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One	
  of	
   the	
  most	
   popular	
   forms	
  of	
   advice	
  given	
   to	
  managers	
   for	
   enhancing	
   employee	
   performance	
   is	
   to	
   implement	
   an	
  
Employee-­‐of-­‐the-­‐Month	
   (EOM)	
   program.	
  Some	
   typical	
   statements	
  from	
   two	
  managerial	
   advice	
   books	
   help	
   illustrate	
   this	
  
advice:

	
   Another	
  phenomenal	
  mo3vator	
   is	
  the	
  Employee	
  of	
   the	
  Month	
  Award.	
  Knowing	
   that	
   there’s	
  that	
   extra 	
  liXle	
  bit	
   of	
  
	
   recogni3on	
  out	
   there	
   if	
   you	
   try	
   just	
  a	
  liXle	
  bit	
  harder	
  is 	
  what	
  makes	
  people	
  want	
   to	
  work	
   harder.	
   (Bryne	
  &Repp,	
  
	
   2007,	
  p.	
  16)

	
   You	
  can	
  take	
  it	
  one	
  step	
   further	
  and	
  present	
   the	
  Employee	
  of	
   the	
  Year	
  Award	
  at	
  your	
  annual	
  holiday	
   banquet	
  or	
  
	
   party.	
  Think	
  of	
  how	
  mo3va3ng	
  it	
  is 	
  knowing	
  there’s 	
  a	
  pres3gious	
  award	
  awai3ng	
  some	
  hard	
  worker(s)	
  at	
  the	
  end	
  of	
  
	
   the	
  year!	
  (Bryne	
  &	
  Repp,	
  2007,	
  p.	
  16)

	
   If	
   you	
   have	
   five	
  or	
   more	
  employees,	
   that’s 	
  enough	
   to	
   start	
   an	
   employee-­‐of-­‐the-­‐month	
   program.	
  This	
   reinforces	
  
	
   employee	
   loyalty	
   and	
   results	
   in	
   improved	
   customer	
   service.	
   In	
  many	
   cases	
   it	
  will	
   also	
   reduce	
   turnover	
   because	
  
	
   there’s	
  always	
  a	
  goal	
  to	
  strive	
  for.	
  (Thomsen,	
  2011,	
  p.	
  287)

	
   Your	
  employee-­‐of-­‐the-­‐month	
  program	
  will	
  make	
  working	
  for	
  your	
  business	
  more	
  than	
  just	
  a	
  job	
  to	
  most	
  	
  employees.	
  
	
   It’s	
  now	
  a	
  place	
  where	
  employees	
  are	
  appreciated	
  and	
  rewarded	
  for	
  the	
  extra	
  effort	
  that	
  really	
  	
   helps	
   a	
   business	
  
	
   grow.	
  Employees	
  should	
  always	
  think	
  of	
   their	
   job	
  as	
  a	
  place	
  where	
  their	
  efforts	
  are	
  appreciated.	
  Any	
  money	
  spent	
  
	
   here	
  should	
  come	
  back	
  to	
  you	
  tenfold.	
  (Thomsen,	
  2011,	
  p.	
  288)

According	
  to	
  the	
  lore	
  of	
  these	
  writers,	
  EOM	
  programs	
  can	
  focus	
  employees	
  on	
  the	
  desired	
  work	
  behaviors,	
  provide	
  exemplar	
  
employees	
  for	
  others	
  to	
   imitate,	
  provide	
  an	
  extra	
  incen3ve	
  to	
  work	
  harder,	
  reduce	
  turnover,	
   	
   publicly	
   recognize	
  superior	
  
efforts,	
  build	
  excitement,	
  and	
  enhance	
  the	
  organiza3on’s 	
  image	
  (Dosunmu,	
  2012;	
  Dukes,	
  2012;	
  Feltenstein,	
  2010;	
   Forsyth,	
  
2012;	
  Morell,	
  2011;	
   Nomura,	
  2011;	
  Townsend	
  &	
  Gebhardt,	
  2007).	
  However,	
  despite	
   the	
  considerable	
  number	
  of	
   authors	
  
recommending	
   this 	
   program	
   and	
   the	
   diversity	
   of	
   proclaimed	
   benefits,	
   there	
   is 	
   a	
   single	
   common	
   element:	
   The	
   lack	
   of	
  
cita3ons	
  to	
  back	
  up	
  such	
  bold	
  asser3ons.

