
If troubles with employee engagement were easily fixed with a “well done,” 
global businesses would mandate back-patting and all would be good.  
They wouldn’t suffer years of poor engagement scores and high rates of 
attrition and businesses would all be the success that economists dream 
about. However, that reality doesn’t exist. 

Dealing with employees and their happiness (engagement and happiness  
run in the same circle) automatically makes the problem difficult and the 
solution more complex than a few kind words and a pat on the back. 

Even if a global firm installs a platform or system to channel and track 
recognition among employees, they still have work to do. In short: the 
recognition platform isn’t the only tool you have (or need) to solve your 
engagement problems.

There is a long list – actually 12 rules1 according to Rodd Wagner, author  
of Widgets – of things to focus on, change and weave into the fabric of your 
company culture in order to really make a difference. Engaging the people  
who work at your company requires a variety of initiatives. For the purpose  
of this article, let’s just focus on a couple: learning and relevant data. 

Tools to succeed
Victor Lipman wants us to know that learning and training are important. He 
makes a compelling argument in Forbes when he notes, “Because there’s 
no widely agreed-on skillset for management (good managers come in all 
shapes and sizes), there’s an assumption everyone knows how to do it.”2  
This assumption is a primary cause of poor employee engagement. 

Managers are trained in the processes of things but rarely, if ever, trained in 
why recognition is vital to a successful enterprise. Implementing a recognition 
platform without tools to train managers how and why to give recognition is 
risky. It’s like handing a teenager the keys to a car without giving them a single 
driving lesson and with the directive “Go get some milk.” Sure, they’ll figure out 
how to get to the store and home again with minimal damage eventually – but 
this in no way guarantees a good experience for everyone else on the road. 
Most adults behind the wheel are reasonably good drivers because they took 
lessons. They are trained. They have experience.

Recognition deserves the same training for what to do and when to do it – 
and most importantly how to do it. You’ve probably experienced being told 
you did a great job (using those exact words) yet you walked away feeling 
unappreciated. The how makes  
a difference. 

Managers can be trained by using a 
series of snack-sized training sessions 
incorporated into your recognition platform. 
Small snippets of best practices can help 
the unknowingly-bad manager become 
a more effective giver of recognition. The 
more effective the giver, the happier the 
receiver. The happier the receiver, the  
better off the company.
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Meaningful data
Your culture is your culture. It’s different from every other corporate 
culture in the world. A great way to see how your culture differs from 
other workplaces is to listen in on a new employee orientation and 
see how often the trainer chimes in with, “You may think it’s a little odd 
but we refer to the [fill in the blank] as the [fill in the blank].” And in the 
same way, your job is your job. While everyone can strive to achieve 
the company’s mission, not everyone contributes to it in the same 
way. The data you use to measure your job differs from the data other 
people use. 

If we’re going to make sense of the measurements, they need to be 
relevant – your employees expect it to be. Ray Wang emphasizes this 
in his Harvard Business Review article when he explains how relevant 
data is becoming the norm. He writes, “For a decade or so now, we’ve 
seen technology and data bring new levels of personalization and 
relevance.”3 

The data that is meaningful to me may or may not be meaningful to 
my boss. And even if the data set is nearly identical, how it’s presented 
will be different. A one-size-fits-all dashboard in your recognition 
system simply is ineffective. Front line managers need a view to 
their team with the ability to drill down into individual team members. 
Program stakeholders need less drill-down into individuals and more 
and more department and business unit data. Executives need 
dashboards that are crisp and to the point. Additionally, each of these 
audiences may need their data in different timeframes. 

Employing a platform that allows for simple configuration of a few 
data fields is fine but rarely do we see one-size-fits-all really work when 
it comes to global, enterprise-wide recognition solutions. The best 
platform is one that allows for infinite flexibility (even to the point of 
customization) so that every manager and stakeholder gets exactly 
what he or she needs. 

Culture matters
Recognition is critical to your culture. In fact, it helps define your 
culture. And according to John Coleman’s article in Harvard Business 
Review, your culture matters a great deal: “… One study found 
applicants who were a cultural fit would accept a 7% lower salary and 
departments with cultural alignment had 30% less turnover. People 
stick with cultures they like and bringing on the right ‘culture carriers’ 
reinforces the culture an organization already has.”4 

So why risk your culture and the results that come from a successful 
culture? You want the people that come to work at your organization 
to be happy and productive. The apparent solution could be as 
easy as Laura Ghanem’s comments in World Economic Forum: 
“Happiness at work boils down to … feeling appreciated by your boss 
and colleagues.”5 That would be fine if it weren’t for the fact that we’re 
all humans with different levels of knowledge of how to recognize and 
different levels of what we consider to be relevant data.
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Adopt a platform that allows you to integrate your learning strategy and 
facilitates the flexibility you will ultimately need in serving a wide variety 
of job titles with data that is relevant to your specific company.

To learn more about BI WORLDWIDE’s global recognition system G5, 
visit: BI WORLDWIDE.com or email LATAM@BI WORLDWIDE.com.
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