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Abstract—A challenge for organizations is to increase employee perfor-
mance and motivation, since the most crucial asset of every organization is
manpower. Many companies and factories have started implementing online
training platforms under the concept of “Massive Open Online Courses
(MOOCs)” in their workplace to foster employee performance. Previously, the
mobile application called “HSC MOOC” which is provided by the Halal Sci-
ence Center, Chulalongkorn University, Thailand functioned as a solution that
encourages self-learning on online platforms at companies in Thailand. Howev-
er, the main barrier or risk that occurs when implementing an online platform is
the user’s motivation, since the dropout rate is considered as a serious issue re-
garding MOOC:s. Thus, incentive and reward were added to online training pro-
grams which aimed to motivate employees. Many types of rewards were pro-
vided for employees who had met their own company’s expectations. Recently,
psychology research papers have illustrated that non-monetary rewards seem to
provide greater results on the side of employee’s motivation. However, not all
types of non-monetary rewards provide positive impact on employee’s motiva-
tion. Therefore, the aim of this research is to present the effect of different non-
monetary rewards on employee performance.

Ninety volunteer employees from a food manufacturing company in Chiang
Mai, Thailand participated in this research. The experiment was divided into
two sections. The first section aimed to measure the motivation of employees
which based on different non-monetary rewards. The questionnaire for measur-
ing Valence, Instrumentality, and Expectancy variables (VIE theory) was de-
ployed to test employee motivation in 3 different groups; “Tangible Non-
Monetary Rewards”, “Social Non-Monetary Rewards” and “Job Related Non-
Monetary Rewards”. The test consisted of 10 items using a 5-point Likert scale.
The second experiment aimed to reveal which type of non-monetary reward is
the most suitable for motivating employees in participating and completing the
course in MOOC:s. Participants in different groups were assigned to learn via
MOOC:s on their mobile device within a period of 30 days. Different types of
non-monetary rewards were provided only for participants who had completed
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certain conditions in MOOCs. The overall results showed that the group of tan-
gible non-monetary rewards reached the significant highest score on the VIE
questionnaire and over 60% of participants exposed to tangible non-monetary
rewards completed the course’s conditions in MOOC:s.

Keywords—Employee performance, Massive open online course, VIE Theory,
Non-mandatory reward.

1 Introduction

Nowadays, the most crucial asset of every organization is manpower since things
are getting done through employees. The success or failure of an organization is heav-
ily depending on the performance of its employees. Therefore, it is important to focus
on the factors affecting the performance of the employees [1]. Performance is consid-
ered to be related to the concepts of ability, opportunity and motivation. Ability is a
function of skills, education, experience and training. Opportunity refers to the infra-
structure needed to perform a job. Finally, motivation is the desire to achieve a goal
and willingness to exert effort for it [2]. Motivation is something that can lead to bet-
ter performance when other conditions are met. Thus, all organizations, whether pub-
lic or private, need motivated employees to be effective and efficient in their function-
ing, in addition to 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 organiza-
tions is to ensure that their employees are highly motivated.

In Thailand, many companies and factories are currently running their training
programs on online platforms. The well-known innovation, the e-learning under con-
cept called “Massive open online course” has been playing an important role as a
potential training strategy for Thai companies. The advantage of MOOCs at compa-
nies are enormous since different strategies can be adopted in order to tailor the Mas-
sive Open Online Courses paradigm to meet the company’s learning and training
expectations. The most prominent use-case is the fact that it can expand corporate
training options [3]. This platform allows employees to improve their abilities any-
time and anywhere. Previously, the mobile application called “HSC MOOC” which
was provided by the Halal Science Center, Chulalongkorn University, Thailand was a
solution that encouraged self-learning on online platforms for Thai companies. This
application has been used by in more than 300 employees in Chiang Mai, Thailand.
However, the main barrier or risk in implementing the online platform is user motiva-
tion, since the dropout rate is considered as a serious issue regarding MOOC:s [4].

