 years   

Permanently 

18.    a) what is the reward plan in your organization? 

Individual group 

b) Which type of reward has been given in your organization? 

Salaries raise Bonus/commission 

Promotion employee recognition 

19. What is the basis of your reward system?  

Result and performance competence  

Skills others (specify) 

20. What is your expected rate of bonus and commission?  

20%   

25% 

30%  

above 30% 

21. Are you satisfied with the reward and incentive system in your organization? 

Yes No 
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