Mu U T.4. [6]. Ha camom nene 1Q u EQ Hepa3pbIBHO CBA3aHbI 1 HEBO3MOKHBI
apyr 6e3 apyra, 3To, o cioBam JI. Kapy3o, «emIMHCTBEHHBIN TyTh Mepeceyde-
HUS cepia U pazyma». A y BbIJAIOIIETOCS PYKOBOJAUTENS 3TOT COIO3 JIOMOJI-
HEH ene u ynpasiendeckuM uHteiuiektoM — ExI (Executive Intelligence).

Eme ogno pacmpoctpaneHHoe 3abiyxaeHue, uto EQ — 3To ouepenHoi
MHCTPYMEHT 3anaJHOr0 MEHEIKMEHTa, He TPUMEHUMBIN B OEJIOPYCCKUX WU
poccuiickux komnaHusx. Ha camoMm xe nene, 3TO MOHATHE Ja)ke OOJIblie
NOJAXOAUT JUJISi HAlIUX YCIOBUU BeneHus OusHeca, yem Juis 3amana. Mel
00JIbIIIe CBA3aHBI C COOCTBEHHBIM BHYTPEHHUM MHUPOM (CTOUT BCIIOMHUTH O
«3araJIoYHON CIABSIHCKOM JIyIie»), MEHEe CKJIOHHBI K MHIMBUIyaIM3MYy, HAllla
CUCTEMa IIEHHOCTEHW BKJIIOYAET B c€Os MHOTHE UJEH, KOTOPBIE U SBIISIOTCS
KpaeyTroJibHbIM KamMHeM KoHienuuu EQ [2, c. 9]
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NATIONAL FEATURES OF MOTIVATION
O. S. Chertkova, E. S. Mandik

Motivating employees is vital to any business. A motivated workforce
means a highly productive staff, every member of which will contribute to a
company’s success. In the course of this study, our aims were to examine na-
tional features of motivation in the USA, Austria, Germany, Japan and Bela-
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rus and create a universal motivation strategy that fits the needs of multina-
tional staff. According to the business dictionary motivation is internal and
external factors that stimulate desire and energy in people to be continually
interested and committed to a job, or to make an effort to attain a goal [1].
Motivation can be divided into financial and non-financial. «When speaking
about financial motivators, we mean that the employer spends money a lot on
the reward directly, or the employee receives some kind of monetary re-
ward» [3]. In a McKinsey Quarterly survey non-financial motivation of staff
implies that there is no monetary reward given to an employee, instead it fo-
cuses on the emotional needs of the employee [4].

According to the statistics 67 % in Germany, 60 % in Japan, 55 % in the
USA and only 30 % of staff in Australia and Belarus are considered to be mo-
tivated [2, 4, 7].

The motivational strategy of US companies is based either on financial
forms of stimulating or non-financial. According to Fisher and Yuan Ameri-
can employees reported that payment was fifth in importance to them, but se-
curity and interest in work are at the top of the list. The most wide-spread
methods of financial stimulating are commission, bonuses for good perfor-
mance and «pay for performance» system. Among non-financial methods the
most used are perks, corporate events on occasion of holidays, medical insur-
ance and opportunity to have flexible hours of work.

In recent years participative management has become an essential part of
motivational strategy of many companies in the USA. It is a practice of stimu-
lating employees through participation in decision making. Among national
features of US workers we should also highlight striving for self-development
and appreciating of independence. Thus such motivational methods as offer-
ing job training and delegating authority are very effective.

Most Japanese companies use synthesized systems in the policy of finan-
cial incentives. In a synthesized system, pay is determined by four indicators:
your age, length of service, professional grade rate and labor productivity.
The age and length of service and productivity of work serve as a basis for de-
termining the value of the labor tariff rate, called the «rate of qualificationy.
Japanese business organizations use the principle of equality to motivate em-
ployees to compete and cooperate with one another. The other source of cor-
porate vitality is the separation of ownership and management. Individual
shareholders in Japanese corporations have little interest in active intervention
in corporate affairs. Japanese managers are also attempting to create an envi-
ronment where all employees identify their own interests with those of the
company and are motivated to strive actively for the goals of the organization.

The German model of work motivation is one of the most people-oriented.
This model provides for both economic welfare and social guarantees. As a
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result Germany has the highest percentage of «effective» workers in the sur-
vey of European businesses [7]. The match of positive emotions that an em-
ployee experiences at work, with a monetary factor is a great driver of work.
However, the strongest of the factors influencing the motivation were good
relations with colleagues and an interesting occupation. Salary is only in third
place. Respect and justice, which can also be attributed to the main factors
that increase motivation are typical German features, to which the staff at-
taches a great importance.

According to a recent survey many Australians are not motivated enough
at work. For this reason, two-thirds of Australian employees keep an eye out
for a new job [2]. This situation is explained by the existence of many small
companies in Australia. So, small business owners, who are unlikely to have
the budget for substantial pay rises or cash bonuses, need to try other ways to
engage their staff in a working process and fulfil their potential. Thus, Aus-
tralian motivational policy is mostly based on non-financial stimulating.
Among widely used methods the most effective is career development. Flexi-
ble hours of work can be a huge incentive for some staff — such as those who
need to pick children up from the school or older employees who may no
longer want to work full-time. Vision also plays a significant role in motivat-
ing staff, as employees want to know that the work they are doing is contrib-
uting to the success of the company.