As regards the high dropout rate in MOOCs, the companies usually increase the
motivation of their employees towards attending the online training program by offer-
ing an incentive or reward. Many types of rewords were provided for the employees
who met their own company’s expectations. Previously, psychology research papers
illustrated that non-monetary rewards seem to provide greater results regarding em-
ployee motivation [S]. However, the literature shows that not all types of non-

iJET — Vol. 15, No. 1, 2020 89



monetary rewards provide a positive impact on employee motivation [6]. Non-
monetary rewards can be classified into 3 groups; “Tangible Non-Monetary Re-
wards”, “Social Non-Monetary Rewards” and “Job Related Non-Monetary Rewards”.
Although there are many concepts that explained the reasons for positive results of
non-cash rewards in different aspects, what we observed is that the impact of non-
cash reward tends to be greater than that of cash rewards, however it also depends on
how employees evaluate certain rewards according to their own expectations. There-
fore, providing suitable non-monetary rewards should foster employee motivation to
participate in MOOC and can decrease the dropout rate. The aim of this research is to
demonstrate the effect of different non-monetary rewards on employee performance.
The experiment was divided into 2 sections. In the first section, the motivation of
employees was tested based on different types of non-monetary rewards by using the
Valence, Instrumentality, and Expectancy (VIE) Theory. The second experiment
shows which type of non-monetary reward is the most suitable for encouraging em-
ployees to complete courses in MOOC:s.

2 Literature Review

2.1  Psychology of monetary and non-monetary rewards

From an economist perspective, monetary rewards are always better than any non-
monetary rewards of equal market value since cash has an option value [7]. Further-
more, it would be very difficult to know the exact preference of employees regarding
non-monetary rewards. If given cash, an employee can purchase any reward offered
by the company. However, previous psychology research papers illustrate that non-
monetary rewards seem to provide greater results on employee motivation. For exam-
ple, the employees in 34 organizations of the U.S. ranging from Universal Studios to
the U.S. Postal Service mentioned that monetary reward is not a reward, but it is a
compensation. Moreover, monetary rewards usually decrease teamwork performance
as employees focus primarily on individual cash gains. In contrast, non-cash incen-
tives provide lower stress, absenteeism, and turnover and raise morale, productivity,
competitiveness, revenue and profit [8]. A survey conducted by the American Express
Incentive Services showed that 32% of the employees who received bonus stated that
the cash incentive did not improve their work performance. At the same time, almost
70% of the employees polled, reported that non-monetary incentives provided the best
motivation to improve their job performance [9]. The Malaysian retail sector survey
on job satisfaction of employees also revealed that employees who gain monetary
rewards may create a strong desire for money that will lead to high pay dissatisfaction
in their jobs. On the other hand, non-cash incentive is a recognition separated from
compensation that shows respect and commends accomplishment [10]. As far as so-
cial aspects are concerned, the average motivational impact length of payments on
employees is less than two weeks. Tangible non-monetary incentives on the other
hand have a long-lasting effect. [11].
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The above research papers emphasized more the positive impacts of non-monetary
reward. There are a number of psychology concepts that describe reasons why em-
ployees might exert more effort in pursuing a tangible non-monetary award than a
cash bonus with the same value of that reward, even if employees state a preference
for cash. Some principles of social and cognitive psychology provide reasons to be-
lieve that employees may perceive non-monetary rewards to be more valuable than
the retail value of that award in cash. For example, most companies usually provide
goods or services as non-cash rewards such as items which can lead to pleasurable
experience rather than providing more instrumental or functional items [12]. The
concept of evaluability explains that the nature of the reward triggers an affective
reaction to the reward that becomes a more salient attribute than the cash value of the
reward. The reason is that employees use their feelings as information when determin-
ing the value of the expected reward [13], [14]. Moreover, cognitive dissonance re-
ductions suggest that if employees are working hard to achieve an expected award,
then they will attempt to convince themselves that the award is worth a great deal to
them, bringing their beliefs in line with their actions [15]. The concept of justifiability
also argues that specific attributes of non-monetary rewards such as luxury or unique-
ness might create an expectation in the employee. If an item is something that an
employee values highly but would never purchase for him- or herself, then the oppor-
tunity to earn it as a reward for hard work provides a way to obtain the desired object
without violating one’s standards of justification [14]. Social reinforcement also sup-
ports that non-cash rewards are able to provide the acknowledgement of one’s job
performance by peers, supervisors, family, and friends. This reinforcement comes
from others knowing about one’s good performance rather than the receipt of a cash
reward [16]. As we can see there are many concepts that explain the reasons for the
positive results of non-cash rewards from different aspects. What we observed is that
the value of non-cash rewards tends to be greater than cash rewards, however it also
depends on how the employees evaluate the certain reward based on their own expec-
tations. In the next session, Valence, Instrumentality, and Expectancy (VIE) Theory
will be presented as the concept that we applied for explaining expectation.