The	
  support	
  for	
  EOM	
  has	
  not	
  been	
  universal.	
  Some	
  authors	
  have	
  suggested	
  that	
  EOM	
  programs	
  are	
  behaviorally	
  unsound	
  
and	
   should	
   be	
  avoided	
  (Daniels,	
  2009;	
   Rose,	
  2011).	
   However,	
   even	
   though	
  both	
  advocates	
  and	
   opponents	
  make	
  strong	
  
recommenda3ons,	
  a	
  review	
  of	
  the	
  literature	
  reveals	
  that	
  there	
  is 	
  virtually	
  no	
  empirical	
  evidence	
  to	
  bolster	
  up	
  the	
  arguments	
  
of	
  each	
  side.

Given	
  the	
  widespread	
  use	
  of	
  EOM	
  programs	
  in	
  prac3ce,	
  the	
  absence	
  of	
  empirical	
  examina3ons	
  on	
  the	
  effec3veness	
  of	
  EOM	
  
is 	
  problema3c.	
   To	
   our	
  knowledge,	
  the	
  only	
  excep3on	
  to	
   this	
  dearth	
  of	
   research	
   is	
   Johnson	
   and	
   Dickinson	
  (2010),	
  which	
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Figure 1. First group: ABCD design 
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Figure 2. Second group: ABCD design 
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Figure 3. Third group: ACBD design 
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Figure 4. Fourth group: ACBD design 
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Overall,	
   the	
  photo	
   condi3on	
   did	
   not	
   seem	
   to	
   have	
   a	
   las3ng	
   posi3ve	
   impact	
   for	
   the	
   par3cipants	
  as	
   a	
  whole.	
  
However,	
  it	
  is	
  possible	
  that	
  the	
  incen3ve	
  effect	
  of	
  the	
  photo	
  might	
  differ	
  according	
  to	
  the	
  par3cipants'	
  percep3on	
  
of	
  the	
  photo.	
  Subsequent	
  to	
  the	
  experiment,	
  par3cipants	
  were	
  asked	
  to	
  rate	
  if	
  having	
  their	
  photo	
  was	
  shown	
  was	
  
rewarding,	
  neutral	
  or	
  embarrassing.	
  This	
  survey	
   indicated	
  that	
  the	
  majority	
  of	
   the	
  par3cipants	
  (75%)	
  felt	
  neutral	
  
with	
  regard	
  to	
  the	
  photo.	
  

DISCUSSION

Despite	
  the	
  addi3on	
   of	
   public	
   recogni3on	
   and	
   using	
   a	
   different	
   experimental	
   setup,	
   this	
   study	
   came	
   to	
   same	
  
conclusion	
  as	
  Johnson	
  and	
  Dickinson	
  (2010),	
  namely	
  that	
  Employee-­‐of-­‐the-­‐Month	
  and	
  other	
  similar	
  programs	
  do	
  
not	
   sustain	
   improved	
   efforts.	
   Although	
   the	
   introduc3on	
   of	
   monetary	
   incen3ves	
   did	
   significantly	
   increase	
   the	
  
contribu3on	
  of	
  individuals,	
  such	
  gains	
  were	
  not	
  maintained	
  across	
  3me.	
  