In general, in Belarus like in other post-Soviet countries the method of car-
rot and stick is used to motivate employees. Financial motivation is para-
mount for our mentality. Non-financial motivation also exists. But in compar-
ison with financial motivation it is not so significant. Everyone values appre-
ciation and recognition. Vouchers for children to a sanatorium and camps are
a great bonus for parents. This motivation is common for many Belarusian
companies. Corporate parties like nothing else bring staff together and moti-
vate it.

As a part of our research, we conducted a sociological survey among for-
eign workers with the help of social networks. The purpose of this survey was
to identify the differences with the statistics presented in the very beginning
of our paper and the other information that we used to write it. The total num-
ber of respondents is 111 people. In this survey 21 people were from USA,
22 from Germany, 14 from Japan, 12 from Australia and 42 from Belarus. Al-
so we were interested in the most prevalent type of motivation for each coun-
try. Financial motivation dominates in USA, Australia and Belarus. Non-
financial in Japan. In Germany the ratio of material and non-material motiva-
tion is almost equal (fig. 1). The degree of motivation of employees varies
from country to country. In Germany 80 % are fully satisfied with motiva-
tional policy of their company and only 4 % are not. Among American work-
ers 51 % like a motivational strategy at their workplace and 34 % don’t. In
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Japan 68 % of employees are ready to go the extra mile. In Australia only
34 % are pleased with motivation at their workplace. In Belarus only 1/3 of
respondents like the motivational policy of their company and 55 % do not
(fig. 2). Thus a number of inconsistencies with the information used becomes
apparent. The most significant differences are associated with the most preva-
lent type of motivation in Australia. According to «Australian Employee Sat-
isfaction & Motivation Study» non-financial methods of motivating staff
dominate, but according to our survey results financial motivation preponder-
ates. Also the equal ratio of material and non-material motivation in America
1s replaced by the predominance of material methods of staff stimulating. The
percentage of motivation of employees in Germany is higher than that in the
initial data.
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As a result, it is obvious that the motivational policy of each country have
both advantages and disadvantages. That’s why managers need to accurately
interpret the situation and design a universal strategy that fits the needs of
multinational staff. Thus, dwelling on the results of our research, we created
an example of such a strategy. To our mind it should include well-developed
non-financial stimulating based on German strategy, various methods of ma-
terial motivation and American opportunities for self-development, the prin-
ciple of equality which is typical of Japanese strategy. It should also be sup-
plemented by recognizing and rewarding employees’ performance, organizing
social events, offering a nice clean working environment and developing great
relationships in the workplace.
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IIPABOBOE PETI'YJIMPOBAHHUE BE3HAJIMYHbBIX PACYHETOB
1O BHEHIHETOPI'OBBIM CAEJIKAM

E. A. YyauHnosa, E. /I. Yepnyxa

B ObLible BpemeHa MOSIBJICHHE METaNIMYECKUX, a 3aTeM M OyMaskKHBIX Je-
HET CrocoOCTBOBAJIO CTPEMUTEILHOMY POCTY TOProBiu. 1 3To HeyauBHUTENb-
HO: IIEPEBO3KA M XPAaHEHHUE 3THUX CPEACTB OIUIATHI JaBajOCh JIET4e, YeM, Ha-
MIPUMED, CIY>KUBUIMX paHEe BAIIOTON MEMIKOB 3epHa. OJIHAKO €Clii TOBOPHUTH
PO COBPEMEHHOCTh, TO CeYac MOKHO HAOII0JaTh TEHICHLUIO TOCTENEHHO-
IO «BBIOBITHS» TaKoro croco0a pacdera, Kak HaJIMYHbIC AEHbIH, U OOLIUPHO-
ro MCIOJIb30BaHUsA JUIsl OIJIaThl TOBapa U T.J. UMEHHO O€3HaIu4HbIX (HOpM
pacuera. DTO CBSI3aHO C TE€M, YTO C MOMOIIbIO OE3HATIMYHBIX PACUETOB MOYKHO
COKOHOMMTb Ha M3JAEpPXKKAX OOpalleHus, (pakT MOIIEHHUYECTBA C MCIOJIb30-
BAHUEM JIaHHOHN (OpPMBI pacueToB OYEHb MaJl, IEHbI'M B OaHKE XpaHATCS He-
OTPaHUYEHHBIN CPOK.

B Oonbuieii crenenu Oe3HanuuHas (opMa pacueToB HCIOJIB3YETCS BO
BHEIIHEAKOHOMUYECKON JESITEIbHOCTH, BEb C €€ NPHUMEHEHUEM CTOPOHBI
CEJIKM DKOHOMST CBOE BPEMsI, MOTYT HE BOJIHOBATHCS HACUET KPAXKU JICHET U
HAc4eT MOJUIMHHOCTH, TaK KaK MPOLEAypa pacuyeToB IPOXOAUT B COOTBETCT-
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