2.2 Valence, instrumentality, and expectancy (VIE) theory

Valence, Instrumentality, and Expectancy (VIE) is a motivation theory which is re-
sulted from Vroom’s (1964) research work [17]. VIE theory mainly focused on indi-
vidual motivation which usually depends on the expectation of desired rewards and
the ability to perform tasks. Generally, employees are motivated to work when they
have the expectancy that effort leads to performance and that performance results in
reward (see Fig.1). It also assumes that individuals have different levels of satisfaction
they expect to receive from rewards and each person is a rational decision maker who
will expend effort on the activities that lead to their desired rewards [18]. According
to the theory, the variables for measuring employee motivation is Expectancy, In-
strumentality and Valence.
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Fig. 1. Valence, Instrumentality, and Expectancy

Expectancy is “the belief that a higher or increased effort will yield better perfor-
mance”. This can be explained by the thinking of "If I work harder, I will make some-
thing better". There are also factors which contribute to expectancy; having the cor-
rect resources available, having the required skill set for the job at hand, and having
the necessary support to get the job done correctly.

Instrumentality is “the thought that if an individual performs well, then a valued
outcome will come to that individual”. Some things that help instrumentality are hav-
ing a clear understanding of the relationship between performance and the outcomes,
having trust and respect for people who make the decisions on who gets what reward,
and seeing transparency in the process of who gets what reward.

Valence means "value" and refers to beliefs about outcome desirability (Redmond,
2010). There are individual differences in the levels of value associated with any
specific outcome. For instance, a bonus may not increase motivation for an employee
who is motivated by formal recognition or by increased status such as promotion.
Valence can be thought of as the pressure or importance that a person puts on an ex-
pected outcome.

As mentioned above, these three factors have effects on motivation but for an em-
ployee to be highly motivated, all these three factors must be high. For example, if an
individual believes in his/her ability to show the required performance but do not
expect that there is a reward for the outcome or do not want that particular reward,
then he/she will be less likely to exert much effort. Consequently, if employees are
offered non-monetary rewards that they value, they will be highly motivated to
achieve the targeted outcomes. Previously, non-monetary rewards can be classified
into 3 groups; “Tangible Non-Monetary Rewards”, “Social Non-Monetary Rewards”
and “Job Related Non-Monetary Rewards”. Different groups of rewards have differ-
ent purposes which can be presented in different results. Thus, the types of non-
monetary rewards will be presented in the next session.

2.3  Types of non-monetary rewards

Non-monetary rewards are classified as tangible rewards, social practices or job-
related factors that are used in an organization to foster employees’ motivation with-
out direct payment of cash. It has been noted that the reward which is presented in this
study is different from rewards in other areas such as gamification or game-based
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learning. The reward which is usually added to online platforms is based on the game
element concept. For example, Suepphong et al. (2017) implemented leaderboard in
the context of online learning to motivate learners to attend the platform. Ranking in
leaderboard is perceived as a social reward when the learner performs well [19]. Add-
ed game elements in MOOC:s such as points, badges, or trophy is also a popular con-
cept that fostered learners’ motivation by offering non-physical rewards [20]. In con-
trast, the non-monetary reward is represented as a physical object or extrinsic reward
that the learner is able to redeem from the online platform. This non-monetary reward
classification is a breakdown of on-the-job rewards which proposed by Meacham and
Wiesen [21].