Like	
   every	
   experiment,	
   this	
  study	
   is	
   subject	
   to	
   a	
   number	
  of	
   limita3ons	
   that	
   need	
   to	
  be	
  recognized.	
   First,	
   the	
  
recogni3on	
  from	
  the	
  other	
  team	
  members	
  might	
  be	
  larger	
  in	
  applied	
  sehngs	
  than	
  it	
  was 	
  in	
  this 	
  experiment	
  as	
  the	
  
photo	
   was	
   only	
   displayed	
   on	
   the	
   computer	
   screens	
   un3l	
   the	
   next	
   round,	
   which	
   represents	
   a	
   considerable	
  
difference	
  from	
  the	
  usual	
  period	
  of	
   3me	
  in	
  actual	
  work	
  sehngs.	
  Addi3onally,	
  the	
  par3cipants 	
  of	
  our	
  experiment	
  
did	
   not	
   get	
  personal	
   contact	
  with	
   their	
   team	
  members	
   or	
   have	
   long-­‐standing	
   social	
  rela3ons	
  with	
   their	
   team	
  
members,	
  unlike	
  applied	
  sehngs.	
  Furthermore,	
  it	
  may	
  be	
  that	
  having	
  a	
  photo	
  displayed	
  may	
  have	
  a	
  suppressive	
  
effect	
  with	
  individuals 	
  who	
  view	
  the	
  photographic	
  display	
  as	
  embarrassing.	
  Future	
  research	
  may	
  wish	
  to	
  address	
  
whether	
  or	
  not	
  allowing	
  individuals	
  to	
  opt	
  out	
  of	
  having	
  their	
  photo	
  displayed	
  may	
  enhance	
  performance.	
  Another	
  
shortcoming	
   relates	
   to	
   a	
   confounding	
   variable	
   in	
   the	
   experimental	
   design.	
   Due	
   to	
   the	
   fact	
   that	
   both	
   the	
  
membership	
  of	
   teams	
   and	
   the	
   experimental	
   condi3ons	
  changed	
  simultaneously	
   at	
   the	
  beginning	
   of	
   each	
  new	
  
phase,	
  it	
  is	
  difficult	
  to	
  know	
  which	
  variable	
  to	
  aXribute	
  changes	
  in	
  performance.

Despite	
  such	
  shortcomings,	
  this	
  study	
   informs	
  prac33oners	
  and	
  researchers	
  about	
  the	
  effects	
  of	
  an	
  EOM	
  type	
  of	
  
recogni3on.	
  With	
  respect	
  to	
  the	
  design	
  of	
  incen3ve	
  systems,	
  the	
  results	
  par3ally	
  support	
  the	
  well-­‐known	
  posi3ve	
  
effects	
  of	
   monetary	
   incen3ves,	
  although	
   they	
   demonstrate	
   this	
  effect	
  can	
  be	
   lost	
  over	
   3me	
  when	
  u3lizing	
   an	
  
ineffec3ve	
  reward	
  structure	
  such	
  as	
  EOM.	
  The	
  results	
  also	
  imply	
  that	
  an	
  incen3ve	
  structure	
  like	
  an	
  EOM	
  program	
  
is 	
  unlikely	
  to	
  have	
  significant	
  posi3ve	
  incen3ve	
  effects	
  as	
  long	
  as	
  the	
  program	
  only	
   relies 	
  on	
  the	
  pride	
  mo3ve	
  of	
  
becoming	
   EOM;	
   the	
   results	
   clearly	
   do	
   not	
   show	
   any	
   las3ng	
   posi3ve	
   effect	
   from	
   the	
   photo	
   to	
   increase	
   the	
  
contribu3ons 	
  to	
   the	
  team	
  output.	
  Although	
  more	
  research	
  con3nues	
  to	
  be	
  warranted,	
  the	
  results	
  of	
   this	
  study	
  
suggest	
   that	
   EOM	
   programs	
   are	
   flawed	
   structures	
   that	
   cannot	
   be	
   relied	
   upon	
   for	
   las3ng	
   organiza3onal	
  
improvements.
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