The tangible non-monetary rewards: Refer to items or services such as desk ac-
cessories, coffee mugs, clothing, gift certificates, spa passes, free food/beverage, holi-
day trips which are provided by the organization. These rewards provide employees
tangible symbols of achievement and they become something physical to show. Tan-
gible non-monetary incentives that are awarded as recognition of a good performance
can often be shown to co-workers and friends. Offering the employees things that they
value can make them feel that the organization cares about them as valuable human
beings. However, implementing tangible non-monetary rewards may cause conflicts
in the organization. For example, unclearly defined employee performance criteria
may lead to situations that create perceived inequalities at the workplace.

Social non-monetary rewards: Are related to the relationship of people among
the organization. These social rewards have an ensuring role in satisfying certain
needs of employees such as social acceptance and affiliation, self-esteem and self-
realization. Examples of social rewards are a letter of commendation/ appreciation,
public recognition in a meeting, newsletter, bulletin board, employee of the month
award, invitations to coffee/lunch with the CEO etc. These kinds of rewards are all
means of presenting that the employees are valued, cared and appreciated by their
superiors.

Job-related non-monetary rewards: Are related to job-task issues that can foster
employee motivation. Meaningful job tasks allow employees to use knowledge and
skills with some degree of autonomy and flexibility in terms of working hours, lead-
ing to an employee being motivated to exert more effort on the job. Job-related non-
monetary rewards such as participation in decision making, growth opportunities such
as training programs, promotion, international work trip opportunities, flexible work-
ing hours and time-offs are suspected to be great motivators by satisfying employees.
However, there are some issues that need to be considered before implementing this
kind of reward. Some employees may not be satisfied with these kinds of new job
arrangements unless they are reasonably satisfied with economic well-being and affil-
iation. Furthermore, there may be some negative responses since new job-task promo-
tions which offered to employees may require considerable effort, time and training
process.
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3 Field Study 1

The aim of field study 1 is to measure the motivation of employees based on dif-
ferent types of non-monetary rewards by using the Valence, Instrumentality, and Ex-
pectancy (VIE) Theory.

3.1 Item construction

The item construction of valence, instrumentality, and expectancy in this study was
adopted from [22]. The item was modified and reviewed by five experts of human
resources and psychology from the Department of Humanities, Chiang Mai Universi-
ty. The items were edited and revised according to the feedback from these experts.
Items of each variable in the VIE theory were re-designed so that the scale could be
applied in a variety of employment and research settings. The outcome reference for
valence (e.g. a reward in the selection context) is likely to be changed in each type of
reward that offered to the employee. Valence is consisted of 3 items (e.g., "I want to
get [type of reward]"). The hypothesized Instrumentality subscale contained 4 items
(e.g., "I think you will get [type of reward] if you complete online courses"), Expec-
tancy is consisted of 3 items (e.g., "If you concentrate and try hard you can complete
online courses").

According to the VIE theory, we believed that offering different types of non-
monetary rewards to employees would provide different results for personal valence
that may affect instrumentality, and expectancy. Thus, the item of valence and in-
strumentality in the questionnaire was re-designed and edited based on the types of
non-monetary rewards in the three groups. Premium coffee mugs were selected as
rewards in the tangible non-monetary rewards group. The letter of commendation
from CEO was the selected reward in the social non-monetary reward group. And
training programs were selected as rewards in the job-related non-monetary reward
group. Items which were used in this research are listed in the Appendix.

3.2 Measurement

The participants selected the items that described their attributes in the VIE ques-
tionnaire. The test consisted of 10 items using a 5-point Likert scale ranging from 1
(strongly disagree) to 5 (strongly agree) [23]. Although it may have been useful to
survey applicants before they took the test, there were organizational constraints to
administering surveys both before and after this particular selection test. Rating of the
S-point Likert scale is presented in Table 1.
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Table 1. Ratings for 5-point Likert Scale

Options Points Rating
Strongly disagree 1 1.00-1.79
Disagree 2 1.80-2.59
Neutral 3 2.60-3.39
Agree 4 3.40-4.19
Strongly Agree 5 4.20-4.99

3.3  Procedure and participants

The questionnaires for measuring VIE variables contained 10 items in each group
and were given to nianty volunteer employees from a food manufacturing company in
Chiang Mai, Thailand. Questionnaires were sent to participants in three different
groups (tangible non-monetary rewards group, social non-monetary reward group,
and job-related non-monetary group). All participants (30 participants in each group)
were told that they need to respond to all items in the questionnaire.

Table 2. Demographic data of participants

Tangible non-monetary Social non-monetary Job-related non-monetary
Fre- Percent SD Fre- Percent SD Fre- Percent SD
quency quency quency
S Male 12 40% 0.50 10 33.3% 0.48 14 46.7% 0.51
X . . .
Female 18 60% 20 66.7% 16 53.3%
20-35 16 53.3% 19 63.3% 18 60%
(;g;) 36-50 9 30% 0.76 8 26.7% 0.68 9 30% 0.68
51-60 5 16.7% 3 10.0% 3 10%
Silfl%}(‘)l 9 30% | 047 7 | 233% | 048 12 40% | 0.50
Educa- "o he- o o o
tion lor 21 70% 22 73.4% 18 60%
Master 0 0% 1 3.3% 0 0%
Work 0-3 21 70% 0.61 18 60% 0.68 20 66.6% 0.78
Experi-
ence 4-10 7 23.3% 9 30% 5 16.7%
(year)
Al;‘(’)"e 2 6.7% 3 10% 5 16.7%

According to the demographic data of participants in Table 2, the average age of
majority participants in all groups were 20-35 years old. (The share of participants
ages 20-35 was 53.3% in the Tangible group, 63.3% in Social, and 60% in the Job-
related group.) The educational background of most participants was holed bachelor
and high school degree. The average work experience of all participants was only 0-3
years.
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4 Results and Discussion

Table 3. Results of the VIE questionnaire

. Social non-monetary Job-related non-
Tangible non-monetary reward

reward monetary reward

Respond Mean Respond Mean Respond | Mean
V1 Strongly Agree 4.39 Agree 3.51 Neutral 3.01
V2 Strongly Agree 4.26 Agree 3.45 Agree 3.52
V3 Strongly Agree 4.42 Agree 3.66 Neutral 3.15
I1 Agree 3.80 Agree 3.57 Agree 3.62
12 Strongly Agree 4.33 Agree 3.89 Agree 3.70
I3 Strongly Agree 4.29 Neutral 3.24 Agree 3.67
14 Agree 3.54 Agree 3.74 Neutral 3.15
El Agree 3.61 Agree 3.95 Agree 3.51
E2 Strongly Agree 4.38 Neutral 3.31 Neutral 3.09
E3 Agree 343 Agree 3.71 Agree 3.49

Table 4. The overall results of the VIE questionnaire

Average (Mean)
Tangible non- Social non-monetary Job-related non-monetary
monetary reward reward reward
Valence 4.35 3.54 3.22
Instrumentality 3.99 3.61 3.53
Expectancy 3.6 3.51 3.36

According to the demographic data analysis and determination of raw test scores
(Table 3 and Table 4), the considerations of Vroom’s Expectancy Theory were evalu-
ated. In order to examine the consideration of Valence, the responses obtained from
the first three questions (V1, V2, V3) of the survey instrument were utilized. Since
Valence deals with the value of different non-monetary rewards, these three questions
essentially focused on the same question with a modification in the wording regarding
obtaining the rewards. The average score of valences indicated that the participants in
the tangible non-monetary group are significantly different from the participants of
the social and job-related groups. The participants in the tangible group reached the
highest score (m=4.35) while the scores of the participants of the social group
(m=3.54) and the job-related non-monetary reward group (m=3.22) didn’t differ sig-
nificantly. These responds suggest that the participants selected the tangible as the
most valuable reward. The second consideration is instrumentality. This consideration
was evaluated by utilizing the scores of the four questions (I1, 12. 13. 14) of the survey
that were also developed to measure this consideration. In measuring Instrumentality,
these four questions used different words to assess similar thoughts related to the
performance of participants. The average scores from the tangible (m=3.99), social
(m=3.61), and job-related (m=3.53) reward groups show that there is significant dif-
ference in result among the non-monetary reward groups. Expectancy is the third
consideration. Three questions (E1, E2, E3) on the survey were utilized to obtain this
score. The three questions essentially asked the same thing three times, but the word-
ing has been modified to assess the individual’s expectation which is related to the
performance. There is no significant difference in the average scores of expectancies
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among the groups (tangible = 3.6, social = 3.51, and job-related = 3.36). In summary,
we can see that, the average scores of instrumentality and expectancy of the partici-
pants in all three groups are not significantly different. Only participants of the tangi-
ble group reached a slightly higher score on valence than the other two groups. This
means that for the participants in the tangible group the tangible reward represents a
higher value. Therefore, we believe that the participants in the tangible non-monetary
reward group seem to have greater motivation which might encourage participant in
this group to get better success rate in MOOCs.

5  Field Study 2

The second field study was done with the same group of participants studied in
field study 1. The participants were volunteer employees of the same organization.
The purpose of this study is to test the effect of different non-monetary rewards which
were assumed to motivate employees to use MOOC in their organizations. Therefore,
ninety participants were assigned to enroll the online curriculum via video lectures in
a mobile application called “HSC MOOC”.

5.1 Material

The video lecture in this curriculum consists of instructor guided and PowerPoint
lessons on the topic “Introduction to Halal Food”. The presentations in the videos
included pictures, diagrams and the voiceover of the lecturer via PowerPoint with a
total duration of 5-8 minutes per video clip. The total length of this curriculum is 180
minutes (54 video clips). A multiple-choice exercise was provided at the end of each
video clip. All participants had to complete the full multiple-choice test. The total
score for the multiple choices exercise was 1,500 points (10 points per question).

HSC MOOC is an online platform under the concept of massive open online course
which was created by the Halal Science Center, Chulalongkorn University, Thailand
aiming at unlimited participation and open access via the mobile application. This
platform provides an interactive course with user forums to support learning commu-
nities among students, adult learners, professors, field experts, and the instructor. The
platform is also compatible with basic digital content such as VDO, audio, pictures,
online documents, and XML files, including immediate feedback to assignments such
as quick quizzes or multiple-choices. This mobile application is also available on both
i0S and Android (see Fig. 2).
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Fig. 2. Example of HSC MOOC mobile application

5.2 Procedure and participants

The participants from the same group of field study 1 (ninety employees) were
separated into three groups (thirty participants per group) according to the types of
non-monetary rewards. The participants in all groups were assigned to enroll and
complete all lessons of the online curriculum. In order to complete the curriculum,
participants must have fulfilled the requirement by watching all video clips and
achieving a result of at least 70% on the exercise. Only participants fulfilling these
requirements in MOOC were able to redeem the non-monetary rewards which were
different in each group. Premium coffee mugs were provided for participants in the
tangible non-monetary rewards group. In the social non-monetary reward group, the
reward was a letter of commendation from the CEO. In the job-related non-monetary
reward group, the reward was a training program. Participants had to complete the
curriculum within 30 days. They were allowed to learn from own mobile devices, at
their workplace or home, in their own preferred time frames. There was no punish-
ment for participants who were not able to complete the curriculum (see Fig. 3).
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Fig. 3. Research methodology of field study 2
5.3  Result and Discussion
Table S. The result from HSC MOOC participation
Enrollment in MOOC Completed watching Achieved 50% score in
54 video clips exercise
frequency percent frequency percent frequency percent

Tangible 30 100% 25 83% 19 63%

Social 30 100% 11 36% 7 23%

Job-related 30 100% 10 33% 5 16%

According to the results, all volunteer participants (100%) in all groups enrolled in
MOOOC:s at the beginning of the study. The mobile application “HSC MOOC” worked
smoothly and without any bugs and there weren’t any problems reported by the
participants. They were able to use all the features in the app, including all videos and
exercises. As mentioned in the methodology section, the participants had 30 days to
complete all the sessions in MOOC. At the end of the session, we found that the num-
ber of participants decreased differently in different groups. Less than half of partici-
pants in the social (36%) and job-related non-monetary rewards (33%) groups com-
pleted watching the video clips in MOOC. Moreover, only 7 participants (23%) of the
social group and 5 participants (16%) in the job-related group achieved 50% on the
exercise as regards scores. In contrast, more than twenty participants of the tangible
reward group completed watching all the video clips. Only 11 participants (36%) in
this group failed achieve 50% on the exercise. In conclusion, there was a high dropout
rate in the social and job-related non-monetary reward group since less than half of
the participants completed the required conditions in MOOCs. At the same time, 19
participants from the tangible reward group fulfilled the requirements and redeemed
the rewards in MOOC:s.

Obviously, the participants in the tangible non-monetary reward group achieved
the greatest result in MOOC which means that the reward provides a positive effect
on the participants’ learning motivation. The employees in the organization tended to
evaluate tangible rewards as the most valuable. We can conclude that our result is
consistent with the theories emphasizing the advantages of tangible rewards. Accord-
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ing to the literature, the employee justifies the physical reward as the symbol of
achievement that they are able to use in their daily life. Tangible non-monetary incen-
tives can easily be represented by employees as recognitions of good performance
which can also be shown to others. Thus, we recommend that organizations select
rewards that belong to the tangible category. It is worth mentioning that there was no
conflict regarding the rewards when the experiment was conducted since the value of
physical rewards in this experiment was not too high. We also suggest that the com-
pany should consider the cost of tangible reward provided for the employee since it
could be the source of conflicts at the workplace. Furthermore, social non-monetary
rewards seemed to provide negative motivation to employees. In Thailand, social and
economic considerations are critical issues for the employees in the organizations.
The first priority for employees is generally the income. This is why most of them
tend to select rewards with a well-defined or high value than cash. A letter of com-
mendation from the CEO is something which is beyond their expectations [12]. As far
as job-related non-monetary rewards are concerned, we observed that employees
usually realized that the training programs provided for them were something that had
already existed at their workplace. Thus, they might not consider the job-related pro-
grams as extra rewards. In summary, we recommend that the reward that is used in
organizations for motivating employees to participate in MOOC is a tangible, physical
object with a well-defined price. Moreover, the reward type should not be related to
their job since employees might not consider it as a reward.

6 Conclusion

This study described and illustrated the effect of different non-monetary rewards
(tangible, social, and job-related) on employee performance. Ninety volunteer em-
ployees from a food manufacturing company in Chiang Mai, Thailand participated in
this study. The experiment was conducted in two field studies to test employee moti-
vation and performance. In filed study 1, a questionnaire for measuring Valence, In-
strumentality, and Expectancy variables has been deployed to test employee motiva-
tion in 3 different groups of non-monetary rewards. The results indicated that the
group of tangible non-monetary reward reached the highest score on valence variable.
Employees tended to evaluate the physical objects as the most valuable rewards as
opposed to social and job-related rewards. Thus, researchers believe that the partici-
pants in the group of tangible non-monetary rewards tend to have high motivation in
attending the online training program. In filed study 2, the same group of participants
like in field study 1 were divided in 3 different groups of non-monetary rewards and
were assigned to enroll the online curriculum in “HSC MOOC”. Only those partici-
pants who fulfilled the requirements in MOOCs received rewards which were differ-
ent in the various groups. The result indicated that almost 63% of the participants in
the group of tangible non-monetary reward completed the curriculum in MOOC.
Researchers suggest that tangible reward provides a positive effect on participants’
learning performance.